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Abstract

. Scope of the Study

The research “The Marketing Strategies and the Markeling Problem: A Case
Study of Mae-Kanard Karen Fabric Group, Tambon Takard, Mae-Ta District, Lamphun”
is a qualitative research that aim at investigate markeling stralegies and marketing

problems of the group as: product, price, place, and production. Then, propose

suggestion to the group leader,



B. Research Methodology

The population of this study consists of leaders from Mae-Kanad Karen Fabric
group, the community leaders, and some stakeholders by In Depth Interview and
Multiple Visit. Data Coltection for this study was done by Structured In Depth Interview,
while data analylical was done by Qualitative Analysis. The duration for this study is one

year that begin from November 1% 2006 1o October 31* 2007.

C. Conclusion

From the study, Mae-Kanad Karen Fabric Group was established on May 20"
1996 by Ms.Porntipa Dokkaewnark and 14 group members. Their objective was to retain
primitive weaving process, preserve Karen Style Fabric, and creating more of their
revenue to their villages' member. At present, the number of Mae-Kanad Karen Fabyric
Group is 47 by 2 villages namely Pa-Lao and Pha-Dan. The group organization's
structure is functional which divided into production, marketing, quality assurance, and
finance with a team work style of management.

Capital raising for this group was first done by colleciing from initiate members.
Now, the money circulated in this organization is approximately 30,000 {o 70,000 baht.
The group members' wages are aliocated by amount, categories, and their products’
quality. The group's profit is allocated into 3 parts as 60% for its members, 10% for
group’s committee, and 30% for its operation cost. Major raw materials of the group are
chemical colored-thread and wool. The thread is divided into 2 types as 100% natural
and synthetic.

The production precess can be divided into 2 types as sewing and un-sewing.
Whereas most of the production process was 90% hand made and 10% by machine.

The major machine for weaving is done by Kee-Aew or traditiona! machine that
has 3 steps of operation as winding thread, preparing for weaving, and weaving and

sewing.



® Marketing Strategies and Marketing Problem.

Products: there are 7 categories of product within this group as: scrape,
shoulder cover, men's wear, women's wear, long cotton bag, and bag. Major customers
{70%) are from other provinces and foreigners. The stripes design of the products can
be divided into 2 categories as traditional (50%) and newly designed (50%) that
ditfferent from others producers. The group brand's stralegy is described by
Manufactures' own brand as Mae-Kanad Fabric Group. The group's packaging is done
by using plastic cover. The group’s product line consists of 7 categories which each
category has different depth of product mix. Scrape, Shoulder cover, Weaving cotton
have 6 depth of product mix white Men's, Women’s have 15 depth of product mix and
Long cotton bag has 2 and bag has 4 depth marketing mix respectively. All cause totally
46 length of product mix. From the study, the consistency of product mix is well as it
stems from traditional weaving process.

Price: the products’ pricing is done by cost plus profit

Place: the group employs direct sale to all target customers who are tourists,
wholesaiers and retailers.

Promotion: the group's promotion mix is done by trade fair and seeking for new
customers while still keeps as mugh as old customers. The group emphasis production
of high quality and honest to all.customers. Its major technical problem is the {abric is
too narrow for doing more different products while its labor weaving skill is different for
sustaining its products guality.

The group’s marketing problem is maintaining iis price to keep the sale flow
although production cost is higher. Another problem that affect to their sale is the
amount of tourist which is now in a declining stage, no check payment from traders who

were credited, lacking capital and tacking skill for products’ promotion and advertising.

Suggestion: The group should employ “a telling story {(words of mouth) strategy
about their way of life and their precious history” that will make people know about their

value-added products. Innovate more weaving fabric that can be used on both side so



they can have a value-added for their preduction, adapt some technique that can
extend the length of their cloth by employing Kroche, employing dyeing technique from

natural materials for attracting their prospect market opporiunity.
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