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The objectives of this study were to investigate: 1) strategies in the sales promotion of
awning business in Mueang district, Chiang Mai province; and 2) problems encountered in the
employment of strategies in the sales promotion of awing business. Data was collected by using
a set of questionnaires administered with 7 awning entrepreneurs and related documents.
Obtained data were analyzed in order to be in accordance with the determined conceptual
framework in this study.

Findings showed that most of the respondents were male, whose age range fell into 31-40
years old, and their range of educational attainment fell into secondary school- Bachelor’s degree.
They had 10-50 employees and they had been running the business for 10-20 years. It was found
that consumer penetration or consumer pulling was a popular strategy employed for sales
promotion at present. That is, consumers were offered free of transportation of awning product,
installation, and consultation as well as the employment of advertisement through various printed
media. Other strategies of sales promotion included the two following. Middleman penetration or
middleman pushing, that is, the holding of product exhibition and fair, which allowed sales
assistants to introduce various products in the shop; the offering of sales promotion was also
included in this group. The other strategy was sales assistant penetration or sales assistant
‘pushing, that meant the admiration of sales assistants. For sales promotion planning, the
entrepreneurs considered factors on sales promotion strategies of their competitors, product
characteristics, product selling seasons, competition situation, consumer behavior, and changing

condition of markets.

With regards to problems encountered, it was found that, most problems arised from
a high level of business competition. For suggestions on the strategies of sales promotion for
awning business, it was advisable that activities on sales promotion should be conducted in

various forms.





