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Abstract

This survey research aimed to study the strategic management of the
competitiveness of exported vegetable processing business in ASEAN market. Research
techniques were implemented by the combination of quantitative and qualitative
techniques. Research samples were 200 samples of the managers of exported vegetable
processing business (medium and large entrepreneurs). Tools of research were
questionnaires for quantitative research and in-depth interview for qualitative research by
interviewing 12 top executive managers. The results were found as follows: (1) The
potential of exported vegetable processing business of both medium and large entrepreneurs
in Thailand should focused on innovative creativities, product quality including people who
had English communication skill and good knowledge of ASEAN market to be core
strategies of firm in order to gain business opportunities. In addition, core strategies would
be the competitive advantage and risk management of trading and investment in ASEAN
countries (2) The level of core strategies to prevent external factors uncertainties, found that
both medium and large entreprencurs should focused on the strategies of technology
development and innovation. (3) The analysis of competitive management strategies
affecting the achievement of vegetable processing business, we found that the marketing
strategies had effect on the achievement of vegetable processing business in term of profit
increasing and number of quality award activities at 0.05 statistical significant level.
Moreover, the innovative management strategies of the business had effect on the
achievement of vegetable processing business in term of increased sales at 0.05 statistic
significant level. And (4) The business model had to aim at technology development and
innovation, particularly product innovation such as enrich-nutritional vegetable processing
products and modern technology adoption in the innovative production process.
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Strategic level assessment According to the organization size
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Figure 1. Assessment levels of strategies according to the size of the business
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Table 1. The results of the analysis of the management strategy, the ability to compete in
the marketing strategy, have an effect on the profit achievement.

Factor Variables in the Equation

B SE Wald df P- Exp(B)

value

constant 6917 1.646 17.666 1 .000 .001
Cluster 420 363 1341 1 247 1523
Marketing Strategy 2518 830 9197 1 .002 12.409
Competitive Strategy 203 635 102 1 750 816
Strategic innovation 042 425 010 1 922 1.042

Chi-square = 6.853, df = 8,P-value = .000, Cox & Snell R square =.190
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Table 2. The results of the analysis of competitive management strategies that influence
sales increase

Factor Variables in the Equation

B S.E Wald df P- Exp(B)

value

constant 5144 1528 11329 1 .001  .006
Cluster -521 467 1243 1 265 594
Marketing Strategy 459 902 259 1 611 1.583
Competitive Strategy 691 773 800 1 371 1.997
Strategic innovation 1,523 586 6.749 1 009 4.585

Chi-square = 6.196, df = 8,P-value = .000 Cox & Snell R square = .182
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Table 3. The results of the analysis of competitive management strategies that influence the
number of quality award-winning activities

Factor Variables in the Equation

B S.E Wald df P- Exp(B)

value

constant -1.587 983 2.609 1 .106  .204
Cluster -011 289 001 1 .971 989
Marketing Strategy 1.520 528 8300 1 .004 4.573
Competitive Strategy -577 469 1519 1 218 .56l
Strategic innovation -125 344 133 1 716 882

Chi-square = 11.022, df = 8,P-value = .000 Cox & Snell R square = .066
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