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Abstract

Satisfactory business performance in a competitive market is a major challenge for small and medium-
sized enterprises (SMEs). This study proposed that it can be achieved through green product
development (GPD). Therefore, this study aims to investigate the role of GPD in business performance
among SMEs. Consequently, this study proposed a relationship between GPD, customer attraction,
brand image, environmental quality and business performance. This relationship is tested by following
the cross-sectional research design through the quantitative research approach. Data collection is made
by using a survey questionnaire. Data were collected from the employees working in SMEs located in
Thailand. After data analysis, it is observed that GPD is most important element to enhance business
performance in a competitive business market. It is proved that GPD has a positive effect on attracting
customers, which further leads to environmental quality and business performance. Additionally,
customer attraction also causes to promote brand image which increases the business performance.

Keywords. Green product development, customer attraction, brand image, environmental quality,
business performance.

l. Introduction Thailand because it is producing a significant

amount of revenue for the economy. Therefore,
SMEs are the major sectors in Thailand
(Chaithanapat, Punnakitikashem, 0o, &
Rakthin, 2022) which is influential in terms of a
nation's economy. These organizations also have
a key influence to enhance the gross domestic
product of Thailand. SMEs are on the growing

Business performance is one of the influential
aspects among the business organization
(Lopez-Arceiz, del Rio, & Bellostas, 2022)
which is needed to ensure to survive in the
market. Similar to other organizations SMEs is
also required to achieve a certain level of

business performance to survive in the market.
Business performance is also important for
SMEs because a significant performance of
SMEs has a major role to contribute to various
other aspects. The SMEs working in Thailand
has a major contribution to the economy of
Thailand. These SMEs are producing a number
of jobs for the people; therefore, it is providing
income-generating opportunities for the people
in the shape of business as well as jobs. This
sector is most beneficial for the economy of

stage and the businesses are growing day by day.

SMEs include service SMEs as well as
manufacturing SMEs (Raymond, St-Pierre,
Uwizeyemungu, & Le Dinh, 2014). Both are
contributing to the industry with the help of
significant business performance. However, in
the last two years the performance of these
SMEs is limited. There is a decline in the
performance of SMEs. Decrease in the
performance has overall negative effect on the
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industry and it also has negative effect on
various other businesses. The stakeholders of
SMEs are also influenced negatively due to the
decline in performance. Therefore, it is needed
to ensure the performance at a higher level. It is
required to develop significant strategies to
promote of business activities. The sector wise
Thailand SMEs performance is highlighted in
Figure 1 for the year of 2020. According to the
statistics, the performance of various sectors is
decreased in 2020. Statistics shows that service
industry is on the top with 68.9% performance.
The agriculture sector is on a second position
with 55.9% performance. The production sector

is on third position with 55% performance.
Finally, the retail sector is lower than all sectors
with 54.5% performance in the year of 2021.
There is a decline in the performance of all
sectors including  services, agricultural,
production and retail in the year of 2021. This is
one of the threatening positions to the SMEs
business performance which is needed to
address by the practitioners as well as
researchers and strategies should be propose to
promote business performance (Cesarec, Mikac,
& Spevec, 2020; Costa et al., 2020; Kennedy,
Schmitz, & DeLong, 2020).

68.9%
I .‘5% sqk r“s‘
SerVICe AUty Mroductinn etall

Figure 1. SMEs Performance of Thailand in 2021

Source: Statista

The current study proposed that SMEs
orientation towards a green  product
development (GPD) can promote business
performance (Y.-S. Chen, Lin, Lin, & Chang,
2015; Ma et al., 2018; Wang, Li, Li, & Wang,
2021). As green innovation lead to the better
organizational performance (Alhadid & As' ad,
2014). Previous studies highlighted that green
product has significant effect on business
performance. The green product has the
potential to influence customer attraction which
may have a positive role to promote
performance. Similarly, environmental quality
along with brand image also has the ability to
enhance business performance with the help of
customer attraction. Therefore, this study
proposes that green product along with the brand
image, customer attraction and environmental
quality are the major elements which can

promote business performance among the SMEs
of Thailand (Delbianco & Dabus, 2020; Erdil-
Moody & Thompson, 2020; Kengatharan,
2020).

