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Abstract— This paper aims to study new product developmedtraarketing strategies in the context of community
products in the lower northeast area, Thailand.iByrovince has been chosen as the area of stumte shis province
is well known as a beautiful location for travelipgrposes and a great place for souvenir shopplingas earned a
reputation for its fine silk and notable silver lisa& ornaments. Both qualitative and quantitatiesearches are used
for this study. The study starts with compiling lgative data from various sources and then openadilizes
quantitative findings via a questionnaire survelieTqualitative endeavors include in-depth intenigyy focus group
discussion, and brain storming. Informants of gadive research included consumers, experiencetlilelisers, the
members of an enterprise's target community, desgynexpertise practitioners, and government affice The
guantitative research involves a field survey, gsihe questionnaire as a data collecting tool. &isurvey samples
consisted of 100 consumers who live in Surin pe®viand are experienced in purchasing or using #maeskind of
community products as under the study. The datairedd from the survey were analyzed by fundamelgstriptive
statistical methods. The findings show that seveusiputs are obtained from the process of new prbdavelopment,
including product idea generation, product ideaesmming, product concept development, product cdrtesfing, and
marketing strategy development. It was also foladl the respondents agree with the new productegndhey might
buy the product if it is in accordance with the teth concept. Marketing strategy should fit the &drg
customers‘demand and reach them efficiently and@wically.

Keywords— Community, marketing strategy, northeast Thailand,product development.

standard, nor is it adequately outstanding to attra

1. INTRODUCTION customers’ attention [2].
. . _ Process-basetbnceptualizing of product development

To be able to survive sustainably and grow in tieent brings about problems and failure. Hence, the
competitive market, businesses have to understa@d t ooqcentallizing of a product should be developed t
market, especially regarding demand and supply.gmphasize marketing. Such conceptualization belgjns
Businesses must not only be_ able to _produce the'rlooking atmarket demand and proceeds by producing a
proc_jucts, but also apply marketlng strategies @ieoto product to respond to the demand - a more sure way
achl_eye acceptance from their target CONSUMErSyq\yards success [3]. A product that meets the nharke
Addltlonally, they must develqp new products SRt eeqs and is acceptéd the target market must be a
their target consumers' changlng needs and wants. quality product [4].A business organization, therefore,

Although plenty of marketl_ng research has l?eenneeds to regularly develop new products and follow
conducted to understand‘ and .f'nd out a_bout thenati . values that respond to customers’ demand, which wil
outcomes of consumers choices, studies of maffetin oq it in the business's flexibility towards the riet's
strategy and product development deserve morecompetitive reaction to its products

attention. The objective of this paper is to present this new

Although ~ community - products in - Thailand have roduct éevelo ment ar?d pmarketin i strategy in the
historically generated a lot of income for commigsit (F:)ontext of a compmunit roduct in Th%iland _%Bd;t
and the local people, the businesses surroundieseth was conducted with anyaFt)tem { o analvze th'e oninad
products still have weaknesses. Most importantlgnyn kev informants on the de\F/)eIo men)t/ and n?arketin
businesses lack a plan for marketing directionyltieg y P 9
. . - . strategy of a selected product.The study also gartle
in the community products failing to sustain thelmse . . -

satisfactison and opinions of customers towards the

on the marke_t [1]. The most V'ta! p_roblem liessome . targeted product in order to understand their deimand
non-standardized products and imitated and/or copie )
develop the new product concepts accordingly. The

products. For example, packaging does not meet th'?indings are presented and discussed. Conclusi@mne w

then drawn to prepare for further study in the retgps

of new product development and to clarify business
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relevant literature and existing bodies of knowkedg firms seek a well-integrated program of marketing
Collectively, this knowledge reflects the importanof tailored to the needs and wants of potential custerin

the topic of study and elaborates on conceptuadizat that target market. [7].

and taxonomy, of each relevant concept. Many researchers emphasize the success of
introducing new products to the market as theyeeli
this is the way to maintain customer loyalty and to
The consulting firm Booz, Allen & Hamilton has restore product life cycles [8, 9, 10,11].

2.1 New Product Development

identified six categories of new products in tewhgheir The importance of focusing on market acceptance was
newness to the company and the marketplace [5]. highlighted and it_ was pointed out that cgstomeastlae

1) New-to-the-world products: Products new to the P€st product designers, as they can define ane sbe/
company and the market; problems that develop with their products [8]. Téfere,

obtaining local business representatives’ and custs’
opinions towards the local products is invaluakght
for marketing strategy and product development.

