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Abstract

The Marketing Development Plan on Local Souvenir Product for Enhancing Efficiency of
the SME Entrepreneur in Service Industry of Kiriwong, Nakorn Si Thammarat is a mixed methods
research, with the objective of 1) to study and develop the marketing potential of natural tie-
dye products in Ban Kiriwong on the basis of identity in order to increase the efficiency of small
and medium-sized enterprises Nakhon Sri Thammarat, with participation, and 2) to organize a
process for listening to opinions (public hearing) guidelines for marketing and product
communication based on identity in order to increase the efficiency of small and medium-sized
enterprises Nakhon Sri Thammarat, with participation of the community. This research was
conducted by using a questionnaire with 400 customers who bought natural dyeing cloth
products at Ban Kiriwong and using in-depth interviews with the president and members of the
Kiriwong natural tie-dye group of 20 people. The results of the study showed that, more than
half of the sample group is female (57.5%) with an average age of 35.83 years, marital status
(56.5%), average income of 16,335 baht per month, and with a bachelor's degree (51.0%). The
main objectives of the sample group has in choosing products of Kiriwong natural tie-dye group
are that because they like the unique pattern (34.0% ), followed by the products use natural
colors (24.3%), and as a souvenir (15.8%). The frequency of product purchased is the first time
(72%) and the amount of product purchased per time is 1 piece (68.8%). The type of products
that customers are most interested in buying are women's shirts (17.8% ) and men's shirts
(16.8%). The most favorite natural color was the color from dried mangosteen leaves - giving an
orange color (18.0%) and the color from fresh mangosteen leaves - giving a pink color (15%).
The source of information about the products of Kiriwong natural tie-dye group is from different
media (36.5%), OTOP trade show (24.3%), and family / relatives / friends (23%). The channel of
awareness about the products of the Kiriwong natural tie-dye group that the respondents used
the most is suggestions / publications (43% ), followed by televisions (33.3% ), and business
websites (19.3%). With 94.8% of the respondents choose to buy products from Kiriwong natural
tie-dye group will continue to buy in the future because the product is beautiful, beautiful
pattern, and good quality fabric. The results of the study of marketing factors affecting the
customers' purchasing decision revealed that the average level of opinions about the marketing
mix factors affecting the decision to buy the products of the Kiriwong natural tie-dye group as a
whole is at a high level (X= 4.11, S.D. = .539). The results of the opinion about the satisfaction
with the products of the Kiriwong natural tie-dye group showed that the average level of the
opinion about the satisfaction with the products of the Kiriwong natural tie-dye group as a
whole was at the highest level (X= 4.36, S.D. = .537). The results of the opinions about the
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intention to buy products and referring products to others found that the average level of
opinions about the intention to return and buy the products in general and to recommend the
products to others is at the highest level (X= 4.40, S.D. = .544). The findings from the interview
revealed that the packaging of the Kiriwong natural tie-dye group is obtained from both the
government and private sectors, using the budsget for the designing and developing the
packaging for the Kiriwong natural tie-dye group. However, from the interviews with group
leaders and members, it was found that the package was not responding to the actual usage, it
is not up to date, and it is not support for the transportation. The researchers then proceeded
to create a prototype package to give to the Kiriwong natural tie-dye group. Regarding the
marketing of the Kiriwong natural tie-dye group, it was found that the market demand was high
but unable to produce as needed due to insufficient labor. Thus, Kiriwong natural tie-dye group
did not take any serious marketing activities. Therefore, the researchers have created the
marketing plan of the Kiriwong natural tie-dye group to guide the members of the Kiriwong
natural tie-dye group for the using of the marketing in the future. In addition, the research
results will lead to the development of marketing and product communication potentials of
Kiriwong natural tie-dye group such as propose to the relevant parties to formulate a clear
policy on the operations of the relevant departments that focus on improving the efficiency of
the parties. Propose to have an improvement in the management system to allow integration
between various relevant departments in solving various problems that affect the operations of
community enterprise groups. Emphasize to the members of the community to realize the
importance of integration for identity-based development in order to increase the efficiency of
community enterprise entrepreneurs. For commercial suggestions and the use of operators,
including the product or packaging development by applying the identity of the Kiriwong natural
tie-dye group appropriately, highlighting the best part such as natural colors that are
environmentally friendly, which operates jointly with marketing communications. For the price,
it is divided into 3 levels 1) price less than 500 baht 2) price more than 500 baht but less than
1,000 baht and 3) price from 1,000 baht and up so that customers can buy a variety of products
at a reasonable price. For the distribution, the Kiriwong natural tie-dye group must therefore
focus on the various product distribution channels that convenient for the customers.
Furthermore, customers can buy products through websites or online media. For the marketing
promotion, Kiriwong natural tie-dye group should therefore focus on using the
recommendations / distribution channels, TV channels, online social media such as Facebook,

LINE, Instagram etc., and still focus on word of mouth marketing.
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