
(4) 

����������ก	�
��

�	����� ����	
ก	�
���	�	
ก	���	����ก�������	���
�������
 
 �
ก��!�"�	#$ก
�������
��	��	 (�����%�	�&����
 �) 

������������ #�	
�'��
(' %�)���� 

���ก���� %��*	����ก���*	%�+,�� (%��*	����ก��) 

�	�	���������ก 	 "-��!�(.	���	�	�(' ��. %�0%	 �����ก	� 

!�
�"�#� 

ก	�������	����1�2� �2���3�#�1�
�'�
�4�����(��	�
5

�6�6��!��#�1���	
ก	���	�
���
�������
 �
ก��!�"�	#$ก
�������
��	��	�����%�	�&����
 � �
�4��7	�	6���#8�����	
ก	�

���	�	
ก	���	����ก�������	���
�������
 �
ก��!�"�	#$ก
�������
��	��	 (�����%�	�&�� 
��
 �) ก	��ก9% ���-����
�%%����(:-��  ��1#;�:-��   ���-�#;�:-��#�1ก�%���(ก	�6��
�%%��%3	� �	ก����(!	
#�1�	ก� &���ก!"-�#ก���
 �7	��� 280 �� ��1��- �	�	�(' �7	��� 
120 ��  �
@�
��2(��246�����
�������
 �
ก��!�"�	#$ก
���������	��	�����%�	�&����
 � 

"�ก	�����(
%�!	 (1) "-�%��@:�ก��!�"-�#ก���
�!��6*)!��� �
.�	( �	(��1*�!	
 31-40 
#C ก	�.5ก0	�(-!�1��%���(�.5ก0	*�����2(%��!	  �3	�:	
���� �7	���%������ 2 �� ��1 
�2�	(&�� �D�24(�!������#�1�	+ 10,001-15,000 %	� (2) "-�%��@:�ก��!���- �	�	�('  
%�!	 
"-�%��@:��!��6*)!��� �
.*)�
 �	(��1*�!	
 31-40 #C ก	�.5ก0	�(-!�1��%#��))	��2 �3	�:	

���� �7	���%������ 3-4 �� ��1�2�	(&���D�24(�!��������� 25,000 %	� 5��&# 

"�ก	�����(
%�!	 ��	�
5

�6� �
"-�%��@:������	���
�������
 �
ก��!�"�	
�������

��	��	�����%�	�&����
 � (1) "-�%��@:�ก��!�"-�#ก���
 ��2(
�7	��%�	ก�	ก�24&#���( ���  
(1) ��	�"���:�+,' #$���(�24�2"-�%��@:���	��7	��)�-
������ �2��ก�	�6*��7	��1�7	���2ก	��-��
��ก0	���
�������
 (2) ��	�ก	��!
�����ก	���	� #$���(�24�2"-�%��@:���	��7	��)�-
������ 



(5) 


��ก
	���:	
6*�%��ก	��2 (3) ��	��	�	 #$���(�24�2"-�%��@:���	��7	��)�-
������ �	�	 	(�2
��	������� (4) ��	��!�
�	
ก	�����7	*�!	( #$���(�24�2"-�%��@:���	��7	��)�-
������  ������
ก	���4
G���
!	(��1�����9� 

"�ก	�����(
%�!	 ��	�
5

�6� �
"-�%��@:������	���
�������
 �
ก��!�"�	
�������

��	��	�����%�	�&����
 � (2) "-�%��@:�ก��!���- �	�	�(' ��2(
�7	��%�	ก�	ก�24&#���( ���  
(1) ��	�"���:�+,' #$���(�24�2"-�%��@:���	��7	��)�-
������ �2��ก�	�6*��7	��1�7	���2ก	��-��
��ก0	���
�������
 (2) ��	�ก	��!
�����ก	���	� #$���(�24�2"-�%��@:���	��7	��)�-
������ 

��ก
	���:	
6*�%��ก	��2 (3) ��	��	�	 #$���(�24�2"-�%��@:���	��7	��)�-
������ �	�	 	(�2
��	������� (4) ��	��!�
�	
ก	�����7	*�!	( #$���(�24�2"-�%��@:���	��7	��)�-
������ �2%��ก	�
�!
�����	 

 ��������1�24"-�%��@:����
��
ก��!��2��	����
ก	� �(ก�	��!��#�1���	
ก	���	� 
��� ��	�"���:�+,' ��� ก	�(������
�������
���(�2�24�2��+:	
�	ก(�4
 5�� ��	��	�	 ��� ���
�������

����26*�����ก*�	ก*�	(�1��%�	�	 ��	��!�
�	
ก	�����7	*�!	( ��� �������	
���
�������
6*�
�#8��1�%2(% ��	�ก	��!
�����ก	���	� ��� ���
ก	��!�������4�G���6�#���	+�	ก 


$	�$	
�%:   ��	�
5

�6�/�!��#�1���	
ก	���	�/���
�������
/ก��!�"�	#$ก
�������
��	��	�����
%�	�&����
 � 

 

 

 



(6) 

Independent Study Title  Marketing Development Approach for Lanna Traditional 
Garment of Local Lanna Embroidery Group (Bann Mai Lung 
Kon Community) 

Author Prangthip Boontham 

Degree Master of Business Administration (Business Administration) 

Advisor Asst. Prof. Bussaba Sitikarn, Ph. D. 

ABSTRACT 

The objective of this independent study is to study the customer satisfaction towards 
marketing mix of local Lanna sevice group of Bahn Mai Lung Kon in order to use as the 
guidelines for the local tradition garmentns development. There are both primary and secondary 
data. The primary data was collected by questionnaires distributed to 280 guardians and 120 
teachers from schools that use traditional garment of Bahn Mai Lung Kon group. 

 Demographic data shows that most guardians are male, 31-40 years old, with high 
schoolns degree. Marriage status mostly is married with 2 children and the average income is in a 
range for 10,001-15,000 baht per month. For teachers, mostly are female, 31-40 years old, with 
bachelorns degree. Marriage status mostly is married with 3-4 children and the average income is 
more than 25,000 baht per month. 

 The results of this study are divided into two groups which are guardians and teachersn 
satisfaction. (1) For guardians, ranking from the most to the least important factors as follows. 
( 1) Product, the most important factor is having a document about the garmentns maintenance. 
(2) Promotion, the most important factor is the politeness and a good service from the shop. 
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(3) Price, the most important factor is the explicit price. (4) Place, the most important factor is the 
quick and easy purchasing procedure. 

 (2) For teachers, ranking from the most to the least important factors as follows. 
(1) Product, the most important factor is having a document about the garmentns maintenance. 
(2) Promotion, the most important factor is the politeness and a good service from the shop. 
(3) Price, the most important factor is the explicit price. (4) Place, the most important factor is 
having a delivery service. 

 In addition, the suggestions that the customers of both groups need, based on the 
marketing mix, are; product, using a good quality of colorant in the garment dyeing; price, having 
the variety of the pricens range; place, setting the products in organized place; promotion, 
providing a discount for purchasing in a large amount. 

Keywords:  Satisfaction/Marketing Mix/Local Tradition Garment/Local Lanna Service at Bahn 
Mai Lung Kon 

 

 


