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This study aim to investigate the relationship between firms' competitive advan­

tage creations on the beyond sufficiency-economy consumption behaviors. The concept of 

competitive advantage creation is borrowed from the generic strategy by Porter (1985) 

comprising cost leadership, differentiation, and focus. The beyond sufficiency-economy 

consumption behaviors, i.e. materialism, conspicuous, and impulsive consumptions, are 

derived from the emotional or non-substantive behavior theories. The data was collected 

from 726 respondents and the hypotheses were tested using the Structural Equation 

Modeling (SEM). It is found that the differentiation and focus strategy positively related to 

the three type of the beyond sufficiency economy consumptions behaviors. The cost 

leadership, on the contrary, was found to have a negative relationship to the behaviors. 

The results also showed that the three strategies affect, to the highest degree, the conspicu­

ous behaviors. 
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1. Introduction 

The 1997 economic crisis, after a de­

cade of sustained economic growth, not only 

damaged the Thai economy but also the 

trust ·in the business conduct and the way 

that Thai people live their lives. A new para­

digm of living, consuming, spending, and 

doing business was craved for. Rushing to 

the prosperity with no strong foundation at 

the individual level might scour the economy 

to its fragility. People started to review the 

way of the past and search for a new way 

of life and business pattern. The national 

interest has turned to heed the sufficiency 

economy philosophy that has been proposed 

over the past 30 years by King Bhumipol 

Adulayadej of Thailand (Thongpakde, 2007) 

The King has pointed to the philosophy on 

various occasions. Until recently, however, 

the complete concept and guidelines have 

never been crafted. It could be sensed all 

over the country and at every level from 

government to business and people that the 

sufficiency economy is permeating and con­

templated to a different degree. Advertising 

regarding the philosophy is ubiquitous. The 

sufficiency philosophy movements spread 

throughout the country. To a certain degree, 

people develop a sense of 'par pieng' or 

'sufficient'. Sufficiency economy is on the 

move. At the same time, the agricultural and 

government sectors exerted a tremendous 
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effort to tum around the economy after its 

1997 downturn. The Thai government 

adopted the populism policy and was 

inclined to recoup the economy via 

consumption. Many government initiatives, 

e.g. the One-Million-One-Village, Govern­

ment Housing Project (Baan-Ur-Ar-Thon) and 

the Interest Free Loan were introduced to 

induce personal consumptions at the rural, 

individual level. The programs served the 

purpose only too well. During 2004-2006, 

the saving rate diminished from 15.8% to 

6.9%. The Bank of Thailand reported that 

during the same period personal loan in­

creased 25% (1,571 - 1960 million baht). The 

economy did regain the centrifugal force, 

but at the expense of personal financial 

risk.The business sector also strived to 

survive. Competition is severe when the 

economy goes down and even worse when 

it picks up. Competitive advantage, although 

originated from the three types of Porter's 

generic strategies (Porter, 1985) i.e. cost lead­

ership, differentiation, and focus, is created 

in various forms to achieve one ultimate 

purpose; to sell to more customers and make 

more profit. These strategies even challenge 

the diminishing marginal utility concept 

(Handeln, 1854) by inducing additional 

purchase at the declining utility and full 

consumption point Oitsuchon, 2000) This is 

one example of beyond sufficiency-economy 

consumption behavior. In many cases, 

consumers are lured to purchase and 

possess items that may not be necessary and 

become overly acquisitive (Pamela, 2004) 

Both brand strategy and celebrity marketing 

influence consumers to emulate the presenters 

by using those e xpensive advertised items 

(Ang & Lim, 2006) These strategies, although 

they bring a lucrative bottom line to busi­

nesses, may adversely affect some consumer 

who do not fit those products. Thai 

consumers of this decade are standing in 

the middle of a two-way street, with suffi­

ciency-economy philosophy leading one way 

and competitive advantage creation of busi­

nesses the other way. Most of the research 

on sufficiency economy emphasizes the 

application of the philosophy at the indi­

vidual or community level. Never before has 

the role of businesses, although densely 

surrounding consumers, been explored in 

relation to how they affect consumption 

behaviors. It is, in fact, business activities 

that people are continually exposed to and 

most affect consumption behaviors. This 

study, therefore, aims to investigate the 

effect of competitive advantage creations of 

firms on beyond sufficiency-economy 

consumption. The findings will lead to 

useful implications to warn the business 

sector of a suitable way of competition, 

consumer of conscientious purchase, and 

government of proper policy. 

