nusNWNIsIanNIsgaannssuiFodANSegUdNIWEIEU

Guidelines to Garment Industry Management for Sustainable

suwa aI0aln' N3ANG SUAVK?

Thanapol Suk-kavessako,Taweesak Roopsing

Corresponding author, E-mail : maxtex@truemail.co.th

unAQgo

gaamnssudemeidunilsluifadsandyamsu
Qu%Tnﬂ%!aflﬂﬁsLLﬂoﬁumwﬁqiﬁaqﬂmﬂLawwzaﬁ'wﬁla
gaavnssaAoinansagureding ne3deaseili
imqﬂi:mﬁl,ﬁaﬁnmLLu'Jman'lﬁmn'lsqmmuﬂsiu
LgaﬁqﬁﬁLgagﬁéﬂaﬁugaﬁu LaINE NI D UL
MaIFNNNTIATIAS éﬂLﬁunwsﬁﬁﬂﬁaL%aqmnww
WATIBIUTINM @19ty aLBILUS I MAINEUsTNoY
nﬁiqiﬁaqmawwniiuL%tzﬁ'ﬁ&%%gﬂ NANATINNTIN
AAEUENG UATNGNAAAINNTINAMEUENAN 31U
500 5%

HANMSITY WU ULUINNNITIANITRAGINNTTH
LgaﬁW&WLéagﬂéﬂawugaﬁu AIUNITIANITNITARNA
Toun z‘%wmmmﬁmmwmﬁu’%Tnmﬂ'aﬁmeﬂu
doyadsznavlumssenuuundndud Aunsianig
winnssu leun duneluladansaumediiuaions
Hardware uag Software 1Nl 5luN1T0RNUULHANA UM
grunssamsniwenns ldun Samedasinsiiuade
Adudasiudowindeuietnunlslunsnanidesh
d15330 wazduNITIANISHAR lun eednsiinig
mvpuamnwnseaalidulyainsinsgiuaina
HANITNARBUANNFAFIU WU NGNEINITUIANGT
wazawnganiunguasnazualugliauaidyse
LL‘LL’)‘VI’Nﬂﬂi%ﬂﬂﬁiqmaﬁﬂﬂiiNLgaﬁ’lﬁ’lL%ﬁ)gﬂ@:ﬂ’)’]u

o o

Q‘/ s 1 ! a ! a o Qﬁdl .
EI(‘IEIu‘lNLL@]ﬂﬁI’Nﬂu DYNHULRIAYUNNFDANTEAY .05

Received : July 11, 2018
Revised : November 5, 2018
Accepted : November 18, 2018

HANTILATIZVLULA1809aNN51ASIRS19T LA
Warndiu wudn shuinasinsussdiu fanusenades
nannaunudeyaifszing lasfiaranuuiandy
yaslaauaIsiviiny 077 alaauadsauRusvnay
1.181 AATHINTZAUAINTDAAABIYINAL .966 LAz
ANRTTSINTDIANR R AN IRDITBINITUTEN AN
ANARIALAREWIYINAL 019 HANINARDLANNATIU
YDILULANABI WU BIALUTZNOUAMUNITIANITAAA
FIBNTNANINTIABDIAUTZNBUMUNITIANITNTNENG
2IAUIZNBUAUNNTIANITUIANTTUAIDNTWANIIATS
fADRIALTZNBLAUNITIANITAAIA UALDIAUTENBL
FIUNITIANITHANFIDNTNANIIATIADBIAUTENDY
N99ANSUIANTIN LA BIAUIEZNBUMUNITIANTG

NIWEINT BUNNNBAIAYNIIATANTTAY 001

< o

Ar&1ATY @ WFeEauSAgY / ANNEYEY / N3IRng

BARINNIITN

Abstract

Textile industry is one of the important factors
for consumers. Which has high business competition,
especially the garment industry in Thailand. This
study had purpose to find guidelines to garment
industry management for sustainable that the guide-

lines will be placing to develop a structure equation
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model. Quantitative and qualitative research methods
were employed in this study. The quantitative data
were obtained from interviewing 500 people with
the owner and CEO of garment business industry,
including weaving garment industry and knitting
garment industry .

The findings indicated that guidelines to garment
industry management for sustainable consisted of
4 aspects that marketing management would be
have survey consumer needs to be supplementary
information in product design. Innovation management
had to take IT information technology with hardware
and software for make product design. Resources
management had to find new machines and new
technology for matching with the production line and
Manufacturing management had to quality control of
product following the world standard. The hypothesis
test showed that business of medium and small size
with the large business size not similarly placed an
importance on guidelines to garment industry management
for sustainable with the statistical significance of
this was set at .05

The analysis of the developed structure equation
model showed that it was in accordance and harmony
with the empirical data and passed the evaluation
criteria. Its Chi-square probability level, relative
Chi-square, goodness of fit index and root mean
square error of approximation were .077, 1.181, .966
and .019 respectively. the statistical significance of

