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Abstract

This research article aimed to: 1) Examine the importance of knowledge, market orientation,
lean management, and business performance in the herbal dietary supplement business; and
2) Propose guidelines for enhancing the competitiveness of herbal dietary supplement businesses
to support the health and well-being of the Thai population. This study employed a quantitative
research approach. The population consisted of 1,298 herbal production and processing entrepreneurs
in Thailand, and the sample size comprised 500 respondents. The research instrument was a questionnaire
used for data collection, consisting of business profile information, questions related to knowledge,
market orientation, lean management, business performance, and additional suggestions (Cronbach’s
Alpha = 0.89). The statistics used for data analysis included descriptive statistics, namely mean
and standard deviation, as well as Structural Equation Modeling (SEM). The findings according to
Objective 1 revealed that the levels of importance of the four components were ranked as follows:
market orientation (mean = 4.52), knowledge (mean = 4.46), business performance (mean = 4.37),
and lean management (mean = 4.34), respectively. Regarding Objective 2, the Structural Equation
Model analysis indicated that the structural model was consistent with the empirical data. The analysis
of influence values showed that knowledge had a direct effect on market orientation with a path
coefficient of 0.89, knowledge had a direct effect on lean management with a coefficient of 0.61,
knowledge had a direct effect on business performance with a coefficient of 0.45, market orientation
had a direct effect on business performance with a coefficient of -0.21, and lean management
had a direct effect on business performance with a coefficient of 0.57. The new body of knowledge
discovered in this study is the K-M-L-B Model.
Keywords: Competitive Potential, Organic Agricultural Products, Thai Population, Health and Well-Being
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(Latent Variable) (Direct Effect)  (Indirect Effect)

AUBIARINS (Knowledge) & AUAINEINITININITAAIN 0.89

(Market Orientation)

AUBIARINS (Knowledge) » AuN1sUSMsTANISHULAY 0.61

(Lean Management)

AUBIAAIN] (Knowledge) = AuaNTINULYBITINT 0.45

(Business Performance)

AUANLEAILNTANIINTTAANR (Market Orientation) = AUANSTOUY -0.21

¥9433N3 (Business Performance)

AUNITUIITIANITUUUAU (Lean Management) = AUANTIOUY 0.57

1845573 (Business Performance)

AUBIAANLS (Knowledge) = AMUAIINELTANINITHAN -0.18
(Market Orientation) = ﬁﬂuauiiﬂus‘uaﬁﬁﬁﬁﬂ (Business Performance)

AUBIARIUS (Knowledge) » AuN15USMIsTANIswuLaY 0.34

(Lean Management) = fNUaN3I0UEYB43NY (Business Performance)
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FIUAUEINI5N1911388 (Market Orientation) SlAtinmiin (Standardized Regression Weight) 0.89
ogalioddmaeadiAaniszsiyu 0.001 vSnanianssszmiteesAUsznouiuosdaI N} (Knowledge) dasl
9fUsNOUR MU MIIANISULUUAY (Lean Management) SiAntimiin (Standardized Regression Weight)

[y

0.61 a1l Ayn1eadanseiu 0.001 AVFNANINTITENINBIAUTENBUAUBIAAINS (Knowledge)

a

dereatAUsznoUR LANTIOUETIGIAA (Business Performance) St wiin (Standardized Regression
Weight) 0.45 agnefitfuddaynsadffisedu 0.001 BnBnanienseseninesAusenouduaANatTe
aN130aM (Market Orientation) d40asAUseNauUAUALSIOUEYR53NA (Business Performance) fiemimin
(Standardized Regression Weight) -0.21 83 Wan190393®I09AUTENBUATUNITUSUITIANISUU VA
(Lean Management) d4/283AUT¥NBUATIUANTIOULYDITIND (Business Performance) fevmiin
(Standardized Regression Weight) 0.57 aéwqﬁﬁ’aﬁﬂﬁ’@waﬁﬁﬁizﬁu 0.001 BNTWANIIO DUTTNIN
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VB NANIDBUTENINBIAUTENBUAUBIAAINS (Knowledge) dasiaadusynausmumsumsdnnisuuuay

(Lean Management) flf1nuiin (Standardized Regression Weight) 0.61 wéadsselufiosdussnau
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AUANTIAULVBITIND (Business Performance) dA1u1miin (Standardized Regression Weight) 0.57
Fanwiulasadminwingu 0.34

M1519% 3 ATUNANIITNARDUANNRFIUNTINY

FUNAFIUNTIIAY ANBNONA Nagsu
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NANITIATIZRAILUUANNITTNIATIATIS WUl Taaunisiassasslimudenndoinaunauiu
Joyaidelszdny lagidlAada CMIN/DF = 4.018 CFl = 0.958 SRMS = 0.049 RMSEA = 0.078

