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Abstract:
The objective of this research is twofold: 1) to study the current state of automated
retail businesses in the Bangkok area, and 2) to explore the pathways to success in marketing

management for automated retail operators in the Bangkok metropolitan area. The research
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methodology combines qualitative and quantitative approaches to ensure comprehensive
responses to the research objectives. The qualitative research involved in-depth interviews
with five key stakeholders, namely the managers of automated retail businesses, while the
quantitative research employed a survey questionnaire with a sample size of 400 respondents.

The research findings reveal that the automated retail industry in the current Bangkok
area is expanding rapidly, with intense competition among operators. These operators employ
strategies to turn crises into opportunities for business development. The factors or variables
examined include demographic characteristics, internal organizational management, consumer
behavior (4C's), and the use of marketing innovation strategies. All these factors significantly
influence the success of marketing management for automated retail operators, measured by
consumer satisfaction, consumer loyalty, ability to attract new customers, and sustainable
business growth. The validity of the qualitative research findings is further supported by the
quantitative research findings, which confirm the impact of demographic characteristics,
consumer behavior (4C's), and the use of marketing innovation strategies on the success of

marketing management for automated retail operators.
Keywords: Success, Marketing, Operators, Automated Retail

unidn

wiesdmireduduaruinissaluimidundosdiolunissiminediwesdagnandutulae
Amns uaziinadaeanivaninwisesidnvueie Turaeeiadanssuusniiioldlun1sdming
draudld Ineldndnnsneenviog wavendeimdnueniedadavieuusd Tugasie q 1iATes
FrmheAudSnlusiRldsumetaulimmselisslovdlunissmidudldazaaninntu w Ty
anfsouinmgnitmunfuaiesuenanniss uazthlufadausnislivurusarsalludosiasedn §
Srmionilsdofuvinugusurineg waridiunumidsssiaioufesiuasmndonniudesun
ailmaguianssmanealuladfiialudldgnitnauiiofiuanuagainauisuifdonas
UseAVTN1MN1IaMInaInkAEYe

A3 095U eAUASR LR (Vending Machine) Fududesnisnisnszansdudilindads
fuslnafiddndnunenils uenileannisuseneugsfaduanmuuuuudanuuudadu $1ud
Uanluesunsn esangidelddnuinuin nsdvnedudlneiaiosdiminedudsnluffy
wnsnarsluUszimaunniu daufuilnavnlnedldfiauifnuasduasiuiaiomeoniviogly
FAnUsrsrTunnty Sanumnzanetsbeiunginssunisuslaamuannndesmaasugiiuas
Aylsaszunm éf’;amqﬁﬂdnmf‘: (Marketer Today, 2017)

faidu nsfnunifdeldarwadlafissfnwiuumagemudistlunmsuimsmnainues
nMsUszneuNsaTesdmsAufsaludlunsanmamuas teliaunsaadisaufionelaves
Hulan (Satisfaction Customers) A1usinAveEUIIAA (Customer Loyalty) Aduanusalunis
a31351ugnAlug (Ability to create a new customen) wazalugnisiavlaniagsfafivszau
Anud§aesdadu (Sustainable Business Growth) gsfatadesdmunedudsmlusiaiiieanduny



1315 195 WnstayeyUinssed U9 8 atui 3 (WguniAu-dguigu 2566)

v I

mefunsailunisnedu faliniguilaalusunanionsiamunlusuianveaiosnsdud
on Uil
IngUsraeAn1sIve
1. iefnvanimmsUsgneugsiaiiess wieaudSnlusifluaeiui n 3o mwaniuas
Jaqiu
2. Wlefnwuuvnagarmdiialunisuimsmsnaiavesifusznouns  La3esd mingdud
SlusPlupitufinganmamuas

