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ABSTRACT

The Research » OTOP Product Champion Marketing Strategy Model Which are
Selected the Best QPC S5-star Product Approach of Chiangiai : The Fabric and Apparel
Community Entrepreneurs was conducted 1) To study marketing strategies OPC products of
Chiang Mai : The Fabric and Apparel Community Entrepreneurs through the selection of the
top OPC 5-star product during of 2012, 2) To study the Marketing mix factors that influence
the purchasing behavior of OTOP : fabric and apparel within Chiang Mai. The sample in this
study were a group of 5-star OTOP products community fabric and apparel products
through selected 7 ultimate OPC product Chiang Mai, 2012 and respondent who are
consumed QTOP product type fabric and apparel within Muang Chiangmai Province. The
data were collected and analyzed quantitative and qualitative methods, and reports its
findings in the descriptive form.

The results showed that the marketing strategy begins by defining the concept of
product design with a unigue identity by creating a compelling story, featured products,
focusing on products that create beautiful patterns unique. Quality control at all stages, the
market segmentation based on geographic, demographic, behavioral and psychology
harmonized integration, target segment are defined primary goals and secondary goals in a
concrete, product positioning were based on high-quality ,many utilities, local knowledge
transfer, Product strategy was focused on the needs of diverse target groups and building
their brand, Pricing strategy was focused on defining higher-priced market to create a good
image, The distribution strategy was focused on offering their own shops and mediator
potential, And the promotion strategy was focused on viral communication, sales and online
media formats to create a comprehensive targeted , The products problem was lack of
skilled workers and Imitations from abroad, The price problem could not control the cost of
raw material and the price wars of the competition, the problems of distribution channels
could not get the assistance and cooperation of all authorities parties, the promotion
problem was lack of funding and knowledge about marketing promotion in varieties style.

The questionnaire were collected from the target and concluded that the majority

of respondents were female, ages between of 20 - 30 years as a private company
employees, average monthly income between 10,000 - 15,000 Baht, famities are currently
living in 2-3 people ,have an image of a single family with the bachelor degree education

level. Most people buy on average 1-2 times per year, the average cost of around 1,001 -



1,500 Baht, the most important reason to buy was focused on quality products from well-
astablished factor, most people would choose from stores at a tour destination, in the
family unit is to influence the selection of products respectively.

The most important factor in a product that the product was safe to use natural
materials to produce at the highest level. The price factor was the price tag clearly a high
level. The distribution channel factor was the check point at the transport provider a high
level. And the promotion factors was a sales staff to serve customers on a high level
respectively.

Overall, the respondents were focused on the promotion factors which were
boosting the market to influence purchasing decisions OTOP fabyic and apparel at the

highest tevel

Key Word : Marketing strategies, The best OPC 5-star, One Tarmbon one product
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