2. Literature Review 

2.1 Sufficiency Economy Philosophy 

Sufficiency economy philosophy 

has been known to Thai people for the past 
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30 years. The philosophy is unanimously 

accredited to King Bhumibol Adulyadj of 

Thailand, who has undertaken consistent 

effort to institute the balance of economic 

growth and the sustainable development of 

the country. As Krongkaew (2003) one of 

the leading supporters of the philosophy, 

explains that the philosophy " ... guides the 

livelihood and behavior of people at all 

levels, from the family to the community t6 

the country, on matters concerning national 

development and administration". The 

philosophy suggests the observation of the 

"middle path", similar to the practice of the 

middle path in Buddhism philosophy, where 

the way of life, consumptions, and spending 

should not exceed the sufficient level. The 

main idea is that everything should not be 

excessive or scarce and hence suitable for 

each person's economic status. The last part 

connotes the relativity of the implication of 

the philosophy. Middle path, or moderation, 

of each person is not identical and differs 

according to one's status. In attempt to crys­

tallize and make the concept succinct, scholars 

try to define the sufficiency economy. 

Puntasen (1999) defines the sufficiency 

economy as the practice of moderation, 

integrity, not greed, and not taking advan­

tage of others. A person should be able to 

make a sustainable living, prudently spend 

on necessary items according to one's 

income, and save money to help others. 

Tantivejakul (1988) classified the 

sufficiency economy into 2 levels, i.e. indi-

vidual and community. At the individual level, 

a person should be able to live an untroubled 

life, properly estimate one's own ability and 

economic status have freedom, and not be 

lured into materialism. At the community 

level, sufficiency economy is the economy 

that can produce all products necessary to 

sustain the community and depend least on 

imported items. The philosophy of the suffi­

ciency economy becomes clearer after the 

framework of the philosophy is developed 

and generally accepted. The framework 

consists of 3 principles and 2 conditions 

(Isarangkul, & Pibulsarawut, 2009) The 3 

principles are moderation, reasonableness, 

and self-immunity. Figure 1 displays the 3-

principle and 2-conditions framework of 

sufficiency economy. The three interlocking 

elements represent the three principles of 

the: moderation, reasonableness and self­

immunity. These three principles are inter­

connected and interdependent. Moderation 

conveys the idea of people living their lives 

on the middle path, not at the extremes. 

People should rely on themselves without 

overindulgence. This way of living occurs 

when people have reasonable, accumulated 

knowledge and experience, along with 

analytical capability, self-awareness, foresight, 

compassion and empathy. They must be 

aware of the consequences of their actions, 

not only for themselves but also for others. 

The third principle, self-immunity, refers to 

the ability of people to protect themselves 

against any external turbulence and to cope 
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with events that are unpredictable or 

uncontrollable. It implies a foundation of 

self-reliance, as well as selfdiscipline. Apart 

from these three components, two other con­

ditions are needed to make the principles 

of sufficiency economy work: knowledge and 

morality. Knowledge encompasses accumu­

lating information with insight to understand 

its meaning and the prudence needed to 

put it to use. Morality refers to integrity, trust­

worthiness, ethical behavior, honesty, 

perseverance, and a readiness to work hard 

(Prasopchoke Mongsawad, 2010). 

After the 1997 economic crisis, the 

sufficiency economy principles have gained 

a significant interest in academic research. 

The research pertaining to the sufficiency 

economy can be categorized into 7 groups. 

The first group of research focuses on the 

applications of the philosophy (Boonchaisri, 

2008; Yajom, 2008). The second group is the 

research that explores the congruence of the 

sufficiency economy with organizations and 

communities (Singkra, (2007). The third group 

studies the behaviors, of samples, relating 

to the principles of the philosophy. This 

group of research intends to explore various 

aspects of society, e.g. social, culture, 

economic, and environment that support or 

obstruct the way of sufficiency economy 

(Lachitawong, 2008). The fourth group 

on attitude towards, opinion about, aware­

ness of, and knowledge about the philosophy 

of sufficiency economy (Solsilchai, 2008). The 

sixth group concerns the pedagogical meth­

ods of the sufficiency economy ( Chatvichean, 

2008; WongKhum, 2008). The seventh group 

is the research that collects, develop data­

bases, and synthesize indicators related to 

the sufficiency economy (Intrarat, 2008; 

Turaphan, 2008). 