N1INUNIUITTUNTTY

NANISAUALLENATTITIUNTTN Wae UnAY MTidesne 9 MAsidoudiouanddidiugs
nsAnugIRaeTessmhedudsnlutRifefnuuumdunsiaunsialdimesunaluladidle
finulvneulandaussiungugniuazifiensifinteanisnnsvenevigsioluluguauding 9 lu
nsAnwuarnsinideadsiifunmsaiumeganudidalunisudmsnimatsesiusznaunis
Lﬂ%qaﬁ’mﬁm%uﬁwé’miuﬂﬁluﬁuﬁﬂjﬂmwmmum mteadadanunsodufunsfnuifisdalunis
Uszneugsialitenisaannudiiernudisadussunssuiliuazendudeyaiivhundugiulunis
dududoyaiifed

o1masal inaui (2558) Anwiidesnsliuimaadiiniusaluifuesiusinaluunsune
iles daviavan3 naddowuin nausegnailflumsinuadulaidumands fdrsengszming 21-
25 Yisun1s@nwdSayaes ondninSey dnfnw deldadededeutiosndt wdeawinu10,000
U dhusanisvageuaLsfgunui Jadedunaldifendestumsldddatefitnanonisldgii
Fudiferdostu grumeld madssenduius Jadvduyanaduony nsfnw odndadutiaded
asapnuuans1alunsldganRuenluda

(%
2 o

sumd QuA wavAny (2562) AnwiFesauninuazauasnfeveninpunginnu neon
wisysaluRlusimamansay wui1 auaweEnsausid e eindess mLneAuASAluTR
Any1innissmnegindsmui tiiusegeiifnuldiunasiinasgiunaassugeds fuilan
mamsatindusmeannsuilaeiduilivaeads ussmhsnuiiiedesmaihss nuamihi
Teglunarisnmsgiuegisaiame

TugAusnvesUsziamaninsanfuaiosdmminedudsnlul@ dedndulag elsusosidn
YIUATY Y30 LITOULMIEZIANYIUASY FrnsuaztinadinAmanivnan3nlugersadmnisswwsn ng
m’%'wuaqmemm%’uLw%ﬁy}ﬁaﬁmmmfmumﬂlﬁ dlenveawugudiiuazanasuuniaiideusedu
fulen wasfdenasdaviefiaunsariliilnaacnld Ineaiaiuazideaunitoyasanas uas
delsifhminveweyuddilenaziuiuualnve (wiossmuneduisnlul?)

Ussinadiutu adeda.a. 1880 \uadodfiddsiauusanaliianuaiagieuiaty
PAngfunn wineudn szuudne q Meansrsndlag auuvunng soli nsunng nsdeu nns
gnamnssuAlEunsiueAy wasnsiageannssudivilideun Ay AusAndugane
AudmluiiAtunviioutu dayanatufifio Tawaraya Takashichi uazgfiundszhvsifugusnues
UsyIRmansduine "dueyns’ el . 1888 fliiles Shimonoseki



Journal of MCU Buddhapanya Review Vol. 8 No.3 (May-June 2023)

fadu Mndeyatnefumneiannnguieng 4 du aunsesdnwmdeyaiisduldlunis
sovonlunsitelundsilutssiunsdinwgudeyansaummamuasduanimnisusznougsia
wwpsdminedaludiinlurnedagiutuisuuussiaguindiduegsualvuuazianzndugndn
touifidlaruludsiumaluladgufuvesgsivasuunliunguidmnedanudesnisiaiosdimineg
auddnluddluluguuvulafiaansonoulandvesgrugnénlungunmesanseunquifioth lugiu
Uszauanudiialulsznevgsiaeaiesdmiednludilulssifuves eseuuisestdneunie

IMNILAZUNAMAFIENIENININ TUTASEAANITIVULTN LALIATEIUOUVIEINNITASUMS B NDI11UNY

1%
o

WAl @9 Tawaraya Takashichi Fleymaaiineidaiasesvieduadnludiniawsntulssinag

a

Ay FuAnn1ssanvalunistiidusndesosnsdusianlui® auimdun1sveaus1nAIas

o 3

[y

SolusiRograunsvanslutszmadiu sudsemalnesniinisdnudeyasuaiudosnsaumily
Duvsgdluinlugueudaausing 9 gsfaeiessimieduidnluiRaunsonevaussnslidinuos
auludseuluiovianuuagSomdsdnuldumntuiedadunsdodudiivasnfodmivaninans
mmxauﬁ%mqﬁmnmLLaziné’mﬁy’w%’wmﬂimm%aLwaaﬁé’aaqmﬁﬂumilﬁumLwisd'amﬂumi
faundunaiwagnmsaaninensdudomadumatumaiumaduwamdunmsfnuseluan
nsidereni

s2iligudside/Asaniiunside

NATetdvidelnuniniasyiinu Auiide Ao nyumaviuasmMiTeeseilldiaanlu

9
Y I [ = I

m&ﬁ’usauaw%’ama FALALADUAUYNEY W.A.2564 89 HUIAN N.A.2565 1Agdn1suusdunaunis

Y

1%

(%
U

anflunudu 3 u

TURUN 1. Us¥INIvIenquiiag 19 uINITIEAUEIvedgsnansedIniieduasnluda
druu 5 au tegldiinisdenuuuaizas (Purposive Sampling) Ze3defianuidoduin aziy
nguyananaunsalideyansumulunnqiianiieitesiunisusenauginaaiesdnmiigduan
dnluiia

