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APPROPRIATE MARKETING STRATEGIES FOR PRODUCT
PROCESSING BUSINESSES CAULERPA RACEMOSE :
CASE OF COMMUNITY ENTERPRISE GROUPS
CAULERPA RACEMOSE KRABI
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ABSTRACT
The objectives of this research were: (1) to study opinions about appropriate
marketing strategies for the caulerpa racemose product processing business. In the
case of the Krabi Caulerpa Racemose Community Enterprise Group, (2) to study
opinions regarding the business of processing products from caulerpa racemose. In the
case of the Krabi Caulerpa Racemose Community Enterprise Group and; (3) to study
appropriate marketing strategies for operating a business processing products from
caulerpa racemose. In the case of the Krabi Caulerpa Racemose Community Enterprise
Group
This research was qualitative research. The population used Krabi Caulerpa
Racemose Community Enterprise Group members: 8 people and 2 people involved,
totaling 10 people. The sample in the study, according to selecting specific informants’
formula consisted of Interview from using as a data collection tool. To analyze the
data, the researcher used data analysis based on a sgiven issue.
Major findings: (1) opinions regarding appropriate marketing strategies for the
Krabi caulerpa racemose product processing business are that community enterprises
need to develop strategies. Promoting marketing to be appropriate by adapting to the
context of community enterprises. Whether it is adjusting the pricing strategy product
or product public relations product design or even promoting it to be able to reach
every target group. (2) opinions about operating a business that processes products
from caulerpa racemose is that the business of processing caulerpa racemose products
is a business that creates careers. Create added value for Thai herbal products and

build community strength through the process of creating a business compass that



connects important networks in business, innovation, and design that provides
opportunities for community enterprises to work with local creators. Until resulting in a
new product named Mika Claire and; (3) appropriate marketing strategies of the
caulerpa racemose product processing business include product strategy or product
strategy, price strategy, distribution strategy products should be distributed to cover all
channels, marketing promotion strategies, packaging strategies, and news strategies.

Details as shown in the study results

Keywords: Marketing Strategy, Product Processing Business, Caulerpa Racemose, Krabi

Caulerpa Racemose Community Enterprise
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AanLaes Wadau (Kotler, P, 2013, p.92) 1Ana1771 daudszaun1snann nueds
é’hLL‘Uimqmsmmmﬁmmsamuamlé’ %awaquﬁﬂé’ﬂmﬂ%ﬁ'wﬁ’mﬁamauauaqmmﬁa
wolavasgnanguidimving

PNAMUNLNGVIIAUY FIUUTEANNNTTAANA (4P’s) Usznaunie (1) ndndeue (2)
5901 (3) FoIMNINFINTIMLY uaE (8) NsAuEsUNISRaNn S1eazBons

1) Product %38 Marketing Entity (ansaual) WWuduanseausnisisnagiauevie

] ¢ al

WAgNAN L‘T]uﬁqﬁﬁiﬁmséfaqmwLﬁmﬁumméimmﬂaqaﬂﬁw LALLAUDVUNYHNARN N UNT]

(%
o

ﬂmamum b ﬂiuﬂ’] L‘WE]EI‘L!E]W]'J']&I151ENﬂ’]ﬁlﬁNaﬂﬂ'ﬂmﬂiUﬂ’ﬂMWﬁWEﬂﬁ]ﬁ]'}ﬂNﬁﬁ]ﬂm NUU 9

(Adrian Sargeant, 1999, p.14)

o w 1%

2) Price (51A1) AB ﬂmmwamﬂmmiuiﬂﬁummuu Judefiaeudredd anNAI9Y

e/

Wiguieuseninenmen (Value) uagsnan (Price) v9aU3NsiL mnmsuinsiudy ADUAES
e gndnaedaduledentelduing duu msdmuanardudlifienummzant
sedunsliusnsTidaLaL (Kotler, P., 2003, pp.15-16)

3) Place %30 Distribution (M153n3wuae) Ae n1sthdudlugduslan aauid
annsadminedudndudafidify warenanuiwemninsinsiviig vdedawandewsng o
s duaouiifiadaussglaliitugnd wiousimouaussanudesnisvesgndlilduni
anela

Y
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q

nsnann Wufanssusng 9 weligndnidnuazidnlaludus wazdinseduainuaulaves

andn Wudfagalunisdndulade (McCarthy, 1960)

av ad v

NUITBANEITDS
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AsuUngeinlingzdnslaainamsievuun (Caulerpa Brightening Cream)” HaN1T3TeNUTN
amsneruunduamstensiainuauusnaldundueaudminaga a5 Wan nsed
~ a ' . . % a Sw a \
Ua313InMNGa phenolic compounds Way sulfate polysaccharide 99U NEN1UDYIADATSYIE
grandy wazluansliauduiiusens gaumedmiunazussinm o wu leledu wundige

upaldey TUuaden wan waziinsnezilunaieandsu 51508 fatuamsevuuUnIWEngAIN
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WAiunIe
nguvaneuasd idayadAny
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1 a a |
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'
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1 a a 1
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q 3

1 a a
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q

3 |
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(Thematic Analysis) 8avidnngu)ilanuniuissanssulagazinsieinuainuiidaive

wansliiuianagnsmenisnaiafiuinganantuidevinmslinseiteyaligneessiely

m3fiusauTaadaya

P 1% a . Ya o o < 1% E
1) ﬂ'ﬁLﬂUﬁ'ﬁUi'}ﬂJeUalluaﬂﬁllﬂuﬂ (Prlmary Data) Q?QEW]']ﬂ'ﬁLﬂUTJUi?@JSUE]MUﬁL‘U@\Wlu
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13

2) nsduniwal (nterview) §Idediunsiiudayaainisdunivali@edn (n-

o w
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a I3 = & Na o w = A
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Fawiaguruansieununnsziuu Wunssuiunsaiaaaialindadusiayulnsineuas
#519AU UL IVBIYUTWEIW Space Compass Creation fie NsyUIUNITASIIUTIATIAAT
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Y

“Your Natural Heal from Andaman” fie \Ju Tagline veandnsiausiaaguaaniniavasesn
a ) ] A4 1 oA a . )~ wa ° a
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Tnouvadu 2 dau fie Fauusn {nan aunans uazguslan@ndn) uasA7uiiaey M13n5zae
duAamsenisuauAeenludananslusuag 9 WulReInunISANYIveY @3558 LESTRU
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