Research Community and Social Development Journal. Social Science. VVol. 18 No. 1: Article 1D269878

UNAINITE (n'w’lfnﬁl)/ Research Article (Thai)
mw{fﬂuiﬁwméﬂs:ﬂfaums’imwﬁwmﬂﬂmamemm—jfau

2 o A a & 4 @ a P
Gl'lNTﬂ‘Nﬂ‘i'Nﬂﬂﬂ@if—J FITHVIN ‘I;‘iﬂ@?%l,"ll ANRNTATANZINDBNLRLILHD Usen ﬁfﬂﬂ

Image of Small and Medium Enterprise Entrepreneurs with Ethical Business
Framework in the Northeastern Region of Thailand

'
o A a can

1 PN 2%
w33g und , fgua AlserigRnnA

Norarat Runkoweew, Nilubon Wirotthitiycwong?

1 s = a a o P~ = v o =
879738 A7. AASUINITFINY umInenasmaluladsivsnadant S9winuassIvduT Ussinalne
!Lecturer Dr., Faculty of Business Administration Rajamangala University of Technology Isan, Nakhon Ratchasima Province, Thailand
2% w4 & a a a o = N a s v o =
NUIYAIAANTINITEY AT ASUITNITEINT umivenasmeluladsivusnadau INYNYAFUENAN WHINUATIIVALT Usznelne

Z*Assistant Professor Dr., Faculty of Business Administration Rajamangala University of Technology Isan, Nakhon Ratchasima Province, Thailand
E-mail address (Corresponding author): >'nilubon.du@rmuti.ac.th; (Authors): ‘norrarat.ru@rmuti.ac.th

Suunannu: 21 $uanan 2566/ USuufla: 3 4n9ax 2567/ ARUSUUNAIN: 18 HNTIAN 2567
Received: 21 December 2023/ Revised: 3 January 2024/ Accepted: 18 January 2024

Abstract

The proper conduct of businesses in accordance with optical principles, politeness, and confidence aligns
with social norms and standards. This study, employing a quantitative research approach, aimed to investigate
personal characteristics affecting the ethical business framework, and find out influence and relation with the overall
image of medium and small entrepreneurs within the ethical business framework in the Northeastern region of Thailand.
The research involved a sample group of 400 participants, selected through multi-stage random sampling. Data was
collected using a questionnaire with a reliability coefficient of 0.963. The instruments used were online questionnaire
with a response rate of 37.50% (150 respondents). Statistical analysis was conducted to determine the data using
percentages, means, standard deviations, t-test statistics, One-Way Analysis of Variance, Multiple linear Regression,
and correlations. The research findings indicated that 1) Personal characteristics, including gender, age, types of
medium and small-sized businesses, and the duration of business operations, were not significantly differed in
influencing the overall image. 2) The ethical business framework, consist of social responsibility, marketing,
management, and environmental dimensions, positively correlated with the overall image at the moderate to the
highest level (r=0.577-0.861). This relationship was statistically significant at the 0.01 level. The ethical business
framework that influenced the overall image can be forecasted on two aspects: (1) social responsibility results
increased one unit affecting to a 0.295 unit increase in the overall image. Likewise, (2) a one-unit also increased
in the influence of the ethical business framework on marketing leaded to a 0.266 unit increase in the overall image.
As a result, business owners must be aware of applying ethical business principles in their operations to build trust,
credibility, and good partnerships with customers and the community.
Keywords: Entrepreneur Image; Ethical Business Framework; Small Entrepreneurs; Medium-Sized Entrepreneurs;
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NANATYTITHNNEING UAAINANITATUAINTITIN 2 T9RN51991 6

1
=

A15197 2 AHARTinsan anEolflsrnaunisismisrmanatsuazaniaden uaaui
o/ a =
AnzTussndswiiareslssmang
Table 2. Opinions on the Image of Small and Medium Enterprise (SME) Entrepreneurs in the Northeastern

Region of Thailand

AANARALAY (Opinion) AU
978179 (Item) v,
X S.D. gzay (Level) (Ordinal)

1. AansrndufianmaduismangrunsuasranadessauaifisassuanifamEds 417 073 Hn 3
(The business proceeded under the law and ethical principles and widely accepted by (Moderate)
stakeholders)

2. fannsiinauAmsnsudisfietneiussavinm Wiisensumssgninuasifidnlids 419 0.70 Hn 2
(The business was efficiently managed and accepted by both customers and stakeholders) (Moderate)

3. ﬁ*«?miﬁﬁLﬁu‘qiﬁ@uuﬁuﬁ’mﬂmmia{aLﬁu@mm‘w prnlussla anuindetdie 419 0.82 HIN 1
mﬂugﬁﬁﬁiu (The business was operated on a foundation of qudlity focus, transparency, (Moderate)
trustworthiness, and fairness)

4. WansTou yBeU3ns vasfianiaidundnsont Wisuanaisiuinnesw AMANgs § 3.98  0.81 NN 4
mwﬁ&lmLLﬂzLﬂuﬂ‘isTﬂﬂﬁﬁﬁiﬂ@uﬂm (The products or services of the business were (Moderate)
innovative, high-quality, valuable, and beneficial to customers)

