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Abstract

This research aims to 1) study the causal factors of entrepreneurial characteristics,
market focus through innovation, which influence the success of mask manufacturers in
Thailand and 2) propose guidelines for developing the success of mask manufacturers in
Thailand. This research is mixed-method research between quantitative and qualitative
methods. The quantitative research has a sample group of 300 mask factory executives in
Thailand. The sample size is set at 20 times the observation variable. The stratified random
sampling method is used to collect data. The data is analyzed using a structural equation
model. For the qualitative research, in-depth interviews were conducted with 13 officers from

the Office of Small and Medium Enterprises Promotion, mask factory operators, and mask
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factory managers in Thailand. The data were analyzed using content analysis. The results of
the research found that 1) market focus has the highest influence on the success of mask
manufacturers in Thailand, followed by entrepreneurial characteristics and innovation,
respectively. 2) The guidelines for enhancing the success of mask manufacturers in Thailand
are a newly developed model called the “MCIB Model” that focuses on finance, customers,
and learning and development.

Keywords: Entrepreneurial Characteristics, Market Focus, Innovation, and Success of Mask
Manufacturers
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WA senieilUsuaznsIrdeumuaennsesvedlunaiuteyalauszdndlagldlu sunsy
dn5aguneadia
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dmsunsITeidananin §33eldnsduniwalidedn (In-depth Interview) wagn1sdaine
(Observation) Wileifudeyafiasiouuszaunsnisssesiliiteya indesdieldiunisnsaaeunii
psadadomlnednisnand uasiinisnmadeuanugniesosdeyalagldnimsvasunuuanund
(Triangulation) Inglan1zn15nTI9aULMA 1703 a (Source of Data) 1l oAl 1AL W o
(Credibility) A anle (Dependability) Anuansalunisanglounani1side (Transferability)
uazanend (Bias) Ieefian Joyaiilignasnmiuasiinnziidanssamn Wiolwldusuifuddni
atuayuvseveeNaIINToyaLTIUTUM

Tudauveanisid enleadoyaszninenisisoidauiuianazifsnanin (Mixed Method
Integration) FAdethnan TR dwTnaiuansamadvinasuluseiui Jeagiiougnseuves
wuudiaes ifmududanudunivaldadnduglsideyandn ioeSusammuariadeldeuiuni
ot Dowdmadndiieadd nmsdidunmsludnuazdidmnedoduiuaugniemosdoyauasiiy
aruauysaivomanIfelitamuniideieunsihiutnnivinisnndstu (qui Jaavssgaus,
2562; Grant, 2008; Cronbach, 1951; ftnaudiassiamnavunnaluasyunga, 2565)

NAN338

neuinquszasdof 1 ileAnundadeidsamguesnadnuasvesiussnounts msyady
e suuianssy favswasemudsvesiiusznoumsndnuiinneunsitlulsymelne
M99 1 WARAINITHIUNUILATFIUVBILUUTIARININGDN

318013 Aann KUUANADINY kUUNADY
GHEEEYY mMadan
1. Chi-square ( z2) *lnd 0 318.03 70.86
*nu df 84 54
Relative Chi-square navins( y° /dN< 2.00 3.78 1.31
2. GFI > 0.90 0.88 0.97
3. AGFI > 0.90 0.81 093
4. RMR wlnga 0.00 0.020 0.012
5. RMSEA < 0.05 0.097 0.032
6. CFl *0.00-1.00 0.98 1.00
7. CN > 200 113.19 336.00

' v
9/ o./VLiJoJ

NAITN 1 WU AUvBLUUTIeuden I laimuty aenndesiuteyalleusedny
LagglAEuN e NAN

AN 1 LARIHANNTILAT TRV R NaNnstassaseiidunssasadeniidenades
Mudayaidausedng ndnanusuaisee vadluinaue
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PSIN
AUTO PRIN
RITA MAIN
PRAC BEIN
COAG STIN
CUOR
FINA
COOR
CUsT
0.27% PUCO
LEDE [=0.5

Chi-Square=70.84, df=54, P-value=0.0€175, RMSEA=0.032
AN 1 UUINaB9lASIES19ANUAUNUSLUUNIREBN (standardized solution)

NN 1 WU AFUUSEENSLAUNNG (Path Coefficient) SEMINA I USWEIAUA LU SR AY
AumineadAusznes (Factor Loading) sewinednuswelaiusnususedneiialudauinyndy

A1519 2 LEAASANEDR NANITIATIZDNTNAN1IMTS (DE) 1119903 (IE) BnTnasiy (TE) UaaiatkUswel

91nA1 Beta kay Gamma

fauusniu A fiands9asy

quwus CHEN MAOR INNO BUSU

INNO DE 0.58** 0.35%* N/A N/A

IE N/A N/A N/A N/A

TE 0.58** 0.35%* N/A N/A

BUSU DE 0.29** 0.56** 0.21** N/A

IE 0.12%* 0.07* N/A N/A

TE 0.41%** 0.64** 0.21** N/A

Chi-Square= 70.84, df=54, p-value = 0.061, GFI=0.97, AGFI=0.93, RMR=0.012,
RMSEA=0.032, CFI=1.00, CN=336.00

nouingUsvasddedl 2 WetlausuuIn1siauIAud s UsenaunIsnaantinin
aundleludszimnelng
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MW 2 MunuIuuudtassnudnsavesgsnandanalinseleslulseinalne