INAITNT 3 WU N1TIATILNABNTNAMUBIAAILS (Knowledge) dednSnaniemsaiuaiu
ALEINsaMeNISAanA (Market Orientation) fiAninuidn (Standardized Regression Weight) 0.89 9gn9dl
foddnymaadianiszsu 0.001 sussdng (Knowledge) dadviswamsnssiusmumstmsdansuuuau
(Lean Management) fietiwiin (Standardized Regression Weight) 0.61 agafitfuddnneadAisesu 0.001

AUBIAAILS (Knowledge) daBEnan1ansaiiuATuaNsInuyYedgsna (Business Performance) dlAudmiin

]
a =

(Standardized Regression Weight) 0.45 ag19itiudAgyneeianszau 0.001 AMUAMLAINTANNAITAAIN
(Market Orientation) d@¢8n3nan19nsaiuAUELTIOULYBITINA (Business Performance) fAdnaimiin
(Standardized Regression Weight) -0.21 AUN1SUSITIANSWULAY (Lean Management) @99V Wan19mss
AUAUANTIOULYIINA (Business Performance) fiAnwin (Standardized Regression Weight) 0.57
agnadifedAyvnsadAisesu 0.001
aAUs1ENa

1. Mndnquszasddor 1 edAnwianudidyuesiiussdanug fuauamisananisaann
ANUNSTANITHUURY LazinuaNssoussnavesgsnakandniasensayulng nan133denudn esdusenay
YBINUANNEANSEMINSAATA (Market Orientation) Hrndegsdign lasAuadowinty 4.52 lagesdvszney
VBINUANAINITONNIIAAA (Market Orientation) laln n153jaLtiugnA (Customer Orientation),

nssaLtiuAue (Competitor Orientation) way M3Uszanunugluasdng (Interfunctional Coordination)
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fuduTUE B N UNaMSAITuNUTeIIRNS Malugusonue ruianelavesgnen wasaulaiieu
V9IN5ULTU NadInandenadesiuIUiTeues Narver, C. & Slater, F. filg@nw11309 The effect of a
market orientation on business profitability (ﬁ"]La?{aé”lummmmsamqmimmm (Market Orientation)
Wiy 4.76) Aiszyin Anuanansamianisnann (Market Orientation) uSmusssuesdnsfivioasnsnman
wilondneus LLazﬁﬂUajmamiﬁwLﬁumuﬁﬁﬁuﬁluiwzma (Narver, C. & Slater, F., 1990)

2. Mninquszasdder 2 ielausuuimiesnsiannAneAmANsIsugsAINEN S eLaT 0193

o

asjuilng ilesesiumsiigunmmuasmudusgfifvesuszrinsing 1) amsideuandiifiuindnuesdanug
(Knowledge) fiananaidauinsosiupnuaunsanianisnain (Market Orientation) fientnmiin 0.89
ogiitiddnyyeada lnsesdnsifinnuanunsalunisaie avan uazlivsslovdanosdaus avananse
faunAnuaznninssufiatiunaaldosaiiuszavsnmundeiy aenadestusmiidbves Grant, M.
7lgdEnwuies Toward a Knowledge-Based Theory of the Firm findfauunfaves Knowledge-Based
View (KBV) Fausinasdanufifiuninensianagnéfidiiayfigauesesdng (Grant, M, 1996) uazaenndos
AUNIT8UDY Narver, C. & Slater, F. ﬁlﬁﬁﬂw’lﬁm The effect of a market orientation on business profitability
(A1183AAN3 (Knowledge) HBNSNALTIUINFBAMUAINEILITANINTNAA (Market Orientation) e
whwiin 0.45) findnrinesdnsiiannsntdmsdanisanudldoguiiussaniam waunsaidouiainaain
uavgnAnlsgaseiiles daaliAnnisyatiugndn nmssuinisiedeulmussguds uaynnsuszauny
aelussdng Fudussduszneundnvesnuannsanienisnaln (Market Orientation) (Narver, C. &
Slater, F., 1990) 2) Nan15398uanslAiLINR1UASUSMISIANISLULAY (Lean Management) fianSwa
Feansloanssauyvedgana (Business Performance) fntihmiin 0.57 ednaiitudidgmieadd agviou
Tiiudn mathuwnAnuaziaiesleresns3msdnnisuuuan (Lean Management) sndszgndltlussdng
annsarefinuszans amwnsduduanulazenszdusanisdiununisgsnolaesuldegsdaiay
a0nAd 09 U3 Tuuas Womack, P. & Jones, T. 7 Lé@n®115 09 Lean thinking: Banish waste and
create wealth in your corporation (fMUAISUSHITIANITUUUAU (Lean Management) H8vgwaLtisuan
foausInurIad5IAa (Business Performance) fiAuwiin 0.50) fiseydinisuinisdanisuuuiy
(Lean Management) uuinfnditherfinnuelitussdinslaonislinineinsedsiivszansamgean
(Womack, P. & Jones, T., 1996) uanaini nansidessaonadoaifunuidenes Liker, K. AildAnwiias
The Toyota way: 14 management principles from the world’s greatest manufacturer finandauuiin
Continuous Improvement (Kaizen) aduitilad1Ayuesnisudmssanisuuudy (Lean Management)
msdaasuliyaainsddusulunsusuisnszuiunsegisdeeshefiuuszaninmnnsienuy
andoianaln wavasrnnudangulviuesdns dawaliaussausvesgsia (Business Performance)