< - 4 A av

Tupaudl 2 w3sdilenldlunsivy

[
Y

isesilefldlunside loun wuudunwalidadn (In depth Interview) Msiiismsifudeya
Suunauingusvasinide Selud

poul 1 MmannAedudeyavinluvesdlidunval

e 2 ﬁﬂmllL?]I‘EJ’JﬁULLU’J‘VINEjﬂ’NjJﬁWL%f\ﬂuﬂ’]iU%W}imi@a’m%mI}Eﬂi%ﬂ@Uﬂﬁ%ﬁT’]‘Mﬁ?EJ
Audmieusnisdnluiff defnruiimuadgniiiu uazidsshduasufumusuuslunsouuunfn
n9I9ulne T

peudl 3 Tolaueuugduiaf

nMsmAuALASesile

mnaaummLﬁaamwaqﬁamLLazmm%’mLﬁ]uﬁuaammﬁisﬁu%’aﬁmmushu;ih%snﬁmqg
§1uau 5 Ay ntuuazwuuluAuiuAgsiaiuaenndes (Index of item objective
congruenelOC) sewhstodnuuayTngusvasd Tasdamonuiaasldmauaenndosodd 0.80
-1.00



1315 195 WnstayeyUinssed U9 8 atui 3 (WguniAu-dguigu 2566)

3.1.1 M33feLdenanim (Qualitative Methods) Uszsnsiildlun1sideidanmnin afadl
HIduldisnsAntdenylndeyadiAy tneldinsidenuuuiangas (Purposive Sampling) warldians
udeyafomsduniuaiidedn (n depth Interview Faflidoyaddnlunisided

3.1.2 oot flunside

wdasdiefldluniside Thun wuudunwalldedn (In depth Interview) Madisn1sifudeya
Fuuneuinguvasdniside Swelud

3.1.2.1 M3dun1uall9dn (in depth Interview) 1unsdunvaiyanaiiiniiug
AnuansaLazdaudvgylunsuimsianisuuimeganudiialunsuimsnisaainves
AUsznouNIsgIvnedudmsousnsnludd Wunsdunivaliuuiaisdnseynna Tnen1sdnaiy
yonefussviaddunivainasdlidunival fidedsdinmangdndrsdmevagsasiBoniidou n1s
prmuenanagliosunendl axdesanudanauadie nsdunisaidnunsd shlimsuiafeat
WoRNTILTBIYARA LanAR ATIFBINT Aide mdew yaannwludnuagsing o veslrideya
Tnefideldnsimuslassairswosdodamuuuiaadn Welvflidunvaiamsauaninnufniiu
Ieenedasy Tnefinswienuumauliaimh dnvazvesdnuiaudangu dausioides e
anunsaigAnissnaulinsamuinguszasaiinall Taodideasusmsduntvalioondu 3 aou ldud

pouil 1 mannAeudeyavinluvesdldunval

poudl 2 ManuieatunuImisgaudsalunisuImsnsaannvesiuseneunisgsiveing
Audwieusnisdnluifi dafniuianuaigniiy wesBssdiduasudunuiuyslunseunuifn
n539elng sy

3.1.3 nLfiusiusindeya

MaAuTIUTINdayaUszneufy

1) nsiRvdeyaniendl iWumsduairdeyatenaisuaznisinumauideiieides
s §Afelienuddyfuangenansuiorssunssuiiiundne osoimauaiiin uwfanis
msmanaldgniaunuiudsutesinauanimindomaasugiauazdsatlunnaianavedan

2) maiudeyaugugdl WWunisiudeyadienuies Tnensidnludunivalidedn was
THuvudunwalifuussnsiaglilunisfinu e