2) New product lines: New products that allow a
company to enter an established market for thetfire
(the product is new to the company, not to the @rk

3) Additions to existing product lines: New product 2-3 Context Discussion

that supplement a company’s established produeslin ~ The 2001 government policy of One Tambon One
4) Improvements and revisions of existing products: Product (OTOP, which is a concept of one product pe
New products that provide improved performance ortown, or subdistrict) encouraged cooperation witthia
greater perceived value and replace existing ptsduc community by persuading community members to form
(improvements in features and benefits of a prggduct into small entrepreneurs to produce OTOP. The

5) Repositioning: Existing products that are taeget Government approach to rural development and &ttain

to new markets or market segments (to be calledva n self-reliance is based on teaching communities mw

product there must be some changes in the existinguccessfully develop and market their unique and
product to suit the new segments targeted): distinctive products. The OTOP project was undemak

. . . .. to assist rural villages in promoting tourism and

6) Cost reductions: New products that provide simil advancing national bgrands. IF emphagised the global
performance at lower cost to the company. market for locally produced products [12].

This research study focuses on category 4, |n the period of more than 10 years since 2001,
improvements and revision of existing products. regional products have generated income for local

Kotler says only 10% of all new products are truly communities. However, regional producers still have
innovative and new to the world. New product \weaknesses in production and marketing as they dack
development in various categories mentioned abeve imarketing plan, resulting in local products tha¢ aot
very important for any organization because exstin able to sustain in the current competitive marketich
products are vulnerable to changing consumer n@eds |ess enjoy long-term growth and profitability intbe
tastes, new technologies, shortened product lifdesy  future. The concept of process-based conceptuializat
and increased domestic and foreign competition. has resulted in significant problems and failuresemw
Organizations have to be on the lookout for nevdpots ~ competing in the current market. Hence, the conzept

[6]. . _ process should be altered to emphasize marketinig. T
Eight stages are involved in new product develogmen process begins by examining the market demand and
process. [6]. producing a product to respond to the demand, wisieh
1) Idea generation better way for a business to succeed. A produdt tha
2) Idea screening meets market needs and is accepted in the targéema

. must be a quality product. Local producers, theefo
3) Concept development and testing need to understand the current market, regulanlde
4) Marketing strategy development new products, and follow values in line with cuserai
5) Business analysis demands. This will result in competitiveness and th
6) Product development busm_ess’s _erX|b|I|ty towards the market's compeé
_ reaction to its products.

7) Market testing Surin Province is one of the prominent regional
8) Commercialization provinces in Thailand, located in the lower Norttean
area. It is famous for many of list OTOP produdts;
example, fine silk, clothing articles, utensilscdeating
items, art and handicraft, silver beads and orngsnend
2.2 Marketing Strategy hand-made souvenirs. Some community products have
little by little entered both domestic and foreigiarkets,
for example, woven cloth and cloth products, sush a
scarves and clothes; wickerwork items from natural
fibers; earthenware; imitated flowers; woodenware;
sandalwood products; and products from mulberryepap

In an effort to enhance quality, the OTOP products
have been judged on basis of quality, given grdices

This research was conducted by following the new
product development process from steps 1 to 4 only.

The primary focus of marketing is to effectivelyoahte
and coordinate marketing resources and activitees t
accomplish the firm's objectives within a specific
product market. Therefore, the critical issue comceg
the scope of a marketing strategy is specifyingtdéinget
market(s) for a particular product or product lilext,
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A to D by a committee selected for this purpose].[13
Grade A products are the highest quality and censitl
competitive enough for export. Grade B productsehav
strong potential, should be competitive domestycahd
can be developed to international standards. Gfade
products should be studied further. Finally, Grdde
products generally have very low potential for
development [14]. Part of the grade is dependenten
condition that all laws and copyrights are respdatethe
making of the goods and that the goods are not roade
entirely imported materials. Once that is determjrtae
product is judged by the amount of local mater&aisl
knowledge that goes into its production, the quadind
development of the product, and any potential éffen
the environment. Marketing factors are also considte
the distribution channels available, sales trend
comparisons, the sustainability of the market, dogal

Brainstorming was conducted with designers,
academics in the field of marketing, expertise
practitioners, experienced distributors, togetheithw
government officers in charge of promotional atita
of the community products. Brainstorming was ugitiz
to gain ideas and to conceptualize new productaal
followed with screening and evaluating the new picid
concepts.