NN 2 WU WUUTIADLUINIIANAINE NS0 UsEnaunIsHaaninInawdle
Snvazdaunugiinmusznousonsyatiunaniifiddvinauuniigasesasunfenudnunzues
HU52N0UNTT WazANEIN5aNTaNssuaY anu iuiwimsasuadisanuaudniaves
FJusznounsadantiininewiste vieifusuusassiiiauniunioFenit “MCB Model” M #o
Marketing Orientation @1u1saUssgnaldliiinanudnsavesiuszneunisndaninninewdelay
AUsznounsdeaiinisUsvendlduinnssy laun winnssuuinis winnssunssuiuns winnssy
kLRI ui’mﬂiiquaﬂiiuLLazui'Mﬂi'iMﬂaqwﬁ‘ E A® Characteristics of Entrepreneurs #1115
Uszgnaldliiinannuanudniavesiusznaunisndanitninewndelaedesdanududass Ay
ndudes mevihawdegn waganundlunisudstu | Ae Innovation annsavszgndldliiAnaay
anudnsavesusznounisndantinnineundelaeuszneunissedinisussendlduinnssy laun
WINNTTUUINIT WINNTTUNTLUIUNT UIANTIUNITNAIN WIANTTUNOANTTULATUINNTIUNALYNG Uay
B #i® Business Success AuANANT YR UsENOUNTHARE NNouUNLTe Ao uunns§u
anA1 Az NMTLIEUIWAZNTIRIN

n13AUTI9HA

nanideEes “Yaduidaanmmiiddvsnasemnuduiavesuszneunsnanuiiininounsly
Uszinelng” wui1 Jadeanuusznis loun dnwazveadusenaunis (Entrepreneurial Orientation:
ENOR) n133jatfumana (Market Orientation: MAOR) Uazuinnssy (Innovation: INNO) flunuimnsie



@) The Journal of Development Administration Research Vol.15 No.3-4(July -December 2025)

Amd1LE 9095 UsznaunIs (Business Success: BUSU) 1 slus1unnensauazn1adon waxd
AuduTusFutousEnIaiy

anwarYafusznaunis (ENOR)

INNANTUATIEITUTHIUNUT Snwaizvefusznaun1siiavanase winnssy (INNO) lnensauin
‘1'71%191 (B = 0.58) uazdwalnenssrenudnisvesiusenaunisudnntinninewdy (BUSU) Wiy
0.29 staiinanisdouste BUSU wirfu 0.12 Ssusiesdnsfiidnnuannsndeisznounisas
—wfu 8w 515 U (proactiveness) nd & 89 (risk-taking) wazuasanalantalng
(innovativeness) — aganansnasauinnssudisinasiomnuduialdlaomsdeunaznisnss :uide
a1naatuayudn entrepreneurial orientation (EO) dAuduiusideuiniun1sdnn1suinnssuuas
NAN1SANEUIIUYDY SMEs LU Astuti & Balgiah (2024) wuin EO dinasionanisaniugu laed
unumnansvesuinnssalunsideslesssning EO uagnamsiiunuyes SMEs ludulaiide uas
Chen & 31 (2022) Wuin EO finase innovation performance r}huﬁaLLUSﬂaqwﬁ (The effect of
entrepreneurial orientation on innovation performance ..., 2022) dumu (Astuti & Balgiah,
2024; Chen et al,, 2022). Haflaoandaatunsounguf Resource-Based View (RBV) fo¢i1 EO
Lﬂum%’wmﬂsmsﬂuﬁﬁﬁ@ﬁm%’umiLLsu'qsﬂ’u (Linking Entrepreneurial Orientation with Innovation
Performance... , 2021).

n153aiunatn (MAOR)

MIATIERVRIUITENUTT MIdaiunainddndnalaensssenudniavesdusznounis
nanniininewds (BUSU) gean (B = 0.56) sesasunfedninalnensmauinnssy (INNO) wifiy
0.35 uariinansdauste BUSU whitu 0.07 Ssinesinsaiiunainesnsdissuy — lasawiznisl
mnud Ry TudsazmuieInIsuesgndn MIlnTgignAguiiazaaindug uaznsiineusy
winauliiinwensuszaruanuiuean — szduuswdnduliiouinnssuuasnadnianiagsia
Todunuannandaaiuanuideifeaina 1wy nauaIuYes Narver & Slater AndnduLLIAA market
orientation @LL’S’J amuﬁuummma’wqﬂ “Market Orientation and Innovation Capability: The
role ...” (2021) ﬁwud’]miz{aL‘L’Iuma’mﬁﬁmﬁwaﬁia innovation capability kazn15d999nv89 SMEs
luar@ueLus n1 (The role of market orientation and innovation capability in export
performance... , 2020) SyuTuiiny innovation capability 1usmnansdwanenanisaiiugu
(Unpacking Market Orientation Mediated Innovation Capability... , 2024).

uIAN35U (INNO)

ALY winnssudanuduiusinenssiuanudusavesdusenaunis (BUSU) winfiy
0.21 FaagviouinosAnsfianinsoAnfuuazUszondldndnsdam/vinsinl Usunszurunsneluld
9eg19ilUsEANS AN veenameengnananAituil wazduasulvninaulanaassuiAalvg 9 9w
Iamaﬂﬁzaummﬁﬁaqﬁu NUIPaINaatiuayudl innovation capability unumdfgysiana
N15ALHUIUYBY SMES 1@u Innovation and export performance of emerging market enterprises
(2022) wuUIANIIULNaADN1TEI08N Lag Driving SMEs’ Sustainable Competitive Advantage:
The Role ... (2023) wu11 continuous innovation performance @inasio sustainable competitive
advantage (Zhang et al., 2023).

a9u anianutladetneiu Swenunsagléi arudnSavesiusenouniawdamiinninewse
Tutssinalve LilfiAatuantadoder uwidunavents weunsy sevhednuundausznaunis
msyadiunann wazuinnssy Jausazdadeiunumdeuriuuazdnaiuiu dmiuiuszneunisuay
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