5. fiaNaRAHSURATELARAIAN UATAIWINADH sanfeflanaendesiefuilon 397 072 NN 5
wazfHamlsiReynngw (The business was socidlly responsible and environmentally (Moderate)
friendly, ensuring safety for consumers and stakeholders in all aspects)

6. {uFnng HdaudAtysanmanuniuesianis (The management was important in 396 092 HIN 6
shaping the company's image) (Moderate)

Total 4.08 0.64 HIN
(Moderate)
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9INPT 2 WUt nmsINesiisneunAF MR ANatuaz IRt ax BN
ananzieanidaamile Ustnalng fasmAndudstunindnual ogliseiiann (X =4.08,
$.D.=0.64) ifieRansoutiasnents wudn agluszusinynaienis Besanduainsnndnidios
w1 Suduusn Ae Aemaduiingsieuniugessniasaiunonmm anldsdla mmasidate
A RT9IH wasRanafinadmas diiliesnediussAvanm whieessueesgninuasifidas
Ay (X =419, S.D.=0.82) 39a3dAa Aantarniluianiaiuilaungrsnsuasnanadessas
uaziheassuanfianlfide (X =417, SD.=0.73) nandousivaetanisuasfanaifiunansos
vidaUan1afifiudnngan Aounngs Sanuduauazidulszlemidagnéi (X =5.98, $.0.=0.81)
AanafiansuRnreunadian uarRuanany sandefianudaandeseiuilnauaziiidols
AUREYNNGH (X =3.97, S.D.=0.72) uardusugaving fie {uinisfidaudiAyseninanuel

284791715 ( X =3.96, S.D.=0.92) ANHATAL

m1519%1 3 AruARTIWAEaTUTaTEnANaSY 5998 9gieB9dUsrnauNTAEMRATNIANEN
wazaungen Mauin ansueaniduswidareslsunaing
Table 3. Opinions on Business Ethics of Medium and Small-sized Business Owners in the Northeastern

Region of Thailand

$i1ud (Aspect) AYHAALRY (Opinion) AU
X S.D. 5uf (Level)y  (Ordinal)
1. FUANFURATEUSBRIAN (Social Responsibility) 4.28 0.64 N1 (Moderate) 3
2. finun1aaam (Marketing) 4.28 0.56 N1 (Moderate) 4
3. FIUN19LEWTS (Management) 4.33 0.64 H1N (Moderate) 1
4. Fruduandan (Environment) 4.30 0.70 H1N (Moderate) 2
‘E'JNLQ?QI?J (Total Average) 4.30 0.05 H1N (Moderate) -

3NAN97 3 wudn nmsameesiasznauntsAsmAsTanaLazau Ao s TR
manziaanidsamilerassneie facmAniufeiundnedesssniegana aglussiunn
(X =4.30, S.D.=0.05) uazanadmet usziusny s lneduiuusn fie daunisudms (X =433,
S.D.=0.64) seNaHIAE A1nRauandian (X =4.30, $.D.=0.70) fmunrmsuRnuaUsadins (X =4.28,

S.D.=0.64) LATATUNITARIA ( X =4.28, S.D.=0.56) ATNATAU

dl ! dl ! 1 o/
BTN 2 ATHLANFTNYB LWﬂ‘V]N\?WN@ﬂﬂ’WWNﬂEmﬂT@E‘EQN

Figure 2. Gender Differences Test that Affect Overall Image

WA (Gender) t-test for Equality of Means
X S.D. t df Sig.
nmdnEodlaggn %18 (Male) 4.46 0.25 0.618 148 0.537
(Overall Image) e (Female) 4.44 0.22

* Sig.<0.05
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9INATNA 4 Wud1 Jen Sig. windu 0.537 eiA1dnNndn 0.05 A9eansUaNNAgIUNan
(Ho) WATUTINTENNAFINGDY (H)) UAA9IT ANEOEAINYAARLEIHLTENEUNNTAIN MRS IUIANANS

LASIU AL DN N ALA NN TUAIHAR AN TINANHOIAETIN (HUANFN

A197991 5 ANNUANFNZBITLALDTY UTHANIFINAIINIANAINUAZIUIALEN LATTLZIIAN
nsUsznaugsfafisdanasanmaneollngson

Table 5. The Difference of Age, Medium and Small Enterprise, and Operation Period that Affect

the Overall Image

One Way ANOVA SS df MS F Sig.
Between Groups 0.076 3 0.025 0.453 0.715
a1g
) Within Groups 8.183 146 0.056
(Age)
Total 8.259 149
aanenilaggan Ussinvaswfiauianans Between Groups 0.034 2 0.017 0.308 0.735
(Overall Image) wazauInsian (Medium — Within Groups 8.225 147 0.056
and Small Enterprise) Total 8.259 149
. Between Groups 0.332 3 0.017 1.972 0.121
iZﬂzLQNﬁﬂ’W‘jﬂ‘jZﬂﬂU‘q‘iﬂ’V
Within Groups 7.938 146 0.054
(Operation Period)
Total 8.259 149