The quantitative research involved a field surveing
a questionnaire to collect data, fulfilling the pgeof
product concept testing and developing marketing
strategies for the selected and tested productd Fie
survey samples consisted of 100 consumers whairlive
Surin Province and have had experience in purchasin
using the same kind of community product as the one
selected under this studyhe data obtained from the
survey is analyzed by fundamental descriptive stesl

challenges, and the product design [14]. Most localmethods.

products produced in Surin Province continue to be

graded with D, C or B. Very few products are sughh
quality that they are accepted as grade A products.
In order to increase marketing opportunity, it itghto

study marketing strategy and product development of

community products. This will create potential for
community products to compete on regional, national
and international markets in the future.

3. RESEARCH METHODOLOGY

Both qualitative and quantitative researches aeal dier
this study. The research starts by compiling cataie
data from various sources and activities, then
operationalizes the qualitative findings quantitaly via
a gquestionnaire survey.
The qualitative endeavors included focus group
discussion, in-depth interviewing, and brainstorgnin
Focus group discussion was primarily conducted with

members of the target community enterprise for an

4. FINDINGS

4.1 Customers’ attitudes and satisfaction towards
selected products

It was found from the in-depth interviews with
consumers and distributors that they did not Ihe dut-
of-date and unattractive products with no standarah.
The main weaknesses of the selected product wéde sa
to be mildew, easy distortion, out-of-date and
unluxurious patterns and forms, unatractive colamsl
styles, and lack of partition inside. Satisfactdrgits
included various size options, the availabilitysoitable
styles for teenagers, and its local identity. Sasgigns
for product improvement were modernizing pattemnd a
forms to suit teenagers and young working women;
designing more models; making the product more
attractive, luxurious and unique; and adding inside
partitions.

analysis of marketing problems and selection of a4.2 New product ideas to meet demands

suitable product.

Baan Taen Thai Silk Industrial Growghich is located
at Baan Taen Sub-district, Sikhoraphum Districtrirsu
Province was selected as the target community gnger
for this study. Silk products were selected by the

members of the target community enterprise as the
suitable products to be used in the process of new
product development study. The main products of the

target community enterprise are made from fine, silk
including clothes, women'’s hand bags and shouldgsb

wallets, glasses and tissue boxes, and silk orngmen
The decided upon product, specifically, was women’s

shoulder bags. The main problems of the selected

product included its lack of development or desafn
new products; lack of product variety, brand nanues,
other details; and product advertising.

The in-depth interview was used for exploring the
satisfaction and opinions towards the selected ymid

The consumers’ and distributors’ satisfaction and
opinions about the selected product were applied in
assigning characteristics and major trait formation
including three customer-related “product ideaslieT
three ideas include:

1) Luxury-look, working women’s handbags or
shoulder bags;

2) Decorative silk cloths for house and living room
decoration;

3) Decorative frame of silk cloths with provincial
symbol designs on the silk, along with a storyemend.

4.3 Evaluation and screening of new product ideas

In order to select and obtain the best product,idea
Product-ldea Rating Device, which was modified from
Kotler's and Keller's, was used as a tool for prcdu
selection, as shown in Table 1[15].

and desired products. Informants were: 1) consumers The screening of the brainstormed, new productsidea

who had experience in buying the selected prodtioere
from the target community enterprise or from other
producers, and 2) distributers who had been setlieg
community producin the study area.

was carried out by 8 specialists in different feeltho
considered various factors that make a product
successful. The weight of each factor was stipd|ate
including product characteristics, identity, and
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demonstration of local wisdom, target market, sife TABLE 3 The szsults of the second product dea scrasming: decorative silk cloths for bouse and living mom
market that would enable commercial selling, decnation

competitive situation, and relation with the graup SCore O TG screterfne y s o

o Factor 1 1 i ] 3 ] 7 4 Soore

production resources.

