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The two major objectives of the study were

1. to find out the marketing potential of SMEs in food industry.

2. to indicate the factors contributing to the marketing potential of SMEs in food
industry.

The sample group included 186 SMEs entrepreneurs in food industry in Bangkok,
A questionnaire was used to collect the data. Frequency, percentage, mean and standard
deviation were employed to describe the data, and t-test and F-test to test the hypotheses.

The findings were summarized below:

1. Of all the 186 SMEs entrepreneurs, 99 were male and 87 were female. Sixty
_of them were not more than 29 years old, fifty-five were 41 years or more, and forty-four
were 30-35 years old. Ninety-five were married, and eighty-seven were single. A hundred
and nine had a Bachelor's degree, thirty—one had a higher degree than a Bachelor's
degree, and eighteen had higher vocational education. Sixty three use to be company
employees before entering SMEs businesses. Twenty-eight had never been employed
before, and twenty-four had been in the present business for 1-5 years, eighty-nine for
not more than one year and forty-five for 6 years or more.

2. Overall, the marketing potential of SMEs entrepreneur was found to be moderate.
When the individual aspects were considered, it was found that they had a moderate

marketing potential in product, price, place and marketing promotion.
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3. The factors significantly related to their marketing potential were membership
of a group, receiving news and information from the mass media, receiving support from
govemnment agencies concermed, and participation in related government agencies activities.

4. The factors that had no relationship with their marketing potential were sex, age,
marital status, education, occupation before entering SMEs businesses, number of years

in the business, attending training courses, and receiving related news and information.

Recommendations

1. The government must set a policy, the goal, a plan and the marketing project
of each type of SMEs in food industry, both in and outside the country, and both in a
short run and in a long run. It should follow up and evaluate. Their performance, and adjust
the action plan at intervals. The dperation should be fair and transparent.

2. The government agencies concerned and SMEs entrepreneurs should participate
seriously in settings a plan to develop and promote the marketing potential of SMEs entrepreneurs.
For example the training programs on marketing and on logistics research and development.
Uncomplicated technology should be introduced to use for SMEs for food industry.

3. Marketing information released through the mass media should be clear and easy

to understand so that SMEs entrepreneurs can keep up with current economic situation.



