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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 guidelines

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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X SD. L X SD. AN
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satanl
NINTIN 4.35 0.67 910 4.37 0.55 11N
1. AUNIFINNITNITAAIA 4.35 0.57 1910 4.38 0.51 1910
2. AIUNITIANITUIANTTH 4.35 0.63 210 4.37 0.55 9470
3. AIUNITIANITNSNEINT 4.35 0.68 210 4.36 0.59 9410
4. AIUNIFINNISNITHARN 4.34 0.67 1IN 4.37 0.57 UIN
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agj‘[,uizﬁumn HA1ASLLRRENNY 4.37

7. HANITIAIIZHANEDAN LAANNNITILATIZ
AILUUANADIANNITLATIATI9VDILUINIINITAANIS
gARIMNITNFRINANFATUFANEIEY

alswh 7 LEAIANED AN LAAINNITIATITHUULAIARIANNTIATIASS Mﬁomiﬂ%'uﬂ'gaoﬁ'muu

. 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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1#11@ Unstandardized Estimate NAINTUTVUFIAIULY

*R¥
158

H1

*X¥
&7

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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NAF17 7 7N 3 UAEANT 4 HanSIATIZI
LULANRBIANNNTIATIATIILUINIINITIANTRATINNTTH
Lﬁyaﬁwé%%’agﬂgiﬂamﬂ"ﬁ@u MENAINTUTUUTIMuDY
WU ALUSUES (Latent Variable) 21121 4 @auls
wuaidumuUsuelsnieuan (Exogenous Latent Vari-
able) 1uu 1 61 laun 29AUSTNBUMUNNTIANIS
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
#NN1RIEDY (R2) 0.93 A1ANLUSL9IU 0.02 Lazas
BNBNANATINY DIAUILNBUMUNITIANITNSNYING
(Resources Management) ﬁﬁ’]f:’mﬂfﬂ (Standardized
Regression Weight) 0.33 aﬂlwﬁﬂfﬂﬁﬁﬁcymmﬁaﬁ
LAV .01 ANAVANRUSNRAMENARIFBI (R2) 0.97
ArANLLSUsIU 0.01

2IALUIZNBUAUNNTIANITNNTAAIA (Marketing
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Management) @98N3NANIATINUBIAUSLNBUAIYU
N159ANISNTWEINT (Resources Management) fAentin
1N (Standardized Regression Weight) 0.67 28149
g Auneadaniszau 001 M AVAUNUTNI A
gNNNRIEDY (R2) 0.97 aranuulsdsiu 0.01
29ALTZNBUAUNITIANITUIANTTH (Innovation
Management) @98N3NANIATINUBIAUSLNBUAIYU
A159ANITNITAANR (Marketing Management) ‘ﬁﬂ"]f:’l

o

#UN (Standardized Regression Weight) 0.99 28198
HURIAYNIIEDANTZAL 001 mmﬁuﬁuﬁ‘wmmﬂﬂ
Aaeand (R2) 0.97 aanuwlsusiu 0.00
2 U L @ K Lo =Y a
nuansinedu FIeasldaiiunisUsudguuy
1a09lALNANTUIAT Modification Indices Arbuckle
(2011) lagAnsanmasuadilsiunanlsunsudniagy
WSDNUANITINITNNNOWY) L NaAAMILUITIFINAN
Januldwmunzanunsmesnluiazdi waidiiunig
Ystifiumasuuulnd fruilysuldshuuuiian
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a ar 6
LaUszany
o Al 2o a o ° @ oA
mwawvl,mmmumiﬁiuﬂgamemmmuw
a 2 2 ' | | 3, '3 .
BoUSpRAT WU ArANUaziuredlaawals (Chi-
Square Probability Level - p) 111y 0.077 81NN
05 uansnuLilditedndyneada Alaauan
SFUWUS (CMIN\DF) iy 1.181 Teuiasnin 2 @1
ATNIATTAUAINNARAARDY (GFI) WiNAU .966 @9
11NN .90 WATAIATHSINYDIAEAYANRIADIVDI
N15UTENIUAIAMINARANALAREY (RMSEA) winAy .019
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WHaIn1NNITRaIaueInlsneuNaIANEINAnD
nsxmumﬁma5@ﬂm1umitnia°ﬁuﬁumaﬁqiﬁ@ (Kotler,
2003) WATNIFIANISAAIALILTUNTLTUIUNITINILEL
ANSUSHIT T4 N1SAISIAT ANSALESNNITARIA NS
@ o ' a a ~ a =<

