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Abstract 2 3 9 1 4 0

This research aims to analyze the marketing problems of OTOP and take the selected
products into the product development process, study customers’ satisfaction and opinion toward
the selected product item comparing to the competitors, generate the new product ideas which
conform to the customers’ wants, screen and evaluate the new product ideas, develop and test
the product concepts, and develop marketing strategy for the product concepts of four targeted
community enterprises in Khon Kaen and Roi-et province.

Both qualitative and quantitative research was used focusing on participatory approach.
The research methodology comprised documentary research, focus group discussion, in-depth
interview, brainstorming, and field survey research. For the survey research, it was conducted by
using questionnaire as a data collecting tool. Research samples for each product are at least
100 consumers who live in the same area as the targeted community enterprise, have ever
purchased and used OTOP in the last one year at the same item as the selected product of the
targeted community enterprise. The data obtained frbm the survey were analyzed with
Descriptive Statistics.

The findings showed that the important marketing problems of all targeted community
enterprises were product design to be modern and conform to the customers’ wants. The
selected products of all targeted enterprises which are handbag and a holy flag (Pra-wet Flag)
were taken into the product development process decided by the representatives of the targeted
enterprises. The results revealed that the respondents dissatisfied with handbag and holy flag of
the targeted community enterprises compared to the competitors specifically on product style,

attraction, and luxury. Brainstorming of the marketing experts and the product development

experts were conducted to generate new product ideas. Then, screening and evaluating of new
product ideas were implemented. The selected idea was taken into the process of product
concepts development and testing. The best product concept was selected and then marketing
strategy was developed respectively for the next step of pilot production preparation as well as

the market testing lastly.