3.1.4 fupounsiesgideyaideiina

1. Toyaanuauen1aUsennsmans vseteyadiuynna Tdadnnssaun (Descriptive
statistics)

2. Jisgvanuduiusidanvg lnensidadainsgianuduiusonnsennan
(Multi Regression Analysis: MRA)

2AUT1BNANITIVY

mAfeinud Ieenuuueidelaslinisidedenunmfundnduudniseondisands
Jadefideniiavinasernudiislunsuimsnmainvessznaunisiniesdminedumsnlusia
Werunssussadudemaulunsdunivalinngdn wasihusefuddy dunilaiifedouay
wnganmaausuuasuannitinaiiofuteyaannguiiesaiiduglduinistoduduas
wnmsnnasessmiedudsalui® sy lumseAusernamsioundndadunasnmsinsize



Journal of MCU Buddhapanya Review Vol. 8 No.3 (May-June 2023) @

[

LLazaﬁquﬂmﬁé’aL%nﬂmmwmwﬁu Wu M3eAUTeranTidemuinguszasdnsideden 1 4
FosmansuivanimnisUsznougsiaeosdmineduddnluiEluiiuiingunmumnuns

dumsnouseingUszasdnsideded 2 1BunseAumenansiduanuanisieaneiuas
a7U7aUAT0INTITUIRUNNLEIYTUINTTINAURNANTIATIEVkazaTUTaNA LN TITueUTunm
dielstedunuannmsiteadsilfianuauysainovaussdetaguszasdnisifedetldunian tned
pdninasilunseAusenansiden et

fnquszasdd 1 Wiafnwraninnisusznaugsfaialassinuisdudisaludaluiud
nyumwavuastadunaainn1sideidenaninmudn

1) anmmaingsialnzessminedumsnlusifmdmeneddfussnounisvunasiisgoglu
RS IILIN HpsnauAntiiludedenn (social media) Ussuamsingd Sawantsdnuiiiaana
H0AARBANUNANITANYIVDITTNT AIFANALLI (2563)

2) srfumsutstunnagsiadeutiesuuss nagnsiltainniigade mshuiAnssuviemalulad
Tvad 9 ldfuiedesdmingdudsnluffvesnuadildunnian seianandlaludnwa vdiu
yaea nsdiAneAegaSaluR (Tao-Bin Café) was U3 Medw AesUalstu $1in (wnww) Fuwa
nsfnwiliiruaenadosiunsfinwves afgad anundtand (2561)

3) fUsznougsiaaiessmiedumsnluilulsendlnediulnglinuddnyiu uuifn
nsnaawuunaningilvidulenialTum a crisis into an opportunity) Lieunasnisvessgludesiu
n13szuIelAtn-19 AsrAan1siAun1e wazannisduda TemanisAnunidfauaenadasiu
nsfnyvesTofng unuzdius (2560)

a) lugrwvesuwAniefunnudisanmsnainvesiuseneugsiainsessmiiedudn
SoludAdu wud Wauddfususd 4 Ussmsie fosadsanufimelifuslnaniedlduinsly
1§ FamamsAnwiiiinruaenadestiunsinuvesdbauna v1Usuais(2547), susssy Madseasd
(2553), 6igf A1IUNTTY (2561), Fvsutiuriniedy uwazrasynn Uua3Y(2562), 5315 ANAIUUA
(2563)

fnquszasdil 2 edAnwdauuimegaiwdisalunsuimsmsnainvesgusznaunisiaios

9 Y
a Y v

FvneAuddmludiiluaiuiingamuniuas wuin wan1sidefwanisidedanuninuasids
Uinsteluil farwaenndondodauiuundn vaud uareuiddeiiiuan lnedifevetiauaidu
seUsziiuvesiadeiiiedn anunsadiluganudiiomsnisnainvesiuszneugsiaedesdming
Aupdnluda

ayUasAnIN;

U‘mmmfﬁﬁ%ﬁuwuaaﬁmmifmmﬁﬁﬁ’zy 4 Usznishe fesasuauiianeliguslnanse
flauIMsLY weidedn asluganuindvesgnénliiAnnisten wavannsnaiegiugnéiau
fimundugniused Faasduusslevidmivgsionssmiisiniossaluffiearunsadszay
audnsaludunisindimireinsessmlufilignieundsnuuaziinnsuszudanineinsiy
UAAAINT

aqﬁmmiﬁ'Lﬁmsﬁumﬂmﬁ%’amamﬁifsamwrmﬂizﬂauqiﬁ%m%aaﬁ’mﬂwé’m‘iuﬂﬁiuﬁuﬁ
nny. NMseanmaeeeiilunaininaindtnisusineainaugulrimsgdeinisauasnnaue



