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Abstract- The phenomenon of rapidly emerging many social businesses in Thailand in the last few years is still questionable 
for their sustainability. Although this type of social businesses is well-known and successful in Europe and United Kingdom, 
this type of business is still in the early- stage and it is new in Thailand. This research therefore aims to explore the abilities 
of social businesses in Thailand for achieving sustainable competitive advantage (SCA) and how to overcome their 
problems. By in-depth interview from nine social businesses in Thailand, results show that they are still struggling in this 
stage. However, there are many opportunities for them to be successful.     
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I. INTRODUCTION 
 
Social business has been established with main 
purposes of solving social problems, which is well-
known and successful in Europe and United 
Kingdom. In Thailand, there are also many serious 
social problems and need to be solved, such as 
inequality problems, underprivileged people, poverty 
problems and environmental problems. At the current 
year, Thai government declares these problems as a 
national agenda and encourages the new ventures in 
the forms of social business in order to diminish these 
problems. In addition, Thai people nowadays have 
more concerns about social and their environment. As 
Philanthropy is a part of Thai culture, Thai people 
like to donate to charities and temples. With good 
business strategies, it can be an opportunity for the 
social businesses to attract these people to be their 
potential customers. According to the opportunities 
and supports from government, the trend of start up 
social enterprise therefore is now rapidly popular in 
Thailand.  
Although these businesses have aims to mitigate 
social problems, the businesses themselves have to 
generate profits for their survives and expand social 
impacts. Like normal businesses,   the social 
businesses need to have strategies to attract customers 
by creating products or services which are different 
and superior to their competitors. Further, Thailand 
also have many similar types of businesses which can 
be the social business’s competitors, and they also 
claim themselves in helping poor people such as the 
products made by the local community, or made by 
the low income people. However, contributions from 
the social businesses actually can be more various 
than those businesses, which will be valuable for their 
country and people. The abilities for their sustainable 
are therefore important to be explored.  
 
II. LITERATURE REVIEW 
SOCIAL BUSINESS 
EMES (as cited in Wronka, 2013, p. 596) stated that 
social enterprises are organizations with an explicit 

aim to benefit the communities. They place a high 
value on their independence and on economic risk-
taking related to ongoing socio-economic activity. 
Yunus, M. (as cited in Wronka, 2013, p. 596) 
indicated that it is a non-loss, non-dividend company 
designed to address a social objective within the 
highly regulated marketplace of today. It seeks to 
generate a modest profit, but this will be used to 
expand the company reach, improve the product or 
services to subsidize the social missions.  Zahra, 
Gedajlovic, Neubaum and Shulman (as cited in 
Braunerhjelm and Hamilton, 2012,p.6) argued that 
their activities and processes undertaken to discover, 
define and exploit opportunities in order to enhance 
social wealth by creating new ventures or managing 
existing organizations in an innovative manner.  
 
III. SUSTAINABLE COMPETTITIVE 
ADVANTAGE  
 
The fundamental aim of all businesses is to generate 
profitability in the long run and is to be sustainable 
competitive advantage over its rivals. Porter (1998) 
explained that three primary ways that companies can 
achieve a sustainable advantage are Cost Leadership, 
Differentiation and Focus which businesses should 
have strategies to obtain these elements. In order to 
develop a competitive advantage the companies must 
have resource -base and capabilities to utilize their 
resources to be superior to their competitors. 
Resource base can be accounted for patents and 
trademarks, know-how, installed customer base, 
reputation of the firm and brand equity, while 
capabilities can be accounted for competence 
leadership and management or staff team.   
     
Porter (1998) indicated that both company’s 
resources and capabilities together can construct the 
company’s distinctive competencies, which lead to 
the cost advantage and differentiation advantage. In 
terms of focus, the company should seek for specific 
segments which will be more efficiency to serve their 
targets. 
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IV. RESEARCH OBJECTIVES AND 
METHODOLOGY 
 
This qualitative research aims to explore the abilities 
of social businesses in Thailand for achieving 
sustainable competitive advantage (SCA) and how to 
overcome their problems. The research collected data 
by in-depth interview from nine social businesses as 
case studies in Thailand. In addition, this research 
conducted questionnaire survey from 300 working 
persons as target customers to understand customer’s 
perceptions.        
 
V. RESEARCH RESULTS 
 
Case 1:  Product: Bakery& Beverage, social aims for 
training disabled persons and children with special 
needs to produce bakery and can be self employment 
with their own business. 
Case 2:  Product: Bakery& Beverage, social aims for 
training disabled persons to be employed by the 
business alliance in the future.  

Case 3: Product: Organic food lines, rice, tea, and 
herb, social aims for producing healthy food and 
reducing chemical toxic for framers. 
Case 4: Product: Natural organic soap, social aims for 
creating income for the visually impaired persons by 
making soap. 
 