Tuszerennduegnedsdu (Liker, K., 2004)
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&
29ARU TN
K-M-L-B Model

[y

fusadnmd (Knowledge) msliiruddydunisindedeans (Communication) Ingwfulses
msdeanseesialiosielininnuansautstiu Fous wasiaunanuisuiuldedisdiussansam

ANUANUEINTANNNTAAIA (Market Orientation) maslvienuddgyiunisyadugnan (Customer
Orientation) IneitfuFesnisUszifiuanuiianelavesgniedwainaneifuniealoddgylunisinm
ANUFITUS ST EE IR UgNAY

ATUATITUTITIANITUUUEY (Lean Management) mslianudAyiunisuisesneminawuy
yinAufidausu (Total Productive Maintenance) Tnsiiudasssuumstissinuniedusddyiiugiu

ATUANTIOULYBITINY (Business Performance) AITIANEIARAUAIINAINITNINITAAN
(Marketing Performance) Tneiiiuisasianssunianisnainvedesinsieiuanufianelowayainusdng

vaagnAlaeg1aiusEansam

> K> N> L> Business Performance

awd 2 luwaesrnuslnduumansiaudnenimnisudsdugsianandausiaiuemnsayulng

iesessunisiiguninuazanuduegifvesszynsing

ayluazdalauatiug

nITeMsimLAnenmNIsuYsdugsianandaeastomsayulng Wiesesiunsiiavninuiay

anudusgNfvesUssnsivng wui fusgneuntsimeusuuaeunud g duguiuugsiauuuism diin

Y

Yagsna dluguuuruinnans Ussianndnduiasuomisayulng daulvgidundndueinlaainii

(9 Taw, Winndude, nsziiioy) szeziianlunisandunuvesgsna dwlvg 6 - 10 U auddgves

'
£ 6 1

mMaanndnenmnsutsiugsiandndueiaduemsayulng esesiunisliavninwazannuluegia

]

! a

9UTLVINT NG NUIT AIUNTARAYAINEN AD HIUAMUAINITANIINITRAIA (Market Orientation)

Y 9

J99A9N AR FUBIAAINS (Knowledge) AMUANTINULYBIGINA (Business Performance) UagAunsusms

IANIUUVAY (Lean Management) mudiu NM153ATIEANBVIENAAUBAAILS (Knowledge) d4dnna

NNATINUATUAIINAINTITANINTAAA (Market Orientation) ag1eddedidnynieada AuesdnIms
(Knowledge) @48yBWanRTINUAIUNITUSINTIANTUWUUAU (Lean Management) 98 19iiltdAeyneans

(3

AUBIAANS (Knowledge) d48nSnan1enseiiunuanssnuzedgsna (Business Performance) agail

v aa vV

Pud1AYnada AuAUEINITaN1N1TRa1n (Market Orientation) F9DNBNANIMTINUATUFUITOUY

o

4845519 (Business Performance) AMUN15UINISINNITUULAY (Lean Management) d48%3nani1anss
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AUAUANTINULYIDITINT (Business Performance) ag1ailifgdAnyneadia andeAunumanay nswmn
LAZYIUINITOIAANIAABAYILYAMAT AITELETUN1TIANTITEIAAIINS (Knowledge Management)
fdenlosgidygranulnsineduosdanuimdnermansuazmaluladasioln esnszdununin
ANulaensiy LazUseaniravesndndniasuomsayulng edanuifinaiaisgnatenenlg
Fuszneunsesaduszuy eladuaiisanssaugmagsiauaznisd adulaidanagns msimuinagns
MsmandiiunuALazAIiLdefe fUsznoumsmsiaInagnsnsaaeiiyatunsdeansnan
(Value-based Marketing) Inglidayaisuszdndsnuguam snsgrunsndn uazanudsdudugauendn
mugiunslimsnainAdvatarmsaruusudestaduszuu Welinanudesiuvesiuilnauaziaiuadng
Anuannsalunsudetulunanaialuuasinassma msiunAnnssanIsuURuENasaTaUE
1195319 AsduasulvEUsenaunsdmannsian1siuuiy (Lean Management) 1nl4lunisusnng
Fansnszurumssanuaz It Iduny Weanaugyan inussansamaslinineins wasiiiy
ANUEANEUlUNNTNBUAUDIFBAIINABINITYBINAIN NMTTANITHUVAUILYILLATUATAUTIOUENNNGINT
Fasuuny auam warauaBnIaluNUSUegudBu el ludinsidenduioly arsdinsfin
Fuusluiiadodu q fonadwademsimurdnenmnsudstussiandndasiaiuomsayulng 1wy
Hadesuuinnssy uazdadesnudninet wazasAnudnennnisudediulugsfiady 9 uenmieain

AR ualaSuaIsayulng

AnAnssuUsENIA
a o r.:gl’ VY o a % a vV = U d'
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