* Sig.<0.05

9INANTNT 5 Wudn 3eAu8g (Age Differences) (Sig.=0.715) UTEinnIgMA9a4IANANs
uazaUIALiaN (Medium and Small Enterprise) (Sig.:0.735)LLﬂz‘a‘:ﬂ:L’J@’lﬂ’ﬁﬂ‘a‘:ﬂﬂﬂ'@‘iﬁ@ (Operation
Period) (Sig.=0.121) fiumnsineri aanasianmansellagsas (Overal Image) THumnsinafis 9emnsy
FUNATIUNAN (Ho) UATUIASRNNFAFINTDY (H)) UAAIN ANEOIFINYAARLBINUTLNEUNIS
AEMNIIUIANANUAZIUIAL BN UTZNBUAIY TLAUDE USUNNIFNAIIUIANANUAZIUIAL BN
LATITELIAINTITUTENEUNTT AINasan nAnEallaggan lHusnsinfii

nnsAnEnAvEnauaTAnEANus 903l ATITEanANe3ETImMNIgAAT B D WA N ol
Tmﬂiqmmﬁﬁi:ﬂ@umﬁmwﬁwmmﬂmaLmz"nmmﬁ'@ﬂummﬁuﬁmﬂmfuﬂ@ﬂLﬁmmﬁfﬂ

av o

UsemAve LAPNHANITALFIANTINT 6 T9A151971 7

m151971 6 BYEnauarAINENTNEsTdlAsIEE IANe3 e ssIn g sianenmanEnlngsan

Table 6. The Influence Analysis between the Business Ethics Structure and the Overall Image

NANI3UEIINNGTNT (Business Ethics amanuailagsan (Overdll Image)
Structure) Fuszavanng mﬁmmmm“iﬂummgm
t p-value
NANDY (Regression  (Standard Error of Mean)
Coefficients)
FnAsT (Constan) 0.564 - 1863  0.065
ANUANHALRATALADRIAN 0.295 0.294 2.660*  0.009

(Corporate Social Responsibility: CSR)
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15199 6 (7|)

Table 6. (Conts)

NANI3YEIINNNGTAT (Business Ethics nmanailagsan (Overdll Image)
Structure) Fuazansnig mﬂmmmm‘%@ummgm ovalue
ANBY (Regression  (Standard Error of Mean)
Coefficients)
ANUN1TAAA (Marketing: MK) 0.266 0.236 3.114* 0.002
ANUN1TUENT (Management: MG) 0.053 0.053 0.401 0.191
FruRsuanden (Environment: EV) 0.206 0.227 1.923 0.056

R=0.714", Adjusted R Square=0.497, SE=0.45562, F=37.795

* p-value<0.05

9nA15197 6 wudn TassaEramdnadessaumnegafa daznaufog FmassuRarey
HARIAN (CSR) (p-value=0.009) LazFHNImaIn (MK) (p-value=0.002) HavEnasanmwaneoilaseas
aeefli Ty RTissAL 0.05 AMTLAMNNILEMNT (MG) (p-value=0.191) uaziaundax
(EV) (p-value=0.056) (NidnEnasiannanuollnasou Fasrnsn@euanniTnenIoinansTny
ﬂﬂemﬁﬂ@%ﬂﬁiiwwfqiﬁ@ﬁﬁGifamwzﬁ“ﬂwmﬁmiqmmﬁﬂazﬂ@umﬁmmﬁfwmmﬂ@'mLLm‘*ﬂmmﬁ'@N
Tusiuiinanyueen@sanievessamalne e

IM = 0.564 + 0.295(CSR) + 0.266(MK)

Favin Tgeasandnasesssungata daman 2 fu Ae fauanduRnreusdedins
AnT 1 g axdanalinansoallnesaniadn 0.295 ming uazdmun1snans Wxtw 1 9iae

FYRINA FNNANHOILALSINANTN 0.266 s

A15797 7 ArnaRiWsszninalasadmanesesssinnegsiatunmaneollagson

Table 7. Relationships Between the Business Ethics Structure and the Overall Image

IM CSR MK MG EV VIF
Mean 4.08 4.28 4.28 4.33 4.30
S.D. 0.64 0.64 0.56 0.64 0.70
IM 0.661** 0.580** 0.637** 0.640%**
CSR 0.613** 0.832** 0.784** 3.628
MK 0.608** 0.577** 1.697
MG 0.861** 5.229
EV 4127

** p<0.01

IIANITNA 7 WU TfﬁmN%Nﬁé’ﬂ@%ﬂﬁﬁwwqﬁﬁ@ Y52NOUAY ATRAITNSURATEL
ABRIAN (CSR) ANRNTITAAIA (MK) ATHNISUSITET (MG) hAZATHRILIANEN (EV) HATINANANUS

Tunsuanfunmaneollaesanegdiusziulnanstionnniign InefddnUss@nsananiug ()

8¢/521979 0.577-0.861 peinvfiipaAtyn1eaiinfisysy 0.01
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