Thus, the purpose of this study is to investigate
the role of GPD in business performance among
SMEs which is achieved by examining the
relationship between GPD, customer attraction,
brand image, environmental quality and
business  performance. Literature  has
investigated the business performance of SMEs
(GbolagadeAdewale & Oyewale, 2013; Menne
et al., 2022) among several aspect, however,
SMEs business performance in relation to the
customer attraction is very rare. Especially, the
business performance in relation to the customer
attraction in Thailand is ignored by previous
studies. The mediating role of customer
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attraction between GPD and business
performance is not addressed. Consequently, the
study addressed the relationship between green
products and business performance among
SMEs with mediating role of customer
attraction.

2. Literature Review

A significant level of performance achievement
is always challenging for businesses. There is
always a significant effort as well as strategies
are required to promote business performance.
Because in a competitive environment, number
of forces affecting on the businesses and it is not
easy for a business to control these forces. There
are several internal as well as external factors
effects on business performance. Similar with
other organizations, the SMEs are also facing

Customer
Attraction

Green Product
Development

Brand Image

several internal and external factors which can
influence the business performance. In this way,
it is important to address these factors and
manage accordingly to promote business
performance. This study proposed that green
products among the organizations has influential
role on business performance. Furthermore, this
study proposes that brand image and
environmental quality are also the factors
affecting businesses. Additionally, these factors
influencing customer attraction which may lead
to the positive and negative effect towards
business performance. Hence, the current study
proposed four factors affecting business
performance which include development of
green product, brand image, environmental
quality and customer attraction. The relationship
between these factors is highlighted in Figure 2
as theoretical framework of the study.

Environmental
Quiality

Business Performance

Figure 2. Theoretical framework of the study

The purpose of the development of green
products is to promote environment friendly
products to enhance environmental
sustainability (Awan, Arnold, & Goélgeci, 2021).
Green products involve those products which do
not have harm to the environment. The products
which lead to the better environmental health by
providing various other benefits to the people
are called the green product. Generally, the
green products involve ecological, recycling and

energy saving products. In the recent populated
environment, the pollution is increasing
significantly therefore, companies are focusing
to promote green products to reduce the effect
on environment. Similarly, SMEs are also trying
to promote green products to reduce the effect
on environment (Ajah, Dinne, & Salami, 2020;
Fischer & Noble, 2020; Fitriani, Zubaidah,
Susilo, & Al Muhdhar, 2020; Ojogiwa, 2021).
Generally, the green product activities involve
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green procurement, green manufacturing as well
as other green operations which do not have any
effect on the environment. The production of
green products led to the better performance of
business because in the business environment, it
is the social responsibility of business to produce
green products and the orientation of the people
is also leading towards the use of green products
which causes to increase the performance. The
green products orientation of the people leads
them to purchase the green products which has
significant influence on the performance.
Therefore, the green products have influence on
the business performance which is also evident
from previous study (Li, Jayaraman, Paulraj, &
Shang, 2016; Wang et al., 2021).

Hypothesis 1. GPD has positive effect on
business performance.

Environmental quality is an important and
general term which is varied in different
contexts. Environmental quality is based on the
quality of air, quality of water and the level of
pollution as well as noise. Therefore,
environmental quality can be described as it is
the set of properties as well as characteristics of
the environment which has influence on living
organisms. Currently the environment quality is
the focus point of various researchers and
practitioners (Longhini et al., 2022)because it
has direct effect on human health. Most of the
business organizations are trying to promote
environmental quality with the help of various
strategies and product development. Number of
SMEs are also involved in environmental
protection activities. Various manufacturing and
services SMEs are also trying to promote
environmental health with the help of different
products and reducing the effect of their
activities on the environment. The protection of
environment is always in the favor of business
performance as highlighted and mentioned by
previous studies that business performance is
also connected with environmental quality (Ali,
Yusop, Kaliappan, & Chin, 2020). There is a
relationship between environmental quality and
business performance (Fernando, Jabbour, &
Wah, 2019).

Hypothesis 2. Environmental quality has
positive effect on business performance.

Brand image is the perception of brand in the
minds of people, particularly, it is the perception
in the minds of customer of a specific product.

Brand image is begun with the analysis that how
the brand will perceive in the market and how
the customer will behave towards a specific
brand. Brand images also based on the
impression of the brand perception of the people
and association of the brand with the customer.
This perception of the brand has significant
relationship with the business performance. As
it is reported in the literature that brand image is
one of the major determinants of business
performance in several industries (Huang, Li, &
Yen, 2016; Zameer, Wang, & Yasmeen, 2020).
Therefore, along with other industries brand
image also has an influence on the SMEs
performance.

Hypothesis 3. Brand image has positive effect
on business performance.

