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Abstract

This independent study is aimed to explore the methods that Sainamphueng Entrepreneurs
conduct their marketing sirategies with focus in the district of Amphoe Chai Prakan, Amphoe Fang,
and Amphoe Mae Aye in Chiang Mai.

Data were collected using questionnaires interviewing 40 Sainamphueng Entrepreneurs in
Chiang Mai. Statistics figures, such as frequency rate, percentage and mean, have been analyzed
from the questionnaire results fo explain the findings in this study.

The majority Entreprencurs is male at the age of 31-50 years old, originally based in Chiang
Mai, and sole-proprietorship

A market planning comprises of two parts, 1) The analysis of business strengths, weaknesses,
opportunities, and threats and 2) The analysis of marketing strategies which are the target group and
the marketing mix: price, place, product, and promotion. In this connection, the market planning of
this business can be explained as follows : '

The external factors that have strong threats on this business can be summarized into three
main factors; 1) Economic conditions: fluctuations of exchange rate of imported raw materials,

consumer income (purchasing power), 2) Competition: the rising number of competitors, brand



competition, substitute products, 3) Laws and politics: reduction of tariffs on imported fruits. The
main factor that promote business opportunities are 1) Social beliefs and culture: annual religious
ceremonies, fruit baskets on different occasions, 2) Competition: speed of transportation delivery.
Strengths of this business include: good quality, satisfying taste, well-known brand, attractive
packaging, while weaknesses comprise of inadequate supply to meet existing demand, few
distribution outlets, and lack of brand image.

In terms of marketing mix, Sainamphueng mandarins are sold at pricing in accordance to the
size and quality grading. Most entrepreneurs emphasis on brand name by attaching stickers of farm
brands to each orange before being packed and sold. Majority farms use only one brand for all of their
oranges. The chemical-residue inspection is still rarely done. Packaging in form of cardboard box for
10-kg are used for retailing. At the same time, plastic baskets are used for wholesaling. Most labels
will contain information, such as the size and grading of oranges, farm location and contact address,
as well as a greeting message.

Price is agreed between farm owners and the middlemen by considering market demand,
size, and the price as offered by competitors, respectively.

Distribution channel of this business is commonly distributed through wholesalers. Most
target sale areas are from the central and the north,

Advertising banner is the most practiced advertising scheme fo introduce farm brand name.
Allocation of advertising budget depends on affordability. Sale promotion is commonly offered to
the end users and wholesalers. Public relations are organized during festival events. Direct sales to
wholesalers and retailers are done by telephone calls. For personal selling, majority entrepreneurs
employ the salespersons in charge of direct sales as their prjority. The salespersons are paid by

commission based on their sales volume.



