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Effects of Marketing Governance on Marketing Performance of Listed
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Abstract

The objective of this research was to examine the effect of marketing governance on the
marketing performance of listed companies in the stock exchange of Thailand. A questionnaire was
used as a tool for collecting the data from 124 marketing executive officer of listed companies in
stock exchange of Thailand. The statistics used for data analysis were multiple correlation analy-
sis and multiple regression analysis. The marketing governance was treated as an independence
variable that has a relationship and effects on marketing performance. The evidence of this study
shows that: The marketing governance in stakeholder trust, marketing accountability, and marketing

risks control and management has a relationship and positive effects on marketing performance.

Keywords : Marketing Governance, Marketing Performance, Marketing Executive Officer of

Listed Companies in Stock Exchange of Thailand
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