The above discussion shows that green product,
brand image and environmental quality has a
significant influence on business performance.
This section shows that these elements also have
a relationship with the customer attraction. The
customer attraction is most important for any
business activity as the customers are the basic
element which has effect on the improvements
of the performance. This study proposes that
development of green products attract the
customer. And the attraction of customers
towards the business lead to the business
performance. As there is a relationship between
customer satisfaction and green products
(Herath & Herath, 2019; Lam, Lau, & Cheung,
2016). Green products always lead to the
satisfaction of the customer which causes to the
repurchase intention of the customer and help to
enhance business performance. Furthermore, the
development of better brand image also causes
to affect customer attraction level. Better the
image of brand in the minds of customers better
will be the customer attraction. As there is a
significant relationship between brand image
and customer satisfaction (A. Mohammed &
Rashid, 2018; Waluya, Igbal, & Indradewa,
2019). Additionally, there is a relationship
between environmental quality and customer
attraction. Due to the increase in pollution in the
environment, customers are also leading to
purchase green products which has effect on
customer attraction. Therefore, the companies
which are trying to promote environmental
quality with the help of green products, the
customers are also attracted towards these
companies. These elements promote customer
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attraction and finally customer attraction shows
positive role to enhance business performance.
The current study proposed that customer
attraction is playing a mediating role between
these three elements and business performance
(Dlalisa & Govender, 2020; Karjo & Ng, 2020;
Marcel Heimar Ribeiro Utiyama, 2020;
Sgammini & Muzindutsi, 2020).

Hypothesis 4. GPD has positive effect on
customer attraction.

Hypothesis 5. Brand image has positive effect
on customer attraction.

Hypothesis 6. Environmental quality has
positive effect on customer attraction.

Hypothesis 7. Customer attraction has positive
effect on business performance.

Hypothesis 8. Customer attraction mediates the
relationship between GPD and business
performance.

Hypothesis 9. Customer attraction mediates the
relationship between brand image and business
performance.

Hypothesis 10. Customer attraction mediates
the relationship between environmental quality
and business performance.

3. Research Methodology

The selection of suitable research methodology
is important to get original results. Similarly, in
the current study, to examine the effect of green
product development, brand image,
environmental quality and customer attraction
on business performance require a suitable
research methodology. It is observed that the
previous studies on business performance and
green product development are based on
guantitative research (Y. S. Chen et al., 2020;

Leal-Rodriguez,  Ariza-Montes,  Morales-
Ferndndez, & Albort-Morant, 2018). Several
studies identified the relationship with the help
of quantitative research. Therefore, this study
observed that the suitable methodology in this
study is quantitative research. While selecting
quantitative research, this study collected data
with the help of questionnaire survey.

A questionnaire survey is designed to examine
the relationship between variables. The
questionnaire is developed with the help of
adopting research questions from previous
studies. In this study, the business performance
is considered through profitability, return on
assets, return on equity and return on sales. The
green product is measured by focusing on the
product developed by the SMEs based on
environmental protection. Customer attraction is
measured with the help of various items related
to the customer attraction for the products of the
company. Moreover, brand image is measured
with the help of perceived image in the minds of
customers in relation to the specific product.
Finally, environmental quality is measured with
the help of various measures taken by the SMEs
to promote environmental protection. Finally,
comprehensive questionnaire design and used to
collect primary data from SMEs (Ershadi,
Jefferies, Davis, & Mojtahedi, 2020; Hamdan,
Qarem, Ab Yajid, Ariffin, & Azam, 2021;
Mahonge, Nsenga, Itani, & Kurosaki, 2021;
Ruixia & Junbo, 2020; Salavrakos, 2020).

The SMEs working in Thailand are considered
as the population of the study. The staff working
in these SMEs is considered as respondents of
the current study. Therefore, the designed
questionnaire is distributed among the staff of
SMEs in Thailand. This study preferred 400
survey questionnaires to collect data. From
distributed questionnaires, this study collected
190 responses for data analysis. The data
statistics are provided in Table 1.