Figure 1 The sufficiency economy framework 
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on specific problems, e.g. poverty, saving, 

debt burden, and income management The diversity and amount of re­

(Srichaichana, 2007). The fifth group focuses search conducted, in the past 15 years, in 
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relation to the sufficiency economy indicate 

the anxiety of the country to understand 

and apply the philosophy. It is believed that 

the sufficiency economy functions to 

strengthen the very foundation of the 

economy and tobcushion the severe crash 

of the economic downturn. In general, it 

requires selfawareness, self-discipline, 

self-contentment, virtue, and ethics. 

2.2 Competitive Advantage Creation and 

beyond sufficiency-economy consumption 

Porter (1985) stresses the impor­

tance of competitive strategy choices for firms 

to survive and thrive in the industry. He 

suggests 3 basic business strategies, i.e. dif­

ferentiation, cost leadership, and focus. 

Choosing a strategy on which to concen­

trate, firms must take thorough considerations 

on the current competitive situations, their 

strengths, weaknesses, goals, and objectives 

(Cross, 1999). Many researchers support the 

combination of these strategies to best serve 

the firms and situations (Hlavacka, Ljuba, 

Viera, & Robert, 2001; Miller, & Dess, 1993; 

White, 1986). The focal point of this strategy 

is to provide a unique product or service to 

best fit customer's needs and to gain 

customer loyalty (Bauer, & Colgan, 2002; 

Hyatt, 2001; Porter, 1985) As there are addi­

tional costs incurred from smaller groups of 

customers, economies of scale is not 

achieved. Similarly, from the tailoring 

process, firms charge a premium price to 

customers. The differentiation strategy is 

effectively implemented when the business 

provides unique or superior value to the 

customer through product quality, features, 

or after-sale support. Firms following a 

differentiation strategy can charge a higher 

price for their products based on the product 

characteristics, the delivery system, the quality 

of service, or the distribution channels. The 

quality may be real or perceived based on 

fashion, brand name, or image Allen, & 

Helms, 2006). The crux of the strategy is to 

differentiate the firms' product or service from 

that of competitors in the way that most 

appeals to the customers (McCracken, 2002; 

Tuminello, 2002). The differentiation strategy 

is most effective for sophisticated or knowl­

edgeable consumer interested in a unique 

or quality product and willing to pay higher 

prices. The firms must ensure that the 

message of differentiation reaches the 

customers and make them aware of the 

differences and uniqueness of their own 

products and services when compared to 

the products and services of competitors 

(Berthoff, 2002). When using the differentia­

tion strategy, the firms tend not to set up 

the price on cost basis. This does not mean 

that the firms ignore the cost; only that it is 

not the main focus (Hlavacka, Ljuba, Viera, 

& Robert, 2001). Since customers perceive 

the product or service as unique, they are 

loyal to the company and willing to pay the 

higher price for its products (Venu, 2001). 

Cost leadership strategy focuses on achiev­

ing the lowest cost in the industry. There 

5)are many areas to achieve cost leadership 
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such as mass production, mass distribution, 

economies of scale, technology, product 

design, input cost, capacity utilization of 

resources, and access to raw materials 

(Davidson, 2001; Malburg, 2000). Porter (1985) 

purports only one firm in an industry can 

be the cost leader (Sy, 2002 ). and if this is 

the only difference between a firm and 

competitors, the best strategic choice is the 

low cost leadership role. Lower costs and 

cost advantages result from process inn ova­

tions, learning curve benefits, economics of 

scale, product designs reduce manufactur­

ing time and costs, and reengineering activi­

ties. In addition, the firms using this strategy 

must have low-cost manufacturing, and a 

workforce committed to the low-cost strat­

egy. The firms must be willing to discon­

tinue any activities in which they do not 

have a cost advantage and should consider 

outsourcing activities to other organizations 

with a cost advantage (Malburg, 2000). A 

low-cost or cost leadership strategy is effec­

tively implemented when the business 

designs, produces, and markets a compa­

rable. product more efficiently than its 

competitors. The firm may have access to 

raw materials or superior proprietary tech­

nology which helps to lower costs. For an 

effective cost leadership strategy, a firm must 

have a large market share (Hyatt, 2001). in 

order to compensate the lower price charged 

to customers. Lower prices, however, lead 

to higher demand and, therefore, to a larger 

market share (Helms, Clay, & Peter, 1997). 

