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The Marketing Mix Strategy Development for the Thai Lue Textile,

Baan Luang-Tai, DoiSaket District, Chiang Mai
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Abstract

The objective was aimed to study market competitive
condition, a suitable market distribution and find out
marketing mix strategies of Thai Lue Textile Baan Luang-
Tai’s products. It is a qualitative research, applied survey
research which was studied by the research team, Baan Tai
Lue textile group leader and their members. The research
revealed that the
segmentation by the market aggregation strategy,using

group leader applied market
market strategies which did not distinguish different market.
For the products market position, it was positioned by price
and quality and Outside in has been illustrated as its
distribution

development, “Active Strategy” could be applied to all

channel. Regarding to market strategies

108

dcategories, product strategy using “Brand” and “Tag”,
“Perceived Value Pricing” could be applied as the
product’s price strategy, direct channel or zero level
channel was applied as its distribution strategy and
promotional strategy, Integrated marketing Communication

should be used.

Keywords: Thai Lue Textile, Baan Luang-Tai, Marketing mix
strategy
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wansdudnudedumesidn wieiiuledvesfitinades 1y
Auledveunauasiuanesaziiin 1w

3.2 WINMTINTINUNENIULINIUTELAN 1 S2AU (1S
MUIANELQNAILUY B2B - Business to Business) Lok msve
AupsumunursenedUan Wusuy

4 nagnsenumsaaEIunInaeEenly

4.1 nagMdnsAaTNIINTMANALUUYIANNS (Integrated
Marketing Communication — IMC) aglsdagninaiunsneins
AURUNUY AT LagnineInTyAna dANudenATaITUALMLS
nsmsnaaiilinneld Usznoushe

4.1.1 nagnsn1slawu (Advertising  Strategy)
FoguszasAitoudadoyananias gila uazifiouninumsadn
Aerfunansusivesndy iiusuaugidnasaud “ndetiu
asls” Wislsruauanntu efienld 1dun dedefinnt (usdas)
dodidnvsednd (lawanruivledvesmauiaduanssasiin)

=

dounna (nqugnAdagiu diimadnzdugndn uazussanuly

Nuntuaele) Wusu
4.1.2
Jsganduwus

nagNsnis
( Public
Relations -PR Strategy) ajatiu
n1530a15ULUVABINIY (Two-

way communication) RTRRERE
o ada o

fAuARNA A uLTeie way
AndnwalNAndsnongy
Fmanssudmelndetiuaisls

wazHAnAUYveINgU Fa0g19
wnsesleringulassudavi lown

Aowravuduius (Press/Media
Relation) Wwazn1sdnnanIsu
e (Special Event) iiowdn
FNuTlneTanusssudania
ol Tutuil 25 fuerau
2554 551197194387 9.00-12.00u.
Tugtuuumsdavivesiiszdngy
Y- INFOUATBIUAINBUUY
lm?;aﬂ:m‘qﬂ Tnguwdseanidu 2
dauldud dwdl 1 Huvesdiszdn
dwsuiinsvmsdaindednl wazdiuil 2 veadissdndmiy

v

fisimnunneu wagluiusueziinsasnisnsussAvguosii
sednlavandnnduinonssulnastumddliugiifauala
3IUAINET

4.1.3 ﬂaqwéﬂﬁdﬁl,a%uﬂﬂsma (Sale Promotion Strategy)
1#38msforsanliidauan (Discount) dwiugiidsnanviodsdo
dufnsiazanng
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7. mseAusena
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1 nagnddunanstost wui dedesifavesmnanedais
faymevesimelndethuaasld wanfasivenguinonssudi
nolndethuardldludagiiu Feasliaruddyuazuansld
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wietusedug aenndesfuruifovedsnssa Jayan 8]
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fuanosaziin uinisdifmeudvauiausssuUssnd
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UOLAUDUULAUNAYNSAIUNTALATUNSIN T MU BV DIATNT T
Hayaynn (8] waznssauyy Fotuwug [7) 91 msidhsamesniiu
wazuansduAluUIIAManie nguiamRaesilenviey
swnadundn svsiigngnd stsfiingaed [9] agulidh nns
AUASUNIAAIAVDITINIVIANANAZTUINEBNEIFBINISAIY
FEEea1niguIa Ineenisdun1sdLasunIInNITnaIn uay
nquadosdnviusuiuU sy duiususe fananmuan st
vendsduiiinduiiiitedolsiuslnansuuas §anauduniy

4 nagndvemmsiadminefivsngan wuin nagnssiu
FownemadndmiteAudvsanguinonssudimelndethuais
Tiaonadestuauidovesnssans doluwuy [7] faguindesmna
wdndwdumsdadming Téud msvensdiunduslnaiauls
dandendnsusiwazinvieadieaflidluibenmudulnie waz
ngudaldigundurivesnueaniunansdudisiniuniieu
masgislusaruoniiuiededaiilos udnduarsifintamig
msidniftenszaeaudvesnguingnaindugldedaima