AU NITUTNITUALDUS] LNDULANLUABUAIUNS
waiwgamauauaamwﬁmmi"ummjmﬂwmw 973
ludwnelwussquilmnngvedesdns (Kotler, P. And
Keller, K.L. 2006, American Marketing Association)
= o P = ° | = ¢
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WlLLu’mwﬁwmm”Nasiﬁ@mﬂ'wha 9 L N1TUSNS
nsfea1sAmAT uazivuANazanauelunisidl
= v 1 L =Y v a =1 dl dl
aslungldvimsliiiaanunamelauininga laan
Armstrong and kotler (2003) NANMTILWIAANITIANT
AAIAUITBNITLINITNITAAR LNelUTTgIngUsTasn
N19IN159a19 andudesdsznauluse 6 wuiRa Ap
1) @UNTSHAR (Production concept) WIRALEANAN

7 duslnasznelandaiuginaamlaieuazdunu

' 'Y I

71 HAAN190IANITNLHANNIIAYANITHAAIZADIER

NaNNTUSUUTIUTEANENIWNSHARTHRTY wazdinig

U209 (Armstrong and kotler, 2003) 2)

AUNAAAMT (The Product concept) WWIAINNAR

dbd Qs 1 oA a ar ‘d‘d

Hdarania guilnaazwelandadusiniingunin n1s
{aa

° o A o a v
mMamuasUansusiiduuianssulnadnangs gannis
aaﬁms‘ﬁa@ammé’mﬁzyﬁNamﬁmﬁﬁﬂﬁmmwmmu
Tun1sasnandmaing uwardsulgananimailinau
ARBALIRAN (Armstrong and kotler, 2003) 3) ANUNT
218 (Sales concept) WuIANAATEANANTT HU3lnA
< &4 a o ¢ ¢ = g W
T lUasldToNAn UM U990IANT Y30 Touws by
WAEIWDNUANNABINTG  AILBAIADIIEAIN NN
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
wanalalminTulaat19lUTe AN N warUsEaNsuNa
mﬁa@'mia%’u (Armstrong and kotler, 2003) 130 fn
WANINAINAIATYNFAIZUTIRINHINHNIBLDIDIANITAD
U3Enarsiaslilszs@nsninannnitguaslunisasne nis
FINDULAZNITANADFOAITIUNTLABNARIALTINNE
(Armstrong and Kotler, 2003) 5) s1ugnA1 (The
customer concept) WWIAMNAALEANANIT DIANIT
7939iN1959UINTBYANTAANDNIIN1TAIVBIGNAY
WARYIIE ANHUTNIAIUUTLTINTFIFATANBUENS
a a ~ o o | a P ~ o
g FeuaznisanaviiengnAtwiwela ineld
finsasyidulavesinlsanaldinesesgniusaz
518 lagn1sasslignaAnianuinfigs uazsjanigmien
TuTinv09gnen 6) MsnaiaNedInn (The societal
marketing concept) LUIAMUAALEARANIT 911D
BIANTT AD NITWNANTUIAINANTY AMNABINITUAY

ANHNALLAVDINAIALTNHNY LN RINDUAMNNINDTA
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TwAnsuldogefiuszansamn wazdseandnamileg
w3t Inedinssneinisiufeghrestusinauazdons
(Kotler, 2003) @suwiAndanan filauaonnaas
U E.Porter (1998) finanfsumanienniunisadne

lgamA1 (Value Chain) iweasneanulaiusaulunis

' ' '
A A a

LUINDNILANTAANNAINITONNIN YT U naliL i

'
a '

nainyaalufmauA uenanidelinaisauisen
UeTteanudAaIn1snanlaiinazdunuiseuns
guINTDl (2557) Anwifadendnadenisanaulaze
J L3 o < v oal 2 = =
worhdansaguresfuilnalunaindtan nadidnm
AuENMIALABZLNATIIN UWTUNBaA, AN Tieg (2559)
Tasnidndnanonisanauladaidadianns uaily
WIBTEeEA LazBUAALNTY, WIS1NT0l (2559)
TRUNAINAADNITANAUIATOLAD W LN O UUUTUA
(Premium Brand) 2895USInAlLIANTINNENIUAS
azUSNUMa 1asauITeNNaMINI Rt I uNaNN1S
, o o o o o o A &
paraLdumTInEaImINdaynsiuandulade an
nnanutssuImliniagaamnssuliauaAy
ALUUINIINITIANITYAGMNTTNFDENANTAUFAN

FUHU N9AIUNITIANITNITARIANINNINAUDY
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