As a low cost leader, an organization can 

establish barriers against new market entrants 

who would need large amounts of capital 

to enter the market (Hyatt, 2001). The leader 

then is somewhat insulated from industry 

wide price reductions (Hlavacka, Ljuba, Viera, 

& Robert, 2001). The cost leadership strategy 

does have disadvantages. It creates little 

customer loyalty and if a firm lowers prices 

too much, it may lose revenues (Cross, 1999). 

Following the focus strategy, a firm targets a 

specific group of customers with specific and 

very unique needs or characters (Hlavacka, 

Ljuba, Viera, & Robert, 2001; Hyatt, 2001). A 

firm using focus strategy chooses to focus 

on a select customer group, product range, 

geographical area, or service line (Hyatt, 2001; 

McCracken, 2002). The target of the focus 

strategy is a narrow competitive scope within 

an industry. Focus aims at growing market 

share through operating in a niche market 

or in markets either not attractive to, or over­

looked by, larger competitors. These niches 

arise from a number of factors including 

geography, buyer characteristics, and product 

specifications or requirements. That niche 

may have been overlooked, or cannot be 

efficiently served with the current technology 

of other competitors, or not economically 

sufficient for other firms. A firm can be 

successful in following the focus strategy if 

the target is large enough for the firm but 

not for others. The firm may employ market 

penetration or market development strategy 

in order to create and capture the market. 



1~1\lif.M.Imilfl{ (i:liii.JlJ~lUI1iilfi~UR::~lJ~I1ilfKJ Uri 2 i:iiii..lri 2 Wf]l:lfTKilJ - iiNl'i"KilJ 2555 

Focus strategies are most effective when 

consumers have distinct preferences and 

when the niche has not been pursued by 

rival firms (Fred, 2000). 

2.3 The beyond sufficiency-economy 

consumption behaviors 

The classical economic theories 

view consumption behaviors as a function 

of utility, with no personal and emotional 

factors involved (Walters, 1978). Marketing 

scholars take a different perspective and 

conclude that consumption behaviors are 

induced in two patters, i.e. rationally (eco­

nomically) and irrationally (emotionally). 

Sereerat (Sereerat, 2002). proposes that theo­

ries explaining consumption behaviors can 

be categorized into two groups: Rational or 

substantive behavior theories and emotional 

or nonsubstantive behavior theories. The 

rational or substantive behavior theorists 

believe that purchasing decision is made on 

the basis of sufficient information. Consumers 

are rational and prudent in buying products 

and services. The two important theories in 

this category are the economic man theory 

and the learning theory. The economic man 

theory suggests that consumers have good 

knowledge about the products, avoid 

unnecessary payment and rationally choose 

the products that best meet their needs. The 

learning theory focuses on experiential 

purchases that allow consumers to learn and 

make better and wiser purchasing decisions. 

The emotional or nonsubstantive behavior 

theories, on the contrary, acknowledge the 

information asymmetry of the world. They 

believe that consumers lack complete infor­

mation of products or services. Consumers, 

in their view, tend not to evaluate or calcu­

late before buying. In addition, most of the 

differences among the alternative products 

are intangible or at least not easily observed. 

The social action theory, one theory of this 

kind, explains that a person's buying deci­

sions are influenced by other individuals and 

depend on their endorsement, especially 

those sharing some characters. Homophily, 

therefore, has a significant influence on 

emulative purchase (Laughlin, & MacDonald, 

2010). This type of purchase is consistent to 

the social compariso~ theory (Festinger, 

1954). which explains that people tend to 

compare themselves to others in all aspects. 