8. dyuna

NnHansAnuITeiFes “nagnsmsimurdiulszaunia
nsmaandnfasiievesnduinonssufimelndethuasld
Funensyaziin Jmiadedml” ladedunuin meldaniiznns
wistumensaanaluiiegdu nduimanssudinelndetuadld
wisdrumanlaglduuifnnainuiasy nsuesinfteday
Foan1s Auve waznginssulunisdedudiiliuandiaiy
waz1nan AU nduutsnaradiung
ponu 2 diu ldun sanadmsundadmeindn 1wy dvefiu
wynlng) Ajaunisviedddiuninisnuniegniiiaiiy
fosnsaumddurunlngdwmsuldlunmsdnidu wavmaia
davdunan Susises 1dun ndnfusidmefiutsgy 1y 1dedi
wSeauine vesfisyin warvestieiieldlulontasieg

uonanil ngudmanssudmelnietiuaislddeldnig
ANUARTLIARAA ST “MIUTZAUTIATLALAUNTNVBIFUAN
(Positioning by Price and Quality)” TnefiihUsvasdiilodoans
iguslaansiu inla waziuiladn duddmevesnguduy
wAnAnusiTiAIANA Aufusiaiidiessns asuglufunisiden
Fowmanmaiidenadesmnzaniutunounasszansamily
msmﬁm’mﬁv’qmsﬁwmumaqm%ﬂﬂq’u liud “deanienisnann
WUU Outside in” tiefmusnguiionnnisdugiidesnisaudi
fmefiauisamuldldaiadudinusedriu Wudonszuanis
wWasuudasveanszuaunduded uidinsliduendnvaives
armdudmorilndeldegiedniau

Usgiiumsitauinagnsdiulszauniansnaindifay
manzaudenAesiuguan vz vesmaniua Auansaluns
HARYBIANTNYOINGY duuSAUUTUNTRIYNYL NquAITIARNTY
“Nagnsizagn (Active Strategy)” laud nisa¥iemsidudn
(Brand) “InAetiuadli” wevstisendnualinradunaniost
“griwuglndothuardld” \Hunsaudiinelfifnussgedanie
o715al (Emotional) weefjde anunsndudesls (Tangible) s
msusuussAlagunuuiiefududi (Tag flarusndeds
Bessmmnudunuazunasiiunyesdudl nasaaunisiiiuiy
F9IN1INTINTIMUIBRIUNNAN UNTaNeA1UEN N1Tadie
\3etneM9gIia (Network Marketing) titeindeugneaudime
Indolifsdiofuilnangulmiluguuulndifes mugldfunis
Tawan “wuuthndeuin” Miaenanudseiulaludadudves
HHouazild smvisnadenldnagnsnmsdoarsnisnsnaiauuy
Y3041n17 (Integrated Marketing Communication — IMC) WU
A1slawan (Advertising Usgyrdusius (Public
Relations —PR Strategy) Lﬁ'aq’nLﬁumsﬁammwaamq (Two-

Strategy)
way communication) ‘ileasiaiisunf arnudede way
awdnualfiAidseduivesussysuialy Tudnvazvesnagns
douravuduiud (Press/Media Relation) wagnagndnisdn
Aanssuditey (Special Event) Wudu
nauinnnssudmelnaetiuarlfifuiamiagusurun
nansuazdenUssMgsAansHanTTlyad1Aansiig1 50 A1y
v Wungugsiafiussaingussasdvesnssunguiitonisudn
waznsuUsgUitensgulaaudlannelun$riBeu tieansiodne
Tasnsa¥rawdnAousiidaramainuateidunsisnauesdu
wén Jagdudidusulugiuvuvesiamasgusudifisniai
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suflemavinusgmineseuniinelugurutiuals Adsasd
Todrinuazguassadifynisiiunisidundaminensildly
NSLUIUNITHANUAZAIUNITAAN

e nguinanssuimelnaetiuaidld Samravnuamng
Tunsensedunuesiierdrgnisify “JanAaguausedy
oty Weifiuanudndefugueulndifes sauianiesy
A1AsguareIAnstenty Tunsnaunsndndniveingy was
anusaneuaussdenudesn sldauA1vesyuvud Uil
annsananimeiieliiodls

wiouituil augdideiitoiausuusifufuionmuiuay
pnsviumMstLdunurssnguinanssuimelndethumald fail
nauinanssuimelndothuaaslinisindunasimunainas
wan st melndeifanuluendnuvalvesnduiiual lny
1#38n3fny1 990390 meanefimennnlnisluiiuiives
FavialndiAnadug WevmUszgnd Uudgeuaziamn g
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Asagsialy

wazitelauidenisdnunanfasiinanssudmelndetu
mslfianuanysaliindetu angidomadenlosmuddyues
1NATFILAUAT Fairtrade fULATe iloifiAufiAssuunsén
msdeniiaruisaaiianinudusssuliunngugnandudi
wnonssy (AuAnlungu Niche Market) Tngianigluuszimad
fdaiaun meldnssuiumananiiduinsdedsuinden saud
nsdaaRusruvaiainmsdauneluguyugnds suazdilugns
WuuguvuLaziAsygiamuauenedBu nasnsunsideslaiu
nsfusesnnsgIuauMALRAfinuasandesfuuseLiy
Maua3es35H (Ethical label) 1y nsn3usoendnfasiisslsr
FoyaguilnaFesnstiduazmsuimsinnsaanadeniia wu
Rainforest Alliance 32374 313U58IM19K1UATE5TTUYBINGH
Ethical Tea Partnership Lilayn1ed1usunsimuindnfasifn
noliflunsgiu fanumden uasuiivenivresnainnisén
glsuldlueuan

9. AnAnsINYIENA
MmAeilasunmsaduayuyuidenneietieuimniside
mawmilensuuu ddnnuamunIsunsMsgaNdnw (@ne.) lny
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