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Market Strategy Development for A Community Enterprise:

A Case Study of BangKlang Subdistrict Administrative

Organization, Nontaburi Province
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The objectives of this survey research
were 1) to study marketing mix of pickled
garlic product of BangKlang Subdistrict
Administrative Organization, Nontaburi
Province by demographic, 2) to study consumer
behavior on pickled garlic product of BangKlang
Subdistrict Administrative Organization,
Nontaburi Province by demographic and 3)
to study a relationship between marketing
factor and consumer behavior of pickled garlic
product of BangKlang Subdistrict Administrative
Organization, Nontaburi Province.

A questionnaire was used to collect data
from 396 respondents in Nontaburi province.
The descriptive statistics such as frequency,
percentage, mean, and standard deviation were
used to analyze the research results. Examining
the relationship by using Pearson Chi-square
with statistic significance at 0.05.

Research findings shows that most
respondents focus on all aspects of marketing
mix; especially on size of garlic for a product
aspect (95.96%), variety sizes of package and
ease of use for a packaging aspect (98.99%),
suitable price to quality for a pricing aspect
(100%), retail channel for a place aspect (96.97%),
billboard in an expo for an advertising aspect

(93.94%), billboard of an event for a public relation
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aspect (93.43%), and tasting for a sales promotion
aspect (95.96%).

Consumer behavior for pickled garlic:
mostly use pickled garlic as a seasonal/ingredient
(94.19%), a reason to buy pickled garlic is a good
taste (96.72%), decision making are influenced by
family and themselves (90.40%), buying pickled
garlic from souvenir shop (89.39%), buying when
they want to consume (93.69%), and execute to
buy by themselves (91.67%).

Research findings shows that marketing
mix, which are product, package, price, place
and promotion, had relationship with consumer

behavior.

Keywords: Marketing Mix, Community

Enterprise, Consumer Behavior
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*. The Chi-square statistic is significant at the 0.05 level.
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