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Abstract

The purpose of this study was to study marketing mix, innovation environment and

innovation model development for growth of medium enterprises Nonthaburi Province.
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Selection of experts with knowledge and experience came from government and executives
of medium enterprises for in-depth Interviews of 18 people by delphi technique.

The findings were as follows; Innovation model for growth of medium enterprise
included 1) Product & service (7 elements) 2) Price (6 elements) 3) Place (7 elements)
4) Promotion (5 elements) and 5) External Environment (5 elements). There were 5
suggestions of this research included : 1) Product & service should be unique, and
continuously develop innovations. 2) Price should be set to the level represented the value
that customers were willing to pay, by reducing production costs instead of reducing prices.
3) Place should be able to create network by using online communication channels
efficiently. 4) Promotion should be able to create proactive activities via social media and
to use marketing tools effectively. 5) External environments should be consider the impacts

on communities and societies.

Keywords: Marketing Mix, Innovation Marketing, Innovation Model
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