Table 1. Data Statistics
Standard Excess
No. Missing Mean Median Min Max Deviation Kurtosis Skewness
GPM1 1 0 4,011 4 1 5 0.962 0.408 -0.877
GPM2 2 0 3.823 4 1 5 1.073 -0.257 -0.676
GPM3 3 0 3.703 4 1 5 1.153 -0.718 -0.527
GPM4 4 0 4131 4 1 5 0.986 1.022 -1.171
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GPM5 5 0 4.217 4 1 5 0.861 2.008 -1.249
GPM6 6 0 3.954 4 1 5 1.063 -0.033 -0.859
EQ1 7 0 3.851 4 1 5 1.229 -0.511 -0.776
EQ2 8 0 3.754 4 1 5 1.127 -0.798 -0.492
EQ3 9 0 3.8 4 1 5 1.141 -0.546 -0.623
EQ4 10 0 3.88 4 1 5 1.043 -0.692 -0.518
EQ5 11 0 3.863 4 1 5 1.044 -0.118 -0.664
CAl 12 0 3.983 4 1 5 0.916 1.391 -1.089
CA2 13 0 4.034 4 1 5 1.03 -0.031 -0.859
CA3 14 0 4.154 4 1 5 1.022 0.555 -1.092
CA4 15 0 4.029 4 1 5 1.028 0.302 -0.95
CA5 16 0 4.029 4 1 5 1.005 0.42 -0.943
BI1 17 0 3.686 4 1 5 1.036 -0.307 -0.491
BI2 18 0 3.829 4 1 5 1.028 -0.149 -0.669
BI3 19 0 3.857 4 1 5 1.083 -0.562 -0.636
Bl4 20 0 3.783 4 1 5 1.121 -0.412 -0.668
BI5 21 0 3.926 4 1 5 1.014 0.886 -1.01
BP1 22 0 3.874 4 1 5 1.018 0.324 -0.86
BP2 23 0 3.914 4 1 5 0.906 0.202 -0.666
BP3 24 0 3.914 4 1 5 0.881 0.653 -0.692
BP4 25 0 3.783 4 1 5 1.264 -0.673 -0.679
BP5 26 0 3.714 4 1 5 1.269 -1.042 -0.481

Note: GPD = Green Product Development; EQ
= Environmental Quality; Bl = Brand Image;
CA = Customer Attraction; BP = Business
Performance

4. Findings

This study followed Structural Equation
Modeling (SEM) a most suitable approach to
analyze the data. SEM can be employed through
AMOS and SPSS, however, this study selected
Smart PLS 3 to analyze data through SEM.
Thus, PLS-SEM is employed in this study.
According to previous studies on PLS-SEM
(Hair, Hult, Ringle, Sarstedt, & Thiele, 2017;
Hair et al., 2019; Khan et al., 2019), it is most

significant to examine the relationship and test
the hypotheses based on primary data. PLS
measurement model is used to check the
reliability with the help of factor loadings. It is
given in Figure 2; green product development is
measured by using six scale items and all the
items have factor loadings above 0.5.
Furthermore, five items are used for
environmental quality, brand image, customer
attraction and business performance. All items
have factor loadings above 0.5. Additionally,
composite reliability (CR) is also above 0.7 and
average variance extracted (AVE) is above 0.5
for green product development, customer
attraction, brand image, environmental quality
and business performance. The achievement of
CR and AVE confirmed the convergent validity.
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All these results are given in Table 2. Finally,

discriminant

validity  (Afthanorhan, 2013;

achieved with the help of HTMTO0.9 as shown in
Table 3.

Astrachan, Patel, & Wanzenried, 2014) is

0.028

BI2 0.884 Custpmer
0.913

L N\
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Note: GPD = Green Product Development; EQ = Environmental Quality; Bl = Brand Image; CA =
Customer Attraction; BP = Business Performance

Figure 3. Measurement Model

Table 2. Factor Loadings, Reliability and Convergent Validity

Variables Items Loadings Alpha CR AVE
Brand Image BI1 0.884 0.923 0.943 0.768
BI2 0.925
BI3 0.913
Bl4 0.896
BI5 0.752
Business Performance BP1 0.702 0.836 0.882 0.6
BP2 0.792
BP3 0.799
BP4 0.78
BP5 0.795
Customer Attraction CAl 0.618 0.861 0.902 0.651
CA2 0.797
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CA3
CA4
CA5
Environmental Quality EQ1
EQ2
EQ3
EQ4
EQ5

Green Product GPM1
Development

GPM2
GPM3
GPM4
GPM5
GPM6

0.876

0.897

0.816

0.72 0.915 0.937 0.751
0.905

0.896

0.895

0.903

0.749 0.873 0.884 0.56

0.712
0.765
0.737
0.769
0.755

Note: GPD = Green Product Development; EQ = Environmental Quality; Bl = Brand Image; CA =

Customer Attraction; BP = Business Performance

Table 3. HTMTog

Green
Business Customer Product
Brand Performanc Attractio Environmenta Developmen
Image e n | Quality t
Brand Image
Business Performance 0.726
Customer Attraction 0.684 0.819
Environmental Quality 0.76 0.766 0.742
Green Product
Development 0.843 0.876 0.809 0.892

The assessment of PLS structural model
(Chairatana, 2021; M. Mohammed et al., 2022)
is based on to examine the relationship between
green product, customer attraction, brand image,
environmental quality and business
performance. In this process, the effect of green
product is examined on customer attraction. The
effect of customer attraction is examined on
brand image along with environmental quality.