T Teofity ofoutstandinzteit 0020 0110 0130 I
1] Poductdsiminlioewith 0028 0030 0030 00X
TABLE 1 Product idea rating scale ez clstozer’ damand . .
— - s s = 3 Finassofwotbmemshp 0026 0018 0150 0020 0015 0120 0130 Q1N
er Fochrs meking  Score oores of suifable iden (b) ud 4 Chemoeitonoflecdl 0180 0000 0118 0023 0010 0030 0010 001
aprodut  weight(®) 1 2 3 4 5 § 7 § 9 1p o wistom
suceessful (b 5 Conninzpetemstteflz 0020 0420 0026 004 003 0030 0028 Q015 518
1 Idantity of 30 local identity
outstanding trsit §  Related tothe zoup's 0018 0015 Q015 017 0023 Q015 0015 01N
1 Product design in 20 production resauces
linewith et 7 Sizeofmarkets for 002 0016 Q016 0160 0170 Q160 0160 0180
J—— -:anar-;iq p:gdu-;rimll
o § Competitivesitetiminterms 060 0180 0180 0160 Q180 0180 Q180 Q1M
¢ of ptice
3 Finmasof 1 - U N
G rmEmmaw Totd sare Q491 0498 006 0533 OGN 06 08T 0756
¥ ) ]J Avarag azssmant soors fom 1643
4 Charactarizstion 10 2l sczeemers
oflozal wisdom
Contsining d0
paftems that
aflact local TABLE 4 The rasults of the third product idsa scraming: the decorative frame of silk cloths with provincial
idantity symbol designs on the ik cloth ad the story of legand
§ Ralatad to the 0 SC0Tes from IdvIduAl sCreener (e by ong U
eoup's Ko Factor 1 1 3 4 5 [ 7 ] Srore
prodiction T Rty ofousadingieit 0010 0115 OIIF 01 0230 0200 0200 0230
- 1 Pudcideiminlnewin 023 0030 0050 0020 0060 0025 0019 0025
_ I#u"a - 1225 Customan demand
Sizzof maits 10 3 Fnmesofwedmembp 0021 0013 0013 0020 0015 Q02 0015 0150
for commarcial 4 Chamctsiztion oflocal 010 0100 OOIE 0823 000 0030 0010 0IM0
poduction wisdom
b4 Comptitiva L 5 Confziningpaftenms thetefl 0028 0150 Q115 Q110 0010 0030 0015 Q130 35232
I R local identity
;“,’f“'“m’ 6 Reluedto thezong's Q08 0110 0015 0017 083 05 0415 0180
pace production r2sonmes
Totdl scorz 7 Sizsofmakets for 0023 0016 0016 0160 0170 0160 0160 0160
. o commercial production
Meaning of rating seales: ! Compeivesiniminiems 0160 0130 0018 0016 QO3 0180 0130 0130
X . of price
0.10-0.30 meas the produet is ot suitsble to enter the markat. Totd st 057 0728 0365 0485 Q53 0756 0834 1095
0.31 - 0.60 means the produet iz moderately suitable to enter the market. j}ffﬂ:fﬂm soace fom Lo

0.61 - 1.00 means the produet is good and suitable to snter the market.

Each idea was scored according to the rating saate, 44 Product concepts development

the idea with the highest total score was selected.with the best product idea selected, it was deeslogs
Therefore, the first idea was selected due to ighdst follows:

score. The results of each product idea evaluadien The bag will be formed as a stylish, modern, and
shown in Tables 2,3, and 4. luxurious handbag of a large size for working women
Special, locaimaterials such as leather and metals, will
TABLE 1 The rasults of the first product idea sorssming; a lomrvlgnk, Fosking womean's handbag: or shouldar be used in order to add value to the product, ak ase
bags increase the price. The women’s bag should havid,rig
J -' . .
% Fr 1 5;‘"“‘“‘3””‘E‘;““']“‘:m“[";““"“‘f} . I: n“‘r‘f‘ chic, and unique patterns and forms. Target custeme
R T T 3 T M RV B AV G RN) are teenagers and working women aged 15-35 yeags wh
1 Pohcdsimininewth 0010 005 0035 00N 0040 0019 093 0030 like new, attractive, and luxurious products of ieas
tert customrs demand kinds, with different and outstanding traits.
Fnmessoiwosemanskp 0215 0200 0009 0015 0200 0015 0023 0013 ;
4 Comceimtonofloal 0016 0020 0012 0012 Q10 000 0100 0100 The new produ_ct concept was transformed mto_three
wisdom styles of product image which are Large LuggageltiMu
3 Cocirnpatmstefz 0015 0015 0130 0113 0100 0130 0190 0150 p17 -Purpose Luggage, and Fashion Handbag and then
local identity : :
6 Relasdtohezorg's 0ol0 0015 0016 0017 018 0150 0180 0130 underwent’ product concept testing by _asklng target
production esomes customers’ about their opinions and intentionsug the
Sigsof ket f 010 000 0035 0026 0170 0160 0320 0180 product if it were sold on the market.
cammecil production ) Marketing strategies were also collected. The tools
}  Compstitivesinetiminterms 0090 0050 0018 0026 0190 0180 Q60 Q10 h . . L.
afpic used were a questionnaire and face-to-face inteimie
Tota scare L1901 QKB 064 0330 1080 030 0804 05U The field-surveyed population included consumer® wh
3;‘*:*@%1' s fon 1 used to buy or use the local products of the sape as
all seresmats

those produced by the target community enterprise.
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4.5 Product Concept Testing
From the results of product concept testing, it feasd