Case 5: Product: Chemical –free vegetable, social 
aims for providing healthy food and reducing 
chemical toxic for framers.   
Case 6: Product: Handicraft and hotel rooms, social 
aims for training homeless and mental illness women. 
Case 7: Product: Organic food lines, rice, tea, and 
herb, social aims for producing healthy food and 
reducing chemical toxic for framers. 
Case 8: Product: Eye-glasses, social aims for helping 
low income persons to have eye-glasses for free or 
low price. 
Case 9: Product: fruit juice and fruit food, social aims 
for increasing income for Tribal, and other farmers          

Table 1:  Analyse of Distinctive Competencies 

 
 
ANALYSIS OF DISTINCTIVE 
COMPETENCIES 
In table 1, the results show that some social 
businesses are relied on the supports by government 
and the big private companies. However few of these 
social businesses are able to develop their resources 
and capabilities to gain distinctive competencies, 

such as Know-how, brand equity and reputation, 
whereas most of these businesses are still unable to 
gain distinctive competencies. Some of these 
businesses have to rely on their own funding and 
have no solid stakeholder alliances, know-how, 
customer bases, brand equity and reputations.      
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Table 2:  Differentiation and Focus 

 
 

DIFFERENTIATION AND FOCUS 
In table 2, the businesses claim their products are 
valuable as making by the underprivileged people. 
However, most of their products are not differentiate, 
as there is no outstanding innovation. Most 

businesses also cannot obtain price and distribution 
advantage. In addition, some businesses can focus to 
serve their specific targets, whereas some have no 
specific target.  

 
Table 3:  Customer perception 

 
 

CUSTOMER PERCEPTION 
In table 3, results from questionnaire survey of 300 
working persons indicate that 18% of respondents 
know about the social business, 42% believe that the 
social business can make better to their country and 
environment, 12% used to buy the social business’s 
products, 63% have intention to buy when seeing 
these products,32% will buy these products without 
regarding of price and 14% will seek to buy although 
the shops are inconvenient to visit. 

DISSCUSSION OF RESULTS  
Most social businesses in Thailand still cannot 
develop their resources and capabilities to gain 
distinctive competencies and be a cost leadership. 
Although the business leaders are capable, their 
operational teams are still weak. Some staff do not 
deeply understand about the mission of their social 
business which will be barriers for achieving 
organization’s aims. Problems of financial supports 
also affect to abilities to invest and develop their 
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know-how, patents & Trademarks and brand 
reputations. The businesses’ products and price are 
not advantage from differentiation, as their products 
can be easily substituted by competitors’ products. 
These may be the lacks of investment in product’s 
innovation. 
Furthermore, there is inadequate in public 
promotion/advertising for these businesses, as most 
people still do not know about social business, and 
still unsure about whether these businesses can help 
their country and environment. Some people are 
unsure that whether they used to buy social business’s 
products or not, because there are many similar 
businesses in Thailand that also claim to help the 
poor people such as OTOP products, and the Local 
community products which make by the poor people 
in the local areas. Therefore, the potential customers 
are unable to distinguish the product’s values among 
those businesses. Hence, these OTOP and Local 
community businesses are still being the important 
competitors of the social businesses.                                                 
Conclusions and Recommendations   
Distinctive competencies and differentiation 
advantage are the determinants for sustainable 
competitive advantage. These social businesses in 
Thailand are still struggling in this stage. However, 
there are many opportunities  for these kinds of 
businesses. For example, Thai culture is well-known 
in giving and donations and the trend of healthy 
concerns are pervasive which will be benefit for the 
organic business or environmental friendly business. 
Government should manage public relations through 
social medias to create a better understanding of the 
social business’s contributions and its values, as well 
as the government should also provide Tax-
exemption measure to support these businesses. With 
these governmental supports, the businesses can gain 
their valuable differentiate and price advantage by 
reducing their costs of marketing and tax. 
These social businesses should also develop their 
products to gain Fair-trade standard, which will make 
more confident to their customers and make product 
differentiation from their competitors. The businesses 
need to make more alliance networks by opening for 
local and potential customers engagement, which will 
also help the businesses save costs of advertising. 
Further, these businesses should shift the passion of 

caring and helping  planet from the business’s owner 
to their potential customers. Rawat Tonthayanon 
(2016) suggests that the social businesses should shift 
their roles to their customers by convincing them to 
recognize the needs to help underprivileged people 
and our environment, and consequently these 
customers will perceive in the differentiation of 
product’s value and will be the prominent business’s 
alliance permanently. From these strategies, the 
business can be able to focus customer’s segment 
obviously. Finally, the last key importance is the 
adequacy disclosure of businesses’ financial report in 
terms of their truthfully returns to the social and 
planet (SROI). This can make all stakeholders trust, 
and the social business can possibly be sustained in 
Thailand.      
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