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This study has the following research objectives: (1) to examine the levels of
opinions regarding entrepreneurial marketing, supply chain resilience, marketing
agility, and competitive advantage among service-sector SMEs in the Nakhonchaiburin
region; (2) to analyze the direct influence of entrepreneurial marketing on competitive
advantage, supply chain resilience, and marketing agility among service-sector SMEs
in the Nakhonchaiburin region; (3) to analyze the direct influence of supply chain
resilience and marketing agility on the competitive advantage of service-sector SMEs
in the Nakhonchaiburin region; (4) to analyze the direct influence of marketing agility
on the supply chain resilience of service-sector SMEs in the Nakhonchaiburin region;
and (5) to examine the mediating roles of supply chain resilience and marketing
agility in the relationship between entrepreneurial marketing and competitive

advantage among service-sector SMEs in the Nakhonchaiburin region.

This study employed a quantitative research design, conducted in the form of
a survey research approach. A structured questionnaire was used as the primary
instrument for collecting quantitative data. The sample consisted of 393
entrepreneurs and managers from small and medium-sized enterprises (SMEs) in the
service sector located in the Nakhonchaiburin region. The sampling process applied
the probability sampling technique through multi-stage sampling. Data were analyzed
using SPSS Version 26 and AMOS Version 24. The statistical analyses comprised: (1)
descriptive statistics, including frequency distributions, percentages, means (x_), and
standard deviations (S.D.); and (2) multivariate statistics, particularly Structural
Equation Modeling (SEM), which encompassed both path analysis (for examining
causal relationships) and factor analysis, specifically the Confirmatory Factor Analysis

(CFA), to validate the measurement model and structural model.



The quantitative findings revealed that, overall, respondents’ opinions on all
variables were at a “agree” level. Specifically, the mean scores and standard
deviations were as follows: entrepreneurial marketing (x = 4.04, S.D. = 0.51), supply
chain resilience (x = 4.05, S.D. = 0.51), marketing agility (x = 4.04, S.D. = 0.56), and
competitive advantage (x = 4.01, S.D. = 0.55). The hypothesis testing results indicated
that entrepreneurial marketing had a positive and statistically significant direct
influence (at the 0.001 level) on competitive advantage (B = 0.254, P-value < 0.001),
supply chain resilience (B = 0.377, P-value < 0.001), and marketing agility (B = 0.668,
P-value < 0.001). Furthermore, supply chain resilience exerted a positive and
statistically significant direct effect (at the 0.001 level) on competitive advantage (B =
0.324, P-value < 0.001). At the same time, marketing agility had a positive and
statistically significant direct effect (at the 0.001 level) on both supply chain resilience
(B = 0.431, P-value < 0.001) and competitive advantage (B = 0.228, P-value < 0.001).
The mediation analysis further demonstrated that both supply chain resilience
(indirect effect = 0.141, P-value = 0.004) and marketing agility (indirect effect = 0.176,
P-value = 0.003) served as partial mediators, with statistically significant effects at the
0.01 level, in the relationship between entrepreneurial marketing and competitive

advantage.
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