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Abstract

The purpose of this study is to study the effects of product quality management on organizational
success of Thai brand clothing businesses. Data were collected from 129 of Thai brand clothing business
executives and questionnaires were used as a tool and statistic in analyzing. The Statistics used for analyzing
the data were multiple correlation analysis, Simple Regression Analysis, and multiple regression analysis.
Results revealed that: 1) product quality management and customer focus have positive relationship and
effect to the organization in overall of goal accomplishment, operational process and participant satisfaction
2) process approach have positive relation and effect on organizational success in overall of goal
accomplishment, supply and resource, and operational process 3) product quality management and
continual improvement have positive relationship and effect on organizational success and supply and
resource. Therefore, the executives should have product quality management in relation to process
approach, customer focus, and continual improvement. In this regards, the executives should take into
account of the importance of process approach in order to prescribe activities to be in compliance by
connecting resources of the business operation. This will result the success and provide the business into

more efficient way.
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(PRO)
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(CON)

F =26.941 p = < 0.0001 AdjR’= 0.378

* Pl ANAuN 9D ANz 0.05
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