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ABSTRACT

The objectives of this research were: 1) to study the marketinlgjsEtra?;g?cspligng for
products of Nikom Sansai Cooperatives Limited; 2) to determine the factors related to marketing
strategies for products of Nikom Sansai Cooperatives Limited; 3) to identify the weaknesses,
strength, opportunities and threats including the analysis of marketing strategies for products of
Nikom Sansai Cooperatives Liinited; and 4) to set up the guidelines for implementing the
marketing strategies.

Data were collected from a sample population of 300 shops lccated in Sansai and nearby
districts in Chiang Mai, using a close-ended questionnaire as well as an in-depth interview. Data
collccted were then analyzed through a scftware package program for social research.

Results of the study showed that most of the shop owners were women whose ages were
ranging between 31 to 40 years with the average educational level at the prirﬁary schools, and had
monthly income ranging from 5,001-10,000 baht. Most of these shops werz small and were
considered convenient stores which cusiomers were mostly children.

The opinion level of these shops towards marketing strategy showed that most of them
gave high importarce to pricing strategy such as goods which were cheaper when compared with
other competing goods at the same level. On the other hand, the group had a moderate opinion
level towards product strategy (e.g. standard packing size), market channel strategy (e.g. goods
distribution through retail and wholesale) and marketing promotions strategy (e.g. sales
promotion, advertisement and public relations).

In regard to the relationship between the type of the shop and marketing strategy, it was

found that the type of shop (i.e. retail-wholesale shop, supermarket, convenient store and
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cooperative shop) was related to the marketing strategy in terms of the product, price, marketing
channel and marketing promotion.

The relationship between the shop income level and marketing strategy showed that shop
income level was related to marketing strategy in terms of product, marketing channel and
marketing promotion. In contrast, no relationship was found between shop income and marketing
strategy in terms of product pricing.

The analysis of the strength, weakness, opportunity and threat (SWOT) found that the
strength of Nikom Sansai Cooperatives Limited consisted of the large area of potato planting
where cooperative memberships were able to continually feed raw materials to potato factories
which reflected in the cheaper transportation cost. Meanwhile, the weakness came from the
production problems and the lack of new technology used in the production process. In terms of
the opportunity, it was found that the potato processing of the cooperative followed the
government ’s policy which emphasized on the job creation and an income distribution within the
community. On the threat, findings showed that the problem was an inability to complete with
private sectors in the market.

Results of the study showed scme guidelines for implementing marketing strategies. In
terms of the product, three aspects must be emphasized, namely: product quality (longer storage
period and flavor stability); product appearance (shape of product, color, packing); ard product
design, which must attract taste and needs of customers. For pricing, the cooperative should set a
standard price and should provide discounts. For example, a discount is offered when customers
pay by cash, or some seasonal discounts durirg festivals, etc. in order to expand market channels.
For sales distribution channel, the priority should be given to product distribution to middlemen at
various levels, e.g. retailer-wholesaler, middlemen, governinent and private agencies. The
cooperative should also creates sales team from its staff to increase market channels and to
monitor, evaluate, and summarize monthly sales report for the {uture improvement. Lastly, on the
marketing promotion, emphasis should be made on the public relations using sales staff as
representatives and through media, publishing booklets on potato production under a brand name

“4-loo”, and having exhibitions on occasions ,etc.