The role of environmental quality is examined in
relation to the business performance. Total
seven direct effect are considered in this study
and results are given in Table 4. Results shows
that GPD has significant effect on business
performance with t-value 2.461. It also has
significant effect on customer attraction with t-
value 8.172. Environmental quality has positive
influence on business performance and
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customer attraction with t-value 1.695 and
3.711, respectively. Brand image has significant
effect on business performance with t-value
2.229. Additionally, brand image has significant

effect on customer attraction with t-value 1.646.
Finally, directly effect shows that customer
attraction has positive role to influence business
performance with t-value 3.319.

42.851
E 42,193
52.713
I [ eas [‘131.023
e Environmental
[ epm2 [\14 | Quality
Y 14071
20.443

GPM5 17280 Green Product
Deyvelopment
GPME Bl1

1.695

Buginess

2.481
Perfgrmance

8.172

Custpmer
8151 19,084 Atymgtion 55.452 29272

././l\.|\.

Brand Image

Note: GPD = Green Product Development; EQ = Environmental Quality; Bl = Brand Image; CA =
Customer Attraction; BP = Business Performance

Figure 4. Structural Model
Table 4. Direct Effect Results

P
Beta M SD T Statistics Values

Brand Image -> Business Performance 0.161 0.161 0.072 2.229 0.013
Brand Image -> Customer Attraction 0.028 0.02 0.028 1.646 0.049
Customer Attraction -> Business Performance  0.269  0.264  0.081 3.319 0
Environmental Quality -> Business
Performance 0.173  0.17 0.102 1.695 0.045
Environmental Quality -> Customer Attraction 0.094  0.094  0.025 3.711 0
Green Product Development -> Business
Performance 0.287 0.297  0.117 2.461 0.007
Green Product Development -> Customer
Attraction 0.699 0.707  0.086 8.172 0

Mediation effect of customer attraction is
presented in Table 5. According to the mediation
results, two mediation effect are not supported
and one mediation effect is supported. The
mediation effect of customer attraction is
examined between brand image and business
performance. Mediation effect of customer

attraction is examined between environmental
guality and business performance. Furthermore,
the mediation effect of customer attraction is
reported between GPD and  business
performance. The mediation effect between
brand image and business performance is not
supported with t-value 0.321. The mediation
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effect between environmental quality and
business performance is also not supported with
t-value 0.175. Finally, the mediation effect
between GPD and business performance is
significant with t-value 3.328. The mediation

effect of customer attraction between GPD and
business performance is also highlighted in
Figure 4.

Table 5. Indirect Effect Results

T 3

Beta M SD Statistics Values

Brand Image -> Customer Attraction -> Business

Performance

Environmental Quality -> Customer Attraction

Business Performance

0.007 0.005 0.023 0.321 0.374

->

0.025 0.026 0.027 0.936 0.175

Green Product Development -> Customer Attraction ->

Business Performance

0.188 0.185 0.056 3.328 0

Frequency
h =]
o 2

]
(]

I I I III|IIIIhI“I.

Green Product Development -> Business Performance

ALl {000

o
o

0.00 0.05 0.10

Indirect Effects

0.20 0.25 0.30 0.35

Figure 1. Mediation effect histogram between green product development and business performance

5. Discussion and Conclusion

To examine the relationship between green
product development, environmental quality,
brand image, customer attraction and business
performance, this study proposed several direct
effect hypotheses and indirect effect hypotheses.
The direct effect hypotheses show the effect of
green product, brand image and environmental
guality on customer attraction and business
performance. The indirect effect hypotheses are
based on the indirect effect of customer
attraction.

