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The current operations of business and industry appear to be the major factor that causes the
environmental problems in Thailand. The corporate environmental strategy will direct the ‘environmental
management. There are various corporate environmental strategies, which include reactive strategy that
is driven by legislation and proactive strategy that aims to excel in environmental responsiveness.
The proactive approach promises the great benefits in term of cost reduction, an increase in work efficiency,
business opportunities and competitive advantage.

The objectives of this research are (1) To study the effect of regulatory factors, market factors and
organization factors on the corporate environmental strategy. (2) To explain the environmental management.
(3) To study the barriers of the environmental management. The population is the medium-and large-sized
automobile manufacturers with the registered capital at a minimum of 10 million bath. Data collection
comprised EMR interviews, pilot study and mail survey. The standard questionnaire was sent to 377
companies and 359 of them received the questionnaire. There are 108 companies completed and sent back
the quesionnaires, which can be ftransferred to a response rate of 30.02%. Data analysis included
descriptive statistics and inferential statistics - Pearson Correlation Coefficient.

The research findings indicate that the environmentat strategy of the automobile manufacturers tend
to be reactive strategy. It appears that they do not aim to excel in the environmental responsiveness.
The sample is found to realize the stringency of regulatory but they cannot relate the environmentat issue with
their business. That is, they cannot clearly identify specific business opportunity. They appear to understand
that the environmental issue will be involved in the business competition in the future but they do not see
its necessary to participate in the environmental competition. The finding of the study reveals that the main
stakeholders who influence the corporate environmental strategy are clients, parent company, govemmental
organizations in oversea, local government, and community, etc.  The major bariers to the environmental
managemeni are economic and financial constraints, intemal cooperation, and the lack of staff krowledge
on environment, etc.

The results of this study are found to support the hypctheses. There are positive correlation between
corporate environmental strategy and perception of local regulatory, intemational regulatory, identification
of business opportunity and competitive requirements, desire for competitive advantage and? the realization
of stakeholder requirements. The only hypothesis that was not supported is that there is positive comelation

between comorate environmental strategy and company size.