4.6 Marketing Strategy Development
Most respondents agreed with the marketing strasegi

that the respondents agreed with the new producproposed for silk, ladies’ handbags. They mentioted

concept. They might buy the product if were in
accordance with the stated concept. The most $mitab
product concept was a Fashion Handbag that retalveed
former identity and emphasized utility and uniguene
designed with more separate partitions inside &dihg
more items. If this were sold on the market, theold

be a chance the respondents would buy it. Thetsestl
product concept testing shown as in Tabel 5.

Table 5 Numbers and percentages of people answering the questionnaire who
classified the syle as confoming to the product concept

Number of

peaple
18

Style Percentage

Style] Large Lugmage 18.00
Target: Working people and adults
Materials; Made of silk, leather handle, zip, magnet buttons,
and leather stip
Featured: It can pack things for a one week break, added value
of eather. Jruses similar colors n cutting pettemms.
Style? Mult-Pupose Luggage
Target: Working people and adults
Materals: Mads of sik, canvas handle, and magmet buttons
Featured: Ttuses similar colors in cutting pattems tis used for

n 2700

keeping documents, a notebook, and other such items.
Style 3 Fashion Handbeg
Tanget Working people and adults

5 5500
Materials: Made of silk, canvas handle, and zip ormagnet
butions
Featured: A removable shoulder-sirap. Jtusessimilar colarsin
cutting patterms. Zipper pocketis addd for smell articles.
Tofal

100 100.0

The reasons of respondents for choosing each atyle
as follows:

Reasons for choosing style number 1 wetke
luggage is large, so it can contain a lot of iteand can
be used anytime. The product is suitable for the
consumers. The design, colors, and shape of thdupro
is beautiful and long-lasting.

Reasons for choosing style number 2 wére:product
is compact and has beautiful color, which is suédbr
the consumers. The style of the product is luxwiand

the product should have a variety of styles anra&tain
sizes. They also agreed that the product should be
designed to maintain the original characteristiEkey
suggested that the products should be designed by
focusing on function, modernity, and uniqueness and
constantly updated with a new, modern style.
Appropriate packaging for each product was also
expressed as essential.

Most of participants suggested that the price & th
large luggage should be around 1,500-2,500 Baht.
According to some respondents, the multi-purpose
luggage and the fashion handbag should be set d@roun
1,000-1,500 Baht.

In terms of product distribution, most of resportden
believed that it should be fulfilled in differentays,
especially through distributing at souvenir stosswd
convenient stores. The most suitable and convenien
place for product distribution would be the OTOlRtee.

The most respondents expressed that there should be
advertisements or public relations to present tile s
handbag product to potential customers. The product
information should be presented at an exhibitiotrade
fair.

5. CONCLUSIONS

It can be concluded from the results of field syrve
research as following:

1)According to the personal information of the
respondents who answered the questionnaire, 100% of
the respondents were female, 67% of them married. T
highest education level was an undergraduate degree
(35% of participants); major occupations includadse
in the government sector (25%), and the majoritpme
was 5,000-10,000 Baht per month (37%). The average
age of the participants was 30-35 years old (352%
were working, living, and studying in the urban e
Surin.

2)Buying Behaviors and the Use of Silk Products
from the Past Year, 100% of the respondents usédyto
local products (OTOP) and 99% knew of the silk
products. The amount of respondents who had bought
and used silk products was 92%, and 34% had baught
silk purse before. The most widely expressed prable
respondents found in using silk bags was discatorat

3)The analysis of respondents’ opinions about the
product concept of silk ladies’ hand bags of Baaerm

Thai Silk Industrial Group revealed that 53% of

can be used for multi-purposes, such as keepingparticipants know of Baan Taen Thai Silk Industrial

documents.

Reasons for choosing style number 3 wéhne: design
is beautiful and the colors can be used for many
occasions. The design of a modern variety, itffedint,
compact, and it also conserves local wisdom.

Group’s silk, ladies’ hand bags. 4.35% agreed \tlith
group’s new product concept of silk ladies’ hand$aA
mixture of local materials are used and the protiasta
modern form, especially focusing on unique
characteristics of modern, working women who enjoy
working.

