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ABSTRACT 

The purposes of this research were to study operational contexts and 

marketing problems, then set marketing strategic model for Kwanchai Pattana 

Housewife Group with qualitative research. The researcher collected datas from 

bullatins, research works and field studies. The field studies were personal interview, 

focus group discussion, observing and taking notes, tape recording. Datas were 

re-examined, then analyzed by analytic inductional method. 

The results found that : 

1. Study context, operation and marketing problem 

1.1 Context of Ban Lao Kwan, was an old community, there were good 

traditions such as, sufficient lives, sympathied living. The villagers grew rice for their 

living for a long time. There were many palm trees around-the village and in their rice 

fields. Later, they combined in group in 2538 B.E. and collected fund to produce fresh 

sugar from palm trees for sub-profession. 

1.2 Fresh sugar product was done from generations to generations. 

The product was supported by both government and private sectors. 

1.3 The important marketing problems were unvarious packaging, low 
:i 

profits, unpermanent buyers, unconnectional advertisements. 



2. Forining marketing strategies 

2.1 Forming production strategy was done by developing in beautiful style 

in many sizes to attract the buyers. The packaging made of plastic contained 200 C.C., 

250 C.C. and 3.8 liters. The packets were put inside with foam to protect breaking. Now 

the group increased powder sugar and palm cake sugar for new products. 

2.2 Forming price strategy was done by setting wholesale price. The 

wholesale price was set from investment price plused 10% profits. Detail sale price was 

printed outside the packet. It would be discounted 10% if the buyers bought 100 

packets. 

2.3 Forming dealing strategy, the strategy was done by choosing one 

salesperson for. one province. The goods would be put at the souvenir shop in each 

province. The group set the shop on the Phitsanulok- Utaradit highway. The group also 

attended the yearly fairs to sell the products. If the goods were over sold, they would be 

kept in the shade without sunlight. 

2.4 Forming selling supplement strategy, it was done by advertisements 

through mass-medias, such as, radio, television, printing and posters. The promotion 

could be done by giving 1% bonus for the dealers. 






