Ko

T 156309

) } 4 .
M3iTuEoeliifaglszasdiensudtmsduiunumedudunaunenisaain
b

1dud mdadnal 5101 Feanenisiadimite wagnsduasunisania sauisiigniuay
Y a a v & o A a o ¢ 3/
guassanumsaanvesgrandufmindiva vilswdadusidsznnemisullsgdoinuald

9 a‘: act 9 o Y 19 a ,,d'a' 9
wsaummuauumﬁmmn"lv“i]fgmua:ﬂaqmmdmmmﬂ‘lwuﬂ@wamm:gmmmfum

td
nsvetiiiuns3SuiFananw(Qualitative) 1aziFe1/S1n0s (Quantitative) Usznoufin
] v
lngngudiegauisennidiu 3 agu 18un (1) nqudnaremsulsgoinea 19 1dTung o

é ° é a o 0’1’ N o o d'
“wilsda nilawdadnei” fonue 14 579 () nquaaifuauans 13 510 (3) §u3STnafine

a ‘- 4 . 2 a o 4 ~
13 lnadudmitsdiua nilandaduaiszinnemisudsydninma’lsl 255 510 wieailefild

o A

uns3sfie Mmamlunmsdunusifedauaranitununais pozuyuaeuo My

Aus Ine

HEMIITOVOITIUNAUNIINMTANIARYTT  sARduS TguAMLATT Ay
Red [

vIsgimal msdenmdudidnansefnsuinind lsidesmslusefufimnzay Yo
@ o v o [ ' ] v o Lo []

nsdaimiedsliaseunqu uagdunuarvudege ns Tavanuazysgnduiusialinn
' - o a 4 o < a [Ta 3 4

wihns audevesdniefeesnudringuazsunglumsnia  uAlyaseuluSas

ke

L3 e (3 o a LY < o - L S _ J L
aifadidymsnda  Hegtiudus Inalianudidgydududs «giiflyanine” undusaus

Ry

(% o (] v i & - a 1ty ot oA o y
Spumaduayuededeiessadiulommmenisaninvesdnan udguysiiuiaudnly
ot o . « 1 o @ os
anmmndnaiuguasinvednin nagnidiumaunsanifitoeuouusie W

a o 7q Y Y e’: a v 9 ) o g ] d. 9 &
ﬂtumwwaﬁnmm“ln"lﬂmﬂsgm FNTIﬂ']ﬂuﬁ'lﬂ”lilﬂQiJQﬂﬂ'l MFOINNATIA U UIUNULUING

[

naugndutimuneediuiels uazlimsduaiunisaaialaomssonauuansdudi S3ue

masafumuns luvsuazdsznduius lasmsadeasidudt “otor” MWius Inasui

v

1 4

niududflinuamgunzidede 1§



TE 1566309

The objectives of this rescarch is to discover the process in managing the marketing mix
such as product, price, place, and promotion including problems and barriers in marketing the
“Onc-Tambon One-Product” processed fruit. The rescarcher suggests the solutions marketing

stratcgics for producers and others who arc involved with the products.

This rescarch is both qualitative and quantitative in naturc. Data are gathered from 3
groups of sample which are (1) 13 producers who produce processed iruit registered as “Onc Tam
Bon Onc Product™. (2) 13 middlemen who scll Onc-Tambon One-Product processed fruit.  (3)
255 consumers who have consumed Onc-Tambon One-Product processed fruit. The escarch

tools are questionnaires designed for interviewing the producers, middiemen, and consumers.

Results from the study show that products have high quality but have a packaging
problem; price is by mark-up pricing; also channel of distribution still limit and has high cost of
delivery; advertising and public relations arc also limited. The strength of producers is they arc
expert in producing and the weakness is the limitation of productivity. However, the opportunity
is an incrcase in number of consumers who arc interested in community products. Threat is high
compctition in the market. The marketing mix strategies are to develop the high quaiity products,
sct different prices accerding to the different target groups, find raore distribution channels that
reach the targeted consumers and promote the products through trade fares. In casc of advertising
and public relation, the government needs to support them by building brand “GTOP” as a high

quality brand in the market.



