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ABSTRACT 
 

The study aimed to analyze the situations on rambutan production, marketing, 

consumption, and processing in Suratthani.  It also analyzed the marketing channels, costs and 

margins of middlemen on marketing fresh Rambutan.  Data was collected through: 1) A survey 

on marketing practices of 116 farmers in Amphur Bannasan and Wiengsa, Suratthani,  2)  

Personal interviews with 53 middlemen on marketing behaviors and costs, 3) Depth interviews on 

exporters, processor and related government sectors on the potential of rambutan market 4) A 

workshop on problems and constraints of marketing rambutan in Suratthani.  In addition, the 

secondary data obtained through government and library source were also used.  Descriptive 

analysis, marketing costs, margin analysis and SWOT analysis as well as TOWS Matrix were 

used in the research.   

The productions of rambutan in Suratthani during 2002-2007 has been gradually 

declined, and all indications were that this would continue.  The change could be attributed to the 

lower planting area, fewer farmers as well as the higher inputs price (fuel and fertilizer), which 

resulted in higher production costs.  According to the price and yield statistics, the rambutan 

price, however, tended to be fluctuated and showed the inverse relationship to its quantity and no 

relation to the farmer costs.  The price reduction had a serious impact to the farmers in the South 

than those in other parts of Thailand.  About 27 percent of farmers indicated that they would 

reduce their production due to the lack of price incentives.   

The utilizations of rambutan were mainly in the fresh forms.  The constant rate of 

rambutan consumptions reflected on the lower quantity consumed as the rambutan supply has 

been decreasing so far.  The rambutan available in Suratthani were both grown locally and 

shipped-in.  Since there was no a rambutan processing plant in Suratthani, most rambutan have 

been processed through the plants in the vicinity and in the central part of country.  Processing 

rambutan by local farmers have not successful due to the lacks of labor and freeze room. The 

rambutan mainly exported in form of rambutan in syrup, which showed the significant growth in 

export.  However, export the fresh Rambutans faced the consistent decline due to the limited 

periods of post-harvesting.   

The farmer operations have involved in skimming, sorting and watering.  Field grown 

rambutans were subject to four grades: first quality in a basket, processing rambutan, unsorted 
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rambutan (mixed), scraps rambutan.  Farmers sold rambutan in two patterns:  1) sold by weight in 

kilogram (82%) and 2) take all of whole yield for one price.  The study showed that almost two-

third of rambutan sold by weight were shipped to temporary buying point by farmers, the 

remainder were pick up at the farm by middlemen. The small farmers preferred to sell their 

products at the farm as they had no the own truck.  The resulted also showed that none of farmers 

sold the products directly to producers or sold as a farmer group. Selling price was the most 

important factors for larger farmers, whereas product transportation did so for smaller farmers.  In 

addition, the farmers had limited knowledge on selling prices and selling points. More than half 

indicated that they knew neither selling prices nor other middlemen.  Marketing was perceived as 

a major problem due to fluctuating and lower price as well as the fewer market available.  The 

major  marketing costs of farmers stemmed from grading. It accounted for 45 percent of total 

cost, followed by 18 percent of contingency weight loss. The marketing costs for large and small 

farmers were 0.94 and 1.43 baht, respectively.                  

The rambutan marketing system in Surat Thani composes of 8 groups of middlemen: 

local merchants, representatives of wholesaler, representatives of the manufacturer, local 

wholesalers, wholesaler, retailers, and exporters.  The marketing channels for fresh rambutan can 

be explained as follows. Farmers sold the fresh rambutan to local traders, local wholesalers, 

representatives of wholesaler, representatives of manufacturer, and retailers. Next, local trader 

sold the rambutan to local wholesaler, representatives of wholesaler, and representatives of 

manufacturer. Whereas local wholesalers purchased rambutan from farmers and local merchants, 

they sold their goods to wholesalers and representatives of manufacturer.  Manufacturer’s 

representatives bought rambutan from farmers, local traders, local wholesalers as well as the 

representatives of wholesaler and sold all of their products to the manufacture directly.  

Wholesalers bought rambutan from their representatives as well as the local wholesalers to sale to 

retailers, manufacturers, and end-users. The manufacturers were supplied by both their 

representatives and wholesalers in order to process them into fruit canned. Retailers bought 

rambutan from farmers, local wholesalers, and wholesalers and sold to consumers. As a result, 

end-users consume rambutan from retailers, wholesalers, and local wholesalers whereas the 

exporters bought rambutan from local wholesalers.  From the study, there were two types of 

transportation: own vehicles and hiring the others, however, whatever types of transportation they 

used, the buyer had to afford for that. 
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The important strengths of the marketing system of rambutan, Surat Thani were its 

original, quality, taste, and reputation, whereas the weakness caused by the inappropriate harvest 

methods and the short harvesting periods. The essential opportunity stemmed from the favorable 

cultivated environment.  The critical threat was the dramatically increasing in the production 

costs. These forced Surat Thai Rambutan marketing system to exercise the defensive or 

diversification strategies using the strengths to prevent and overcome the effect of the obstacle. 

The crucial suggestion was to raise the competitive advantages by clustering the related 

parties in the system to create extinguish and uniqueness of original rambutan planted in Surat 

Thani. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 