It is the emulative or even competitive 

sentiment that induces purchases. In many 

cases, people purch,ase items to make them 

look like or superior to others. The impulse 

actions theory explains another irrational 

purchasing behavior, impulsive buying. This 

theory postulates that there are certain kinds 

of products that are purchased with no plan, 

calculations, nor predetermination. Derived 

from the emotional behavior theories, this 

study propose three types of consumption 

behaviors that are beyond sufficient level, 

i.e. materialism, conspicuous, and impulsive 

consumptions (Belk, 1985) is the one of the 

most referred scholars in the area of materi­

alism consumption. He develops 24 Likert 

items to measure materialism. His instrument 
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consists of three parts: possessiveness, demographic data and lifestyles (Krongkaew, 

non-generosity, and envy (Belk, 1985). thus 2003) are important factors influencing 

reflecting the definition of materialism. The impulsive purchase. 

measurement is widely accepted and in 

consistence with other related studies 

(Moschis, & Churchill, 1978). Conspicuous 

consumption is the pattern of consumptions 

that attempt to show off superior status. 

Thorste in (Veblen, 1899). observes the 

wealthy class, or as he terms 'leisure class', 

and develops the theory of the leisure class. 

He describes that because of the accumu­

lated wealth, this class of people have rela­

tively more leisure time and desire to spend 

money to elevate their taste. Showing off 

activities of various kinds are initiated for 

such purpose. Consumption of this kind is 

not only for the true use of oneself but also 

for being seen and social status promotion 

(Frank, & Cook, 1995 ). Researches also show 

a relationship between conspicuous 

consumption, emulative purchase, and debt 

and suggest that marketing promotion of 

various forms provoke this particular type 

of consumption (Markus, & Ruskin, 2005). 

The study of impulsive consumption can be 

traced back as far as 1950 (Patterson, 1963). 

The research department of DuPont explored 

the consumption behaviors of consumers 

during 1948-1965. It found that, for certain 

types of product and consumers, purchase 

decision was unplanned. Cobb and Hoyer 

(1986) phrase this type of behavior as 

immediate purchase. Shelf arrangement 

(Patterson, 1963). shelf space (Cox, 1964). 

3. Hypothesis Development 

3.1 The marketing mix and the beyond 

sufficiency-economy consumption behaviors 

Competitive advantage is created 

to influence target customers through 

marketing mix, i.e. product, price, place, and 

promotion or the 4 P's (McCarthy, 1960). 

it is the marketing mix that convinces 

customers to believe that they are fit to the 

products or services of the firm. The 

marketing mix strategy must be in consistent 

with the competitive strategy that the firm 

decides to undertake. It is through the 

marketing mix that the firm's competitive 

strategy affects customers' buying decision. 

Disagreement between the competitive strat­

egy and the 4 P's strategy, and among the 

4 P's, leads to disarrayed product image and 

confuse customers decision. 

3.2 Materialism and the competitive 

advantage creation using the 4 P's 

Zinkhan (1994) explains that 

materialism consumption is the behavior that 

a person is overly addicted to spending. 

Jiratikom, et al. (2007) found that materialism 

in materialism consumption in young people 

exhibits in the form of buying craze. In 

addition, materialism consumptions highly 

correlates to indebtedness and saving 

decline (Ponchio, & Aranha, 2008). Product 

variety and branding can strongly encourage 
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materialism, thus tempting consumers to pur­

chase the same type of products with differ­

ent forms and patterns to insatiate their ac­

quisitiveness. Bundle selling and multi-func­

tion products are example of product strat­

egies that influence customers to pay, in some 

case, for some functions or additional prod­

uct that exceed their needs. Pricing strate­

gies can also stimulate materialism consump­

tion. Premium pricing becomes a prestige 

and dignity (Richins, & Dawson, 1990). Val­

ues of products are derived not from its util­

ity buy perceptions of buyers. As long as 

customers strongly desire a product, seller 

can charge a premium price and make un­

reasonably high profit. Penetration pricing, 

on the other hand, can lead to an unneces­

sary purchase, especially when sellers post 

a time-limit for such price. 

Customers decide to buy, even 

when they do not currently need the items, 

only for fearing that they would miss the 

opportunity to buy such a low price. Both 

premium and penetration pricing can en­

courage imprudent spending. Materialism is 

also encouraged by channel distribution strat­

egies. Operating time expansion, increase 

coverage of the channel, innovative distri­

bution channel (e.g. internet and mobile 

phone) are all channel strategies that make 

products and services ubiquitous for cus­

tomers, hence inducing purchase 

(Chaturongakul, & Chaturongakul, 2007). 

Location choice and shelf design can also 

attract customer attentions and purchase 

(Donovan, & Rossiter, 1982). Marketing com­

munication has advanced to make people 

feel, unfortunately, not think or reason. It 

provokes desires more than reasonable needs 

(Madsman, 2007) Highly materialistic persons 

are most sensitive to emotional advertise-

ments (Belk, R., Pollay, & Belk, R. W. 1985). 