@ 1315 195 WnstayeyUinssed U9 8 atui 3 (WguniAu-dguigu 2566)

a

LazsIAdInIsLLsInsusduiinnugunsunsznagnsfesesinrumnaluladlvy 4 evinligsia

[

auweadinulaaeiy Sendnwalvazitauls nismuadesdalufdluiidndeldieduiid ey
fogusvasd 1 TunisAnwianiwnisuseneugsiaiadessmineduidnluifmluiud nnu. wae
psfmNLiTiannsaneuausLazaenadosiuingUIzasdnl 2 Besmsnwimdoyaifieanuduialu
dIUvBIUTENOUNSNUL WIS ARY
mATeEosmuImsganudiislunsuImsnsnaisvestiszneunisiaiesdmitedudn
SlugPluufingammuas Weaunsntisdaaiunsimumedudauiesauazmnauigly
nseAudIuarnITUINIIAS 9 ﬁﬂﬁgqé’qamé’unuﬁhlf?jyaL‘waﬂumiLaumqmné'?qm‘%'awmﬁuﬁ"}
SoluiiFlugursuladunisadsssloviudsursy msdaendovesmddlunismieduiilndiioy
1Ny MngUkuugsiavetefuaaneiidudniuanudesnisfimaauvesgiugnAly
Ununnguitdaeiosdwniedeluifazamnsorienssduasgialiiaulalusundn
Foavagifuumunmd 1 &

wuansganuddalunsudns
MInanvasfusEnaunaiates
dmedufdnlud@ nna.

an1WN15UTENDUTINAATES wwamsganuduialunis
Fmiedud UIMSMIAAIA

fan
YEF
INTIZAUIY

A T
anuvaeantlunis qmswwqmﬂu
y pt
FaduAlnatu un
T
NeNsRaai
e W 1 NOFANTIH
uiedugeinuna e fuslaalunain
ynaRnAL UsENoUgsng
gonluiRmanzauiiv
N300

3

Wanaad

=

nanunay

walulad

LRGN

dorauouurlunniwamsidelulivssloniluadedtely

1. m9vinsAnwideifinfudauimsdunisseneugsiaeiesdimtnsdudsaluily
danesnsuastszndlne Wosnnsideadadumsideidfuiidnuiamengammumuasviidy

-

swamsideresoninnnsifeienaadeuslesineassnglinansussmaliiugavlusuumniveld

2. myihmATefintluUsfunshuianssnaluladlninusegnaldlunisigsia
e meaudnsalulRfieliadosdutedudsniuiifiaanudy 10T w3 Internet of Things
1nBetu Feluiidneds meilhasesmhedumsmuimiiudwenaioddviodwineniy
avmnlunsteveAudmieuinmsfignaindulaeimstliivessasdidnnseind sewiuag uwes
wazn1sideudefuiaiotefianuisnvhauldedadiussaniamaniu awnsoifudufinuas
wanwasudeyaduld saudsamnsnfuianimuindounazgnatuasliainszezlnaniulaseatig
fugrumadonsiodifuaunulay viegunsnidearsdu



Journal of MCU Buddhapanya Review Vol. 8 No.3 (May-June 2023) @

References

Khaoprasert C. (2009). A Study of Customer Behavior and Satisfaction towards Service Quality
of Precision Tools Service (Thailand) Co., Ltd., :Master of Business Administration.
Bangkok University.

Asawaratchanan N. (2011). Attitudes and behaviors of using coin-operated drinking water
vending machines of apartment dwellers in Nonthaburi Province, research report,
:Ratchaphruek University.

Kaspa N. and Sirimongkol T. (2020). The 4 C's Marketing Mix that Affects Purchase Decisions,
Academic and Research Journals. Northeastern Universit Year 11 Issue 1

Phothiphruek N. (2017). Influence of shareholder structure and capital structure affecting
profitability and returns on securities of listed companies in the SET100 group. Thesis
material

Phawanaviwat N. (2018). Factors Affecting the Acceptance and Use of Vending Machines by
Millennials and Generation C in Thailand. Thesis material, MBA (Marketing).
‘Thammasat University.

