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ABSTRACT

The main objectives of this research were to study: 1) therEt:ril;]l:téns c%a?nesls of
“Sainampheung” oranges from the crofters to the consumers; 2) problems and obstacles from
“Sainampheung” oranges distribution channels; and 3) the appropriate distribution channels of
“Sainampheung”™ oranges. A systematic random samgling technique was applied to select 250
crofters. Additionally, twu greups of key informants — six middlemen and six distributors — were
identified and selected out of those samples according to the highest net sales. The data were
collected by means of questionnaires ~ one for the key informants and the other for all samples.
The data were then analvzed as frequency distributions, percentages, means, and standard
deviations.

The results of the study were as follows:

The respondents mostly had 1 — 10 rai of orange orchards, age of orange trees ranging
from 1 year to 5 y=ars. Their average income was between 300,000 - 300,060 bath. Most
respondents could yield their products — aii in the first year — with approximate 1,000 kilograms
per one orchard. They mostly got infurmation about selling prices from the middlemen and
basically sold them their products.

The respondents had their orange distribution channels through direct sale, tourists, and
middlemen. Those who used the direct and tourist sales werc aware of the efficiency and
responsibility of the transportation companies, and the orange skin wax’s quaiity. On selling
through middlemen, the respondents would select the middlemen carefully based on mutual trust,
familiarity, and availability given by those middlemen.

Concerning the problems and obstacle, it was found that the respondents who used direct
sale as their distribution channels faced bad services and delay of orange distribution channels of
the stakeholders. Additionally, those who dealt with the middlemen faced the pricing problem
that was not related to the “should have been” market prices.

Based on the respondents’ suggestion, the orchardmen should form their group in order to
process their products in various forms and empower their bargaining price with the middlemen.
They should also request assistance from related agencies for giving appropriate and accurate

information and knowledge about marketing.