This advertisement exhibits luxury, specific­

ity, status quo, to convince the customer that 

the products specially belong to them. 

(Marvin., Gerald, Laura, & Gary, 2003) con­

clude this type of advertisement most affect 

young people. The effect of competitive 

advantage creation through the marketing 

mix on the materialistic consumption be­

haviors leads to the following hypotheses : 

H a: The cost leadership advan­
I 

tage creation using the 4 P's strategies posi-

tively relates to materialism. 

H a: The differentiation advantage 
2 

creation using the 4 P's strategies positively 

relates to materialism. 

H a: The focus advantage creation 
3 

using the 4 P's strategies positively relates 

to materialism. 

3.3 Conspicuous consumption and the 

competitive advantage creation using the 4 P's 

One of the important functions 

of products is to implicate the user's iden­

tity and status quo. (Braun, Robert, 1989). It 

displays a person's social class, wealth, and 

reputation. (Penpinant, at al., 2007) Product 

is therefore an instrument that is used 

symbolize personal identity as well as social 

class adjustment, either for real or decep-
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tion. It is also employed to gain attention 

from others Qacqueline, Ronald, & Leisa, 

1999) .. Firms pays more attention to create 

product identity, and less to functionality, to 

offer to customers (Marcoux, Filiatrault, & 

Cheron, 1997). Researches on premium prod­

ucts conclude that spending high price make 

a person feel special and prestigious. It also 

represents cost and quality of the product. 

(Gabor, & Granger, 1979). Product owners 

increasingiy use psychological pricing; the 

pricing that impacts on the emotions rather 

than reasoa Conspicuous consumers have 

a strong desire to be outStanding and differ­

entiated atjt.are sensitive to high price prod­

ucts that rttake them distinct from others. 

Regarding <;bannel of distribution, e;xclusive 

place or invited-only channel can make 

customer conspicuous when entering such 

place. This·. type of channel tends to be 

located in public areas so that this type of 

customers are seen using such products. 

(Granat, 2006). To be .able to use such prod­

ucts in such places, customers, accordingly, 

have to pay high price. Marketing commu­

nication tools that induce conspicuous 

consumptions come in the form of limited 

version type. This form of advertisement 

raises the scarcity of the product, thus make 

conspicuous customer to desire to be one 

of tbef~w who()~f!!!:tJ.c:l.liS~ such.product. 

(White, 1986). In some instances, the firms 

may offer financial assistance if customers 

cannot afford at the moment in order to 

facilitate the purchase. The effect of 

competitive advantage creation through the 

marketing mix on the conspicuous consump­

tion behaviors leads to the following 

hypotheses: 

H b: The cost leadership advan-
1 

tage creation using the 4 P's strategies posi-

tively relates to conspicuous consumption. 

H2b: The differentiation advantage 

creation using the 4 P's strategies positively 

relates to conspicuous consumption. 

~b: The focus advantage creation 

using the 4 P's strategies positively relates 

to conspicuous consumption. 

3.4 I01pulsiv:e consumption . and the 

competitive advantage creation using the 4 P' s 

Impl,!lsive consumption is the 

unplanned or unintended purchase. 

(Bellenger, Robertson, Hirschman, & Belk, 

1978). Researches frequently found that 

consumers refused newlyreleased products. 

As a result, marketers fot:us on existing 

version to make consumers familiar and 

fasten buying decision. This type of strategy 

is mostly found in low-involvement prod­

ucts used in daily life. Trying to emphasize 

the necessity of this type of product is also 

the product strategy for impulsive buyers. 

Low-price strategy seems to be the only pric­

ing alternative of for impulsive purchase. 

Relatively low price requires less time to 

calcl1_l:lte and use reason in buying, espe­

cially for those with low self-restraint. 

(Kathleen, & Ronald, 2003). Placing this type 

of products on the eye-level shelf or at the 

cashier, at the reachable distance is the most 
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purchase and saving habits. If consumers 

fail to closely keep tracks with their spending 

on this type of product, they will easily find 

themselves financially distressed. Bellenger, 

et a!. (1978) found that 66% of impulsive 

purchase is influenced by marketing 

promotions, especially for durable goods. 