Phuphalee T. and others. (2018). Quality and safety of drinking water from automatic drinking
water vending machines in Maha Sarakham Province, research article, Faculty of
Pharmacy. Mahasarakham University

Kittiwutdamrongchai P. and Phornprapha K. (2020). Factors related to the behavior of using
top-up machines. Boonterm automation, a case study of Nakhon Pathom Province.
Master's thesis, Business Administration, Silpakorn University.

Chankrapor M. and Chienwattanasuk K. (2019). Creating an organization of innovation to drive
organizational excellence, Faculty of Business Administration Rangsit University.

Market Thier Today. (2017). Differences between STARTUP and SME. Retrieved on April 19,
2017, source: http://marketer.co.th/archives/84084.

Sangmuang M. et al. (2020). Drinking water quality of the Pracharat Drinking Water Project. in
Khon Kaen Municipality Khon Kaen Province. Journal of Health Sciences and
Community Science.

Wuttisakdanon R. (2020). The Effects of Product Levels of Beverage Vending Machines on
Consumers' Intent to Buy Ready-to-Drink Drinks in Hat Yai Area, Master of Science,
Business Administration, Prince of Songkla University.

Romtham Wasanaprasong. (2010). The trend of buying behavior of beverages from vending
machines of consumers in Bangkok. Master's thesis. Business Administration,
Srinakharinwirot University.

Sirirat L. (2015). Factors related to consumption behavior of Nestle Pure Life bottled water. in
Nonthaburi Province, Master's Thesis, Business Administration Bangkok University

Ngamlamom W. (2015). Theory of participation. Pathum Thani : Thai Academic Institute for


http://marketer.co.th/archives/84084

1315 195 WnstayeyUinssed U9 8 atui 3 (WguniAu-dguigu 2566)

Management Development Research TRDM.

Siwapitak S. (2013). Innovation management of business organizations that affect building
behavior. Employee innovation. Doctorate of Business Administration, Dhurakij Pundit
University, Bangkok.

Sereerat S., Sereerat S., Patavanich O. and Laksitanon P. (2003). New Marketing Management.
Bangkok : Thirafilm and SITEX.

Puripakdi S. (2017). Influence of marketing mix factors and online marketing communication
tools on consumers' perceptions of making purchase decisions through online stores,
hotel management discipline Faculty of Management Science Silpakorn University.

Thitimanakul A.,(2015), Consumer satisfaction in service quality affecting the change of service
providers. Mobile phone network with the same number rights in Bangkok and its
vicinity, Master of Business Administration Thammasat University

Ketkaew A. (2015). Reuse of service with automatic top-up machines of consumers in Muang
district. Chonburi Province. Master's Thesis, Business Administration, Burapha University

Ajzen, |., & Fishbein, M. (1980). Understanding attitudes and predicting social behavior.
Englewood Cliffs, NJ: Prentice-Hall.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS quarterly, 319-340.

Dutka-Malen, S., C. Molinas, M. Arthur, and P. Courvalin. (1990). The VANA ¢lycopeptide
resistance protein is related to Dalanine-D-alanine ligases cell wall biosynthesis
enzymes. Mol. Gen. Genet. 224:364-372.

Herbert, Hicks G. (1972). The Management of Organization: A Systems and Human Resources
Approach. 12nd ed. New York.: Appletion-Century-Crofts.

James R. Oxden andDenise T. Oxden. (2005). Retailing (1st Ed). Houghton Mifflin.

Johann Heinrich von Thinen, (1826). Differentiate or Die: Survival in Our Era of Killer
Competition, Paperback — October 1, 2001

Kotler, Philip. (1997). Marketing Management. 9th ed. New Jersey: Prentice-Jall.

Michael, E. Porter, M.E. (1980; 1985; 1998). Competitive Strategy. New York: The Free Press.

Pascoe, G. C. (1983). Patient satisfaction in primary health care: A literature review and
analysis., 6, 185-210

Ramasamy, S. (2009). Total quality management. New Delhi: McGraw-Hill.

Schiffman, L. G., & Kanuk, L. L. (1994). Consumer behavior. (5th ed.). Englewood Cliffs, N. J.:
Prentice-Hall.

Spraggon, M. and Bodolica, V. (2008). Understanding Successful Innovation through Different
Theoretical Lense / Net s : The Case of Institutional, Resource— Based and Social

Capital work Perspectives. Sasin Journal of Management, 14(1), 117-133.



