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Effects of Marketing Adaptation Strategy on Competitive Advantage of

Furniture Businesses in Thailand
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Abstract

This study aimed to test the effects of marketing adaptation strategy on competitive
advantage of furniture businesses in Thailand. Questionnaires as data collection tools were sent
out by mail. The total 94 complete questionnaires were returned comprising 31.33 percent of
the sample group. The research findings revealed the followings : 1) The marketing adaptation

strategy in awareness of customer differences had positive relationships with and effects on the
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overall competitive advantage and the market focus, 2) the marketing adaptation strategy in efforts

for diversity of product developments had positive relationships with and effects on the overall

competitive advantage, the differentiation, the market focus and the quick response. Therefore,

business should take information gained from this research into practical use in the production

activities of the business to conform to the rapidly changing situation. This will bring the effective

production and enhance competitiveness, which finally leads to the customers’ satisfaction and

creates sustainable profits.

Keywords: Marketing Adaptation Strategy, Competitive Advantage
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