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ABSTRACT

The objective of research is to assess the effects of green marketing strategy on
marketing competitive advantage of I1SO 14001 businesses in Thailand by using questionnaire as
a tool for collecting data from a number of population of 893 with the number of sample of 300
and the number of respondents of 118 executives of the ISO 14001 business in Thailand. Statistics
used for data analysis were multiple correlation analysis, simple regression analysis, and multiple
regression analysis. Green marketing strategy was regarded as independent variable that has
relationships and positive effects on marketing competitive advantages. The results revealed the
following finding: 1) The green marketing strategy in aspect of environment value focus had
positive relationship with the marketing competitive advantage as a whole and in aspects of brand
image, and growth revenue 2) The green marketing strategy in aspect of green new product
development effort had negative relationship with the marketing competitive advantage as
a whole and in aspect of growth revenue 3) The green marketing strategy in aspect of
communication and operation for environment had positive relationship with the marketing
competitive advantage as a whole and in aspects of brand image, growth revenue, and market
share.

Keyword : Green Marketing Strategy, Marketing Competitive Advantage, ISO 14001
business in Thailand
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