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Abstract

The objectives of this research were to: 1) study opinions of marketing mix factors
on consumer purchasing decisions for bamboo woven products, 2) explore the
relationship between consumers’ perceptions of these factors and their buying behavior
when selecting different types of bamboo woven products, and 3) develop a plaited
bamboo strip pressing machine to enhance production efficiency by reducing lead time
and increasing output during material preparation. The data were collected from two
sample groups: 1) a qualitative sample of at least 23 representatives of community
enterprise members from Ban Mae Aor Nai Bamboo Weaving Group, and 2) a quantitative
sample of 400 Thai consumers who had ever bought or used handicraft wicker products.
Qualitative data were analyzed using content analysis, while quantitative data were
summarized using descriptive statistics (frequency, percentage, mean, and standard
deviation) and the chi-square test for inferential statistics. The findings revealed that the
overall importance of the marketing mix factors, as perceived by respondents, was at the
highest level (X=4.32,5.D.=0.121). When considering each aspect, the importance of
marketing promotion factor was at the highest level (X=4.40, S.D.=0.023). Additionally, a
statistically significant correlation (p < 0.01) was found between consumers’ perceptions
of marketing mix factors and their buying behavior when selecting bamboo woven product
types. Moreover, the development of the plaited bamboo strip pressing machine resulted
in a 50% reduction in pressing lead time and increased output for material preparation.
This improvement can serve as a guideline for community enterprises to enhance product
quality, standardization, and marketing strategies to better meet customer needs.

Keywords: Product development, Product value addition, Bamboo woven product
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Table 1 The Importance of Marketing Mix toward Decision of Rebuying the Bamboo Woven Products

Marketing Mix Elements Mean Standard Deviation  Rank Evaluation
Promotion 4.40 0.023 1 Highest
Place 4.40 0.069 2 Highest
Product 4.34 0.080 3 Highest
Price 4.13 0.218 a4 High

Average 4.32 0.121 Highest

[ [y

31N Table 1 gnaunvuasuniudrulnglvaiudrdyiuladvdiudszaunia

o

]
=

msnana laun 1) sundndusisianuddglesnimsuluseiuinniian (X=4.34, 5.0.=0.080)
2) iusian Sanudrdglaeninsinluseduunn (X=4.13, S.0.=0.218) 3) MuULBIMIIANTIA
ai’mu'waﬁmmé’ﬁ@mmwwsm’tuszéﬁ’umaﬁqm (X=4.40, S.D.=0.069) way 4) funisaauasy
mamﬁmmmﬁmmﬁﬁmimsmwwaaaﬂuszﬁumaﬁqm (X=4.40, 5.0.=0.023) Wlefasansiediu
wu frounuvasuanulianuddgyiulsziiunisesnuuuiuaiowasdduiiarsnuvos
NaRTUe N1sAntheuansImveINans iR iuegesdaay nsdnnsdumedradussidounay
AnWAsEIUeENEIBIY ke sRdan vesay TUslududaasunisuey

Table 2 Consumer’s Behavior towards the Woven Products

Consumer’s behavior Majority result Frequency Percentage

1. The opportunity of using woven products Occasional time 163 40.50

2. The person affecting on buying woven products Family 206 51.50

3. The objective of buying woven products Bought for own use 160 40.00

4. The reason for buying woven products Meticulousness/Beauty 74 18.50

5. The distribution for buying woven products OTOP center 156 39.00

6. The online channel affecting on buying Facebook page 178 44.50
woven products

7. Average reasonable price for buying woven 101-500 Baht 149 37.25
products
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Table 3 The Statistical Value of Chi-Square Test between Marketing Mix and Consumers’ buying
Behavior (Bamboo Woven Product Type)

Correlation Product Type

between marketing mix and 7 df P-value
Product
1. Clear product information such as brand, MFG Date, 27.287 12 0.007**
instruction/maintenance
2. Product pattern with convenience and easiness for use 92.281 16 0.000%*
3. Standard and product safety certification mark 62.091 12 0.000**
4. Beauty of outer package 74.983 12 0.000**
5. Product modernity and beautiful colors 33.780 12 0.001**
Price
1. Variety of product price ranges 116.150 16 0.000%*
2. Value for money and product benefits 50.072 12 0.000**
3. Clearly visible product price tags 73.406 12 0.000**
4. Opportunity for buyer to negotiate prices 100.594 12 0.000%*
5. Multiple payment method Various channels 23.997 16 0.000%*

(e.g. cash, credit card, online banking transferring, application)

Place
1. Suitable location for easy accessibility 49.487 16 0.000**
2. Distribution in convenience stores/malls near the community 26.048 16 0.053
3. Product arrangement with neatness and beautiful decorated shop 58.990 12 0.000**
4. Product distribution through online channels 54.579 16 0.000%*
5. Convenience in ordering products through online channels 47.442 16 0.000%*
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Table 3 (Continue)

Correlation Product Type
between marketing mix and 7 df P-value
Promotion
1. providing information and advice by salesmen at the stores 36.649 12 0.000%*
2. booth arrangement and trade show participation to promote/sell 38.260 16 0.001**
products in different places
3. product advertisement and seller/producer’s reputation 143.856 12 0.000%*
presentation via online channels 38.920 12 0.000**
4. Offering discounts, premiums, sale promotions 51.013 16 0.000%*

5. Offering delivery service and after-sale service

** | evel of significance was at .01
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Table 4 Efficiency of the Plaited Bamboo Strip Pressing Machine

Efficiency of the plaited bamboo strip pressing machine

Original version Developed version
**Length of the plaited bamboo strip with 20 meters | **Length of the plaited bamboo strip with 20 meters
- Rolling per round: More than 2 times - Rolling per round: 1 time
- Lead time per round: about 10 minutes - Lead time per round: about 5 minutes
- Woven hat production per hour: 20 hats - Woven hat production per hour: 30 hats
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**Length of the plaited bamboo strip with 20 meters

Development Principle - Rolling per round: More than 2 times

- Lead time per round: about 10 minutes

Woven hat production per hour: 20 hats

Original version Before l

New version
L3

**Length of the plaited bamboo strip with 20 meters
- Rolling per round: 1 time

- Lead time per round: about 5 minutes

- Woven hat production per hour; 30 hats

|\ J/

Figure 1 Efficiency of the Plaited Bamboo Strip Pressing Machine
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