While considering the direct effect, first of all
the current study examined the effect of green
product on customer attraction. The relationship
between green product and customer attraction
found significant and positive. It shows that
green product increases the customer attraction.
The focus of company is towards the green
product production has the ability to enhance the

customer attraction towards the product.
Therefore, it is recommended to the managers of
SMEs to promote green products to enhance
customer attraction. Furthermore, the effect of
environmental quality is examined on customer
attraction which is also positive and significant.
According to these results, environmental
quality protection among the SMEs also
influences positively on the customers and
customer attraction towards the specific
company products increased significantly. It is
evident that quality focused by the companies
towards environment always lead towards
positive outcomes. Furthermore, the effect of
brand image also found positive on customer
attraction. It shows that increase in brand image
increases the customer attraction among SMEs.
The role of environmental quality products and
image of brand is also considered in relation to
the business performance. In this process, it is
found that green product has positive effect on
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business  performance. Increase in the
production of green products can increase the
business performance. Nevertheless,
environmental quality also has positive
relationship with business performance. It
shows that increase in environmental quality can
increase the business performance of SMEs.
Similarly, brand image also shows positive role
to enhance business performance among SMEs
in Thailand. Hence, it is proved that
environmental quality, green product and brand
image increases the business performance along
with the increase in customer attraction. Finally,
while considering the direct effect of variables
on dependent variable, this study also examined
the effect of customer attraction on business
performance. The relationship  between
customer attraction and business performance is
also significant and positive which shows that
increase in customer attraction among the SMEs
can increase the business performance. These
results are consistent with the literature because
previous studies also shows that customer
attraction has positive role in business activities
(Narayanaswamy & Heiens, 2022).
Furthermore, it is also evident that previous
studies also proved the positive role of green
product in business performance (Buswari,
Setiawan, & Khusniyah, 2021; Ma et al., 2018)
which shows that the results in this study are
validating the results of the previous studies.
Similarly, other studies are also shows that
brand image has positive role to enhance
business performance which is also in line with
the current study. Nevertheless, environmental
protection or environmental quality by the
businesses also leading to better business
performance as approved by previous studies
(Fernando et al., 2019). Thus, the results of this
study are in line with other researchers on the
same area of research. In addition to the direct
effect hypothesis, the current study considered
three indirect effect. The indirect effect is based
on the mediation effect of customer attraction.
The mediation effect of customer attraction is
considered between brand image and business
performance which is not significant. Secondly,
the customer attraction as mediating variable is
examined between environmental quality and
business performance which is also not
significant. Finally, this study examined the
mediation effect of customer attraction between
product development and business performance
which is significant and it shows that customer
attraction transfers the positive effect on product

development on business performance among
SMEs. Finally, the results of the study shows
that environmental quality, green product
development and brand image are the most
important elements which can lead to the
business  performance through customer
attraction among SMEs of Thailand (Khoma &
Vdovychyn, 2020).

5.1 Theoretical Implications

The current study has found theoretical insights
because this study considered several
relationships which was rarely considered by
previous studies. Although numerous studies
considered performance of business activity
among SMEs in Thailand but various
relationship which are considered in this study
are not address by the previous studies. For
example, in Thai SMEs the role of
environmental quality in relation to the customer
attraction is not considered in previous studies.
Although several studies examined customer
satisfaction, but customer attraction is rarely
considered by literature. The effect of brand
image on customer attraction is also less studied
by previous studies. Additionally, the
relationship between customer attraction and
green product is not addressed by the literature.
More importantly, the current study considered
the mediation effect of customer attraction
which is very rare among previous studies. In
this direction, the current study proved that
customer attraction is a mediating variable
between green products and business
performance. This indirect effect is first time
proved by the current study in the literature.
Therefore, this study tested the important
relationship between customer attraction, bread
image, green product, environmental quality and
business performance based on several literature
gaps. Hence, the current study has important
insights for the literature to contribute to
business performance of SMEs.

5.2 Practical Implications

Practically, the current study has several
recommendations for the practitioners. Because
this study considered the vital relationship
which has several practical implications for the
management. For example, the current study
proved that the green product has an influential
role in business performance. Therefore, the
management of various SMEs should promote
green product development to promote business
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performance. Study highlighted that
environmental quality and brand image can
influence the customer attraction positively. In
this way the management of SMEs should
promote brand image and environmental quality
to enhance customer attraction. Moreover, the
study highlighted that customer attraction has
major effect on business performance.
Practically this study is important and supported
the strategies of practitioners to enhance
customer attraction strategies which may lead to
the business performance. Hence, this study
recommended to the management as well as
practitioners to promote environmental quality,
brand image, green product and customer
attraction to enhance the firm performance
among SMEs in Thailand.
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