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Marketing Potential Approach for Bannmaekai’s Chilli Sauce Farmers
Group at Ban Tak Distric, Tak Province
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Abstract

The present study aims to 1) study marketing administration of chilli sauce from Banmaekai
farmers group, 2) study consumers’ buying chilli sauce behavior and their satisfaction, 3) build up
performance development role of marketing for Banmaekai farmers group. This study is a mixed
method research using quantitative and qualitative methods. In terms of qualitative research, the
researcher collected the data of the condition of the marketing implementation, marketing
mix analysis, and SWOT analysis from 15 members of Banmaekai farmer group. The research
instruments were structured interviews, and summary forms for the synthesis and content analysis.
In terms of quantitative research, the researcher collected the data of the behavior on buying
chilli sauces and the consumer satisfaction from 333 consumers in 13 villages, Thungkracho
Sub-district Municipality, Bantak District, Tak Province. The statistics used were frequency, percentages,
arithmetic means, and standard deviation.

The results reveal that the business process of the agriculturalist group is not developed
as much as the group expected, but it can be continued and that of the group can getincome from
this. Entrepreneur doesn’t understand and take a serious consideration on marketing as well. For
consumer behavior information, It is also found that among various chilli sauce types the samples
bought curry type the most and their most favorite is grilled fish chilli sauce. The buying frequency

is once a week from a shop in their village. Approximately the quantity of sauce they bought each



‘ ‘ ‘ NsaNsdBIMSUMdNENaawWIsdalinosu
246 U7 11 200N 1 WN3AN 2560 - AW1AN 2560

time is about half kilogram. The reason that the consumers chose to buy is that the product tastes
good. Factor influencing buying this product is the sauce’s ingredient. For consumers’ satisfying
of chilli sauce of Banmaekai agriculturalist group, Ban Tak District, it was found that the consumers
are satisfied in “much” level. When considering consumers’ satisfying in each aspect, there are
“much” level in all aspects. The most satisfying is found in product, followed by price, channel of
distribution and marketing promotion respectively.

Approach to develop marketing potential are as follows 1) Product: having product
management for outstanding and unique characteristic, maintaining high quality, well and clear
packaging design, using production technology, seeking for low cost source of, 2) Price: meet
market pricing compared with competition, 3) Place: managing channel of distribution, having clear
target and increasing distribution, 4) Promotion: increasing marketing promotion; advertising,
public relation, event marketing promotion and 5) People: having determined staff with knowledge
of marketing administration, new technology, accepting information and knowledge from autonomous

learning or government support.
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