4)Market strategy should include alternative designs,
models, and sizes, with an emphasis on usage,
modernity, uniqueness, and beauty. Fashioned aifis b
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should be from 1,000 —1,500 baht. They should b& so [5] Booz, Allen & Hamilton. New Products
at souvenir shops, modern bag shops, special produc  Management for the 1980s. Chicago : Booz, Allen &
shops (as fashion items), and small shops in depatt Hamilton. 1982

stores. Marketing communication should be contisuou [5] Kotler, Philip. Marketing Management 12e. Upper
through a selection of appropriate tools. Accesshto Saddle River, New jersey, Pearson International
target consumers should be emphasized. Advertissmen Edition, Inc. 2006.

so that more people know about silk bags, can e do [6] Walker, Orville C. Jr., Mullins, John W. Marketing
through the Internet, in addition to exhibitionjrfaand Strategy A Decision —Focused Approach. 7e. New
demonstration events. Entrepreneurs should acquire York. McGraw-Hill Inc.2011.

Internet skills and access to an online societyichviwill [71 A. Soni, “How to accelerate time to market
assist communication to reach the target customers acceptance”, Handbook of Business Strategy,
quickly and economically. It also creates potenfal Emerald Backfiles, 2007.

conducting further study on customers’ demands. [8] M., Salamoura, V., Angelis, J., Kahagias, C.,
Lymperopoulos, “Investigating the “new product
acceptance function” in Greek enterprises, The
quality-accessibility relationship”, Managing
Service Quality, vol.18(5), pp. 425-441, 2008.

P. Suomala, I. Jokioinen, “The patterns of sucaess

6. RECOMMENDATIONS

Recommendations are drawn from this research stady
follows: [9]

1) The first step in developing product ideas, \hi

the analysis of problems with a selection of prasluc

should be carried out cautiously in order to mizieni

product development. A case study”, European
Journal of Innovation Management, vol. 6(4), pp.
213-227.

mistakes. All relevant people should be involved, [10]J-S. C. Lin and Y-C. Chang, “Retailers’ new product

especially customer groups, middleman groups, an
enuser groups. As a result, a good product ideabean

created, which answers all groups’ concerns.

2) The main factor that urges customers to buy

acceptance decisions: incorporating the buyer-
supplier relationship perspective”, Journal of
Business and Industrial Marketing, vol. 27/2, pp- 8
99, 2012.

products is that the product is new and uniqueh wit [11]JAnonymous, 'Thailand's OTOP program adds E-

attractive colors and designs. The unique selling

proposition, including difference, identity, muliiity,
and usefulness for different occasions, should then
used to attract more customers.

commerce to 'one village, one product’ movement
begun in Japan, Development Gateway, 2003.

[12]Anonymous, 'One tambon one product - Thais

intelligence towards international market, United

Nations Online Network in Public Administration
and Finance, 2003.

[13]Z. Phillip C., Thomas, Gregory Metz, “Developing
brands and emerging markets: An empirical
application”, Place Branding and Public Diplomacy
(2007) 3, 86-99. doi:10.1057/palgrave.pb.6000050.

[14]Kotler, Philip and Keller, Kevin Lane. Marketing
Management, Upper Saddle River, New Jersey.
Pearson Education International, 2006

3) Some customers complain about problems from
using products. Entrepreneurs should regularly dosp
the characteristics and uses of their productetalde to
solve problems in time. Tags should be provideshimw
details for correct consumption or use. In the cake
specific characteristics that require special caral
maintenance, augmented products should be offéxd.
example, quality guarantee may be offered or a
problematic product can be returned. This will Buil
confidence among customers.

4) Product standardization and quality are other
marketing strategies which would impress the custsm
and encourage them to come back again.

5) There should be a variety of distribution methtal
suit consumer differences in demography and behavio

REFERENCE LIST

[1] Business Thai'Kosit Took Only Premium Grade
Local Products to Meet the Buyersbl. dated &
June 2006.

[2] S., Weerapat and etal. The Research Project of
Local Products Quality in Khon Kaen Province,
Thailand. 2005.

[3] Kotler, Philip. Marketing Management. International
ed. Upper Saddle River, New Jersey. Prentice Hall
International Inc. 2000.

[4] Etzel, Michaek J., Walker, Bruce J., Stanton,
William J. Marketing International ed. New York.
McGraw-Hill Inc. 1997.

100