Anirban (2004) reports that 1-million US 

coupon on unintended items can encourage 

sales of more than 7- million US. The effect 

of competitive advantage creation through 

the marketing mix on the conspicuous 

consumption behaviors leads to the follow­

ing hypotheses: 

H c: The cost leadership advan-
1 

tage creation using the 4 P's strategies posi-

tively relates to impulsive consumption. 

H c: The differentiation advantage 
2 

creation using the 4 P's strategies positively 

relates to impulsive consumption. 

H c: The focus advantage creation 
3 

using the 4 P's strategies positively relates 

to impulsive consumption. 

Fipre 2 Research framework 

.,.. Efflct of flnns' (ompeiiiMt Allnnl"'t Cmllolll on Beyond S4lfllcltncy. 
~~BehiWiors 

~--S!Ntqlos ..,...._, 
---··--~ - 1 ·Moierwom· I - 1=::.1 - 1!:~1 

--.Mboool 

4. Methodology 

4.1 Sample and data collection 

The population of this study is 

the general consumer. The size of the popu­

lation is therefore large and unknown. 

Several methods can be used to determine 

the appropriate sample size for the Struc­

tural Equation Model (SEM), the data analysis 

of this study. Hair, eta!. (1998) suggests the 

rule of thumb of 20 respondents for each 

variable. The sample size of this study, with 

30 variables in question, is 600. In order to 

ensure the sufficient data, however, 726 

samples were collected. Respondents are 

shoppers in 12 major department and 

discount stores in Bangkok. The selected 

branches are proportionately located in 
t downtown and uptown areas. The data 

collection period was during February-March 

2011. Survey questionnaires were adminis­

tered to the samples shopping at the 

department and discount stores. 

4.2 Variables and Measures 

Multi-item scales were employed 

for measuring the latent constructs. The scales 

were taken from previous studies. The two 

constructs of the study included (Allen, & 

Helms, 2006) strategies for competitive 

advantage creation (independent variable), 

and (Ang, & Lim, 2006) beyond sufficiency­

economy consumption behaviors (dependent 

variable). The strategies for competitive 

advantage creation consisted of 3 variables, 

i.e. cost leadership (COST), differentiation 

(DIFF), and focus (FOCUS). The item-instru-
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ments of these three variables were gener­

ated from in-depth interview with marketing 

managers of 5 major department and 

discount stores. Results of the interviews were 

synthesized using content analysis and the 

base for instrument development. The 

dependent variable included three types of 

beyond sufficiency-economy consumption 

behaviors, i.e. materialism (M), conspicuous 

(C), and impulsive consumption (V). Materi­

alism consumption questions were adapted 

from Richins and Dawson (1992) conspi­

cuous consumption questions from Marcoux, 

et al. (1997) and impulsive consumption 

behavior questions from Rook, and Fisher, 

(1995). 

Table 1 

Reliability of the instrument 

ConstnJcf$ 

Competitive AdVantage CN~tion 

1. Cost leadership (COST) 

2. Differentiation (DIFF} 

3. Focus (FOCUS) 

Reliability for the competitive 

advantage creation sub-scales, as measured 

by Cronbach's alpha (<X), was satisfactory: 

0.848 for COST, 0.811 for DIFF, 0.875 for 

FOCUS, and 0.943 for the overall constructs. 

The Cronbach's? for the beyond sufficiency­

economy consumption behaviors sub-scales 

was 0.706 forM, 0.909 for C, 0.861 for V, and 

0.929 for the overall construct. The 

Cronbach's a for ATT and PRAC was 0.861 

and 0.911, respectively, with 0.924 for the 

overall constructs. The 0.7 cutting point of 

Cronbach's a, as suggested by Nunnally, 

(1978). was adopted in the study and the 

instrument was considered reliable. 

eronbach'$ a 

0.848 

0.811 

0.875 

Overall sub-scale 0.943 

Beyond Sutflehmcy-Economy Consumption Behaviors 

1. Mallelialism (M) 0. 706 

2. Conspicuous (C) 0.909 

3. Impulsive (V) 0.861 

Overall sub-scale 0.929 

Confirmatory factor analyses were dependent variables of in this study. The 

used to investigate the measurement prop- resulting indices suggest a good fit for all 

erties of the scales of the independent and constructs, i.e. competitive advantage 



~iblufni'UI{ (;;IJJuiJ4Hll~liilfiSIIR:if.JAUflliilfiS) iJii 2 ;;nJuri 2 Wf)t:tffiAIJ - il\ll'ilAIJ 2555 

creation :x! = 58.98, df = 28, p = 0.00, RMSEA 

= 0.039, GFI = 0.99, AGFI = 0.96), and 

beyond sufficiency-economy consumption 

behaviors (X2 = 314.52, df = 110, p = 0.00, 

RMSEA = 0.051, GFI = 0.95, AGFI = 0.93). 

