d' A Y Y a @ a [V s A a A
BOLIDINNIAUNIDATL HUIN I IUMSWAILINIINITABIANAA N VU NIATOITU 1TND

AOUAUDIANUADINTVO NI NN AN 1IN IUS AN D104

v % = 1

TarTarea vy
A ya ¢ ga ¢
Borjlvan ¥715911 2AaaINTal
nangns VIMTFINIUMTUNA (UTNITFIND)

dd‘ == Y 4 a A
219158501 HAI8AANI19138 A, YBU1 ANTN3
U v
unneee

E4 v
A A v

= a J A = o 1 A
MsAny1 laedaseil ’J@Q‘}Jiz’dﬂﬂ (1) eane1davedindszaunimsaaianina

'
A [V

1 v A g a [ o a @ v { o (%
@]’t’)ﬂ?iﬁﬂﬁﬂi%!ﬁ@ﬂ‘%ﬂﬂﬁﬁﬂm“ﬂmﬁ’ENNL!GU’EN‘Hﬂﬂﬂﬂlﬁﬂ?%??%uclu@”lmﬂlﬁﬂﬁ IININ

= [ d‘ = [ [ 1 a [ 4 d' a o A
Fea vy (2)LW@ﬁﬂHWﬂ%ﬁ]ﬂﬁ’Juﬂi%ﬁﬂJV]W\?ﬂWi@ﬂWﬂﬂlﬂ\‘]Nﬁ@ﬂmWHﬂiﬂﬂN‘Ll(ll‘!ﬂﬂﬂﬂm’f)\i

[ (%

= [ 9 3 A A < Y o 1 A
ﬂﬁﬁ?ﬂl%ﬂﬂjﬂu Tﬂﬂclcmuuﬁ’raummﬂumimnf)olumimma‘iﬁaaﬁumga%muﬂ‘ﬂmmm%n

)

[

1w [ v a a Y 9 o o
AU ITUIU 400 518 Tﬂﬂm’iqum’e]EJNL!,’U°1J‘mLﬂﬂjuim‘JWzﬁﬁu’em“aTﬂﬂ%TﬂiLLﬂiNﬁ%i%gﬂﬂN

aaa MM uaznFansiaul Uszneudie A1aud A1fesas aunae d1udeuuy

& < v o Y A a6 vq ¥

WAIFIUL dnnemsinudeyannmsdunpiglsznoumsnieudu 1w 3 1elaldng
Y v

a J A . ) J = @ 1 v A o
UATIZHLHONT (Content Analysis) HAZAUIUAURAY (Mean) ¥0IAWU5UAZAIU et la

)

o 4 @ a Jd 1 v .
“I/nﬂTiL%’E]NIENﬂ“]Jﬂﬁ"ZlLﬂiWZ‘l’iﬂf’E’)\‘i’)N (Gap Analysis)

= 1w 1 A 1 13 a A 1 2 A
wam‘iﬁﬂmwmmﬂwmmmmuclwaggﬂumﬁwﬂﬁ UDYITHIN 21-30 U yaorunn

a A =

Taa I5101dmasaoidoudinii 3,000 neau Tszaumsanyiegluszauliynias To1dw
[} = (%] = 1 1 d‘ % % = 1 1 3 o % % 1

WnFounindne uazdiulvnaimenuiodndiniadesmininnin 1 as dmsviladeaau
Uszaunianisaaia Jaunasluszaunin Geanudiay 1aun a1us1a1 (Price) 11T

' a 1 ) 1 a o 4
AUATUNITO01A (Promotion) ﬁWU“]ffJ\‘W]Nﬂ'ﬁEﬂWquWEJ