this was set at .001
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. Estimate .
Variable Standardized Unstandardized R’ Variances | C.R. P
Marketing Management
Resources Management 0.67 1.58 0.97 0.01 5.224 | ***
Innovation Management
Marketing Management 0.99 0.58 0.97 0.00 8.81 Fxx
Manufacturing Management
Resources Management 0.33 0.32 0.93 0.01 3.01
Innovation Management 0.96 0.67 0.93 0.02 17.05 | ***
Marketing Management
mar 0.42 1.00 0.17 0.38
mar3 0.6 1.51 0.36 0.33 8.543 | ***
mar8 0.7 1.80 0.49 0.27 9.088 | ***
mar13 0.86 2.19 0.73 0.14 9.655 | ***
mar21 0.5 1.37 0.25 0.44 7.877 | ***
mar25 0.6 1.61 0.36 0.36 8.564 | ***
Innovation Management
Innol 0.65 1.00 0.43 0.31
Inno3 0.4 0.65 0.17 0.47 8.779 | ***
Innol5 0.83 1.25 0.68 0.17 16.213 | ***
Inn24 0.85 1.36 0.72 0.17 Hxx
Resources Management
resol 0.93 1.00 0.86 0.07
reso3 0.89 0.96 0.79 0.1 Frx
reso15 0.92 0.99 0.86 0.07 Frx
reso18 0.82 0.91 0.68 0.18 Frx
ManufacturingManagement
prol 0.91 1.00 0.84 0.09
pro4 0.91 0.96 0.83 0.09 Frx
pro8 0.81 0.91 0.65 0.21 *rx
pro9 0.92 1.00 0.85 0.09 rrx
= FpdAneaiansyayu 001
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*R¥
158

H1

*X¥
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Manufachuring

H3

Innowatian

Chi-square = 154,750, df = 131, p = .077, CMIN/DF = 1.181, GFI = 966, RMSEA = .019

MuA 3 LAAILUDANRBIANNTIATIASIIUIINNNITIANTgATIMNTTARENENTAgUgANEdEY

Tuluum Unstandardized Estimate #ain19U5uUgesuuy

9. Naﬂ'ﬁ%Lﬂi’]tﬁLLUU"%’]ﬂﬂﬂﬂNﬂ'ﬁIﬂiﬂﬂ%/']ﬂLLu'W]’]\‘iﬂ’]i"%’@ﬂ'ﬁQﬂﬂ’WMﬂiiNLaﬂﬁﬂﬁ']l,%ﬁgﬁéjﬂ’ﬂugﬂgu Tu

1v1um Standardized Estimate NAINTUTUUFIAIULY

res3

Karkeling Hh; Risources

XRK
= Manufacturing

H3

Innovation

Chi-square = 154.750, df = 131, p = .077, CMIN/DF = 1.181, GFI = 966, RMSEA = .019

ANA 4 UAAILULUAARIANMTIATIATIIUININITIANITgATIYNTTLEDEN ANTAgUgANNS T

Tuluue Standardized Estimate #aan sUSuUasauUL
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wuaidumuUsuelsnieuan (Exogenous Latent Vari-
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Wa® (Manufacturing Management) Was@ILUSILHG
ey (Endogenous Latent Variable) NUIU 3 M
laun 29AUSZNRLAIUNITIANTTAAIA  (Marketing
Management) 84AUSZNBUAIUNITIANITUIANTTH
(Innovation Management) LAZPIAUSLNBUAIUNIS
FANISNINEINT (Resources Management) l@agi@n
adanaA léun Aviwinees (Factor Loading) 11
Tulumaed Standardized Estimate wazluluuaues
Unstandardized Estimate snduyszdnanisansula
WIDAAMNANNUSUULNWIAAN (R-Square #58 Multiple
Correlation — R2) ﬂ'ﬁﬂqm (Critical Ratio - CR) uag
ANANISNARDLURNNRAFIY (P-Value) 1a903AYIZNBL
WIaFuUsURY uazfuUSEIdNe J9a1u15003 U8
Ievodt

DIAUTZNBLMUNTIANTHAR (Manufacturing Manage-
ment) WUAANNKUTUTIU 0.48 ladssndnanInsenuaen
U52NaUMUNITIANITWIANTTH (Innovation Management)
ﬁﬁﬂfrﬂwﬁﬂ (Standardized Regression Weight) 0.96
aehsfiiednAnsadinnssiu 001 M ANANRUSWIR
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BNBNANATINY DIAUILNBUMUNITIANITNSNYING
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ArANLLSUsIU 0.01
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Management) @98N3NANIATINUBIAUSLNBUAIYU
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g Auneadaniszau 001 M AVAUNUTNI A
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2003) WATNIFIANISAAIALILTUNTLTUIUNITINILEL
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@ o ' a a ~ a =<
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Keller, K.L. 2006, American Marketing Association)
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Armstrong and kotler (2003) NANMTILWIAANITIANT
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N19IN159a19 andudesdsznauluse 6 wuiRa Ap
1) @UNTSHAR (Production concept) WIRALEANAN
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71 HAAN190IANITNLHANNIIAYANITHAAIZADIER

NaNNTUSUUTIUTEANENIWNSHARTHRTY wazdinig

U209 (Armstrong and kotler, 2003) 2)
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< &4 a o ¢ ¢ = g W
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TUNS21BUAZFIFINNITARIABENLANT (Armstrong
and kotler, 2003) 4) A4N15Aa1A (The marketing
concept) WIANNANTEANANT BIAIANGANIZLITY
ALINNBVDIBIANIT ABNITRATRIANINTY
LAZANADINITVDIAAIALTINNNE LATNITESIIAINN
= v a 11? E3 1 = a a a a
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mﬁa@'mia%’u (Armstrong and kotler, 2003) 130 fn
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(Armstrong and Kotler, 2003) 5) s1ugnA1 (The
customer concept) WWIAMNAALEANANIT DIANIT
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(Kotler, 2003) @suwiAndanan filauaonnaas
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