Showing in Figure 1 are the results of the 

confirmatory factor analyses of the indepen­

dent and dependent variables. 

4.3 Results and Discussion 

The model parameters of the 

structural model were estimated with the 

maximum likelihood method (covariance ma­

trix). For the hypothesized model, results 

show a RMSEA value of 0.045 and relative 

Chi-square (X2/dj) 2.47, with GFI = 0.93, AGFI 

= 0.90, RMR = 0.50, suggesting a good fit. 

(Bollen, 1989) The goodness of fit statistics 

showed that the structural model used in 

this study fit well with the observations. 

Figure 3 exhibits the structural model, with 

parameter estimates, of the relationship 

between the competitive advantage creation 

and beyond sufficiency-economy consump­

tion behaviors. It is interesting to note that 

cost leadership (COST) strategy shows nega­

tive effects on the three types of beyond 

sufficiency-economy consumption behaviors. 

Hypotheses 1a, 2a, and 3a, are accordingly 

rejected. The other two competitive strate­

gies, i.e. differentiation (DIFF) and focus 

(FOCUS), on the contrary, positively affect 

the dependent variables, hence confirming 

the remaining hypotheses, i.e. H 2a, H 2b, H 2c, 

H 3a, H 3b, and H 3 c. 

Figure 3 CF A results of the independent and dependent variables 
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Figure 4 The structural model of the relationship between the competitive advantage 

creation on beyond sufficiency-economy consumption behaviors 
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In light of the size of effect, one 

can see that the cost leadership strategy 

demonstrates higher influence on the three 

types of beyond sufficiency economy 

consumption behaviors, that the other two 

strategies. The negative coefficient signifies 

that the more the business employs cost lead­

ership strategy the less attractive its prod­

ucts become. In short, consumers with be­

yond sufficiency-economy consumption be­

haviors tend to buy less if the product is 

considered inexpensive or low-cost. Differ­

entiation and focus strategies appear to have 

lower, yet positive, effects than cost leader­

ship strategy on the beyond sufficiency­

economy consumption behaviors. Observing 

on the dependent variables, the three types 

of beyond sufficiency-economy consumption 

behaviors, one can see that conspicuous 

consumption is influenced by the indepen­

dent variables to a higher degree than the 

other two types of beyond sufficiency­

economy consumption behaviors. Not only 

do the results clearly demonstrate the effect 

of competitive strategies in enhancing the 

firms' competitiveness on the beyond suffi­

ciency economy consumption behaviors, they 

also set an alarm to the society. Consumers 

tend to lose their cost-conscious sense. It is 

probably the influence of value-added 

advertisement, which convinces customers 

to pay more, or the celebrity marketing strategy 

that make low-cost items unpopular (Rao, 

2005). The market has changed from mass 

to more specific. Consumers tend to further 

develop their needs to be more unique and 

specific (Genessa., Michelle, & Nancy, 2006). 

However, one has tokeep in mind that this 
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that is closest to people's daily life, busi­

nesses should acknowledge the adverse 

effects of their strategies on consumers' 

buying decision and take ethical responsi­

bility to control their competitions to the 

level that is healthy to the society. The gov­

ernment should play active roles in promot­

ing and encouraging the business sector to 

compete in such directions. It is a task that 

the business sector and government should 

jointly undertake to prevent consumers in 

society fro~ being the victims of the firms' 

economic success. 

5. Future Research 

The next future research should 

consider in (1) expanding in data collection 

to the upcountry all over Thai regional. That 

information will benefit to the government's 

policy to take closely control and monitoring 

on the businesses' competition. (2) Combine 

the resource-based views theory with the 

generic strategy together for study the firms' 

competitive advantage creation. The 

researcher will have more understanding 

both internal and external factor for the 

competitive advantage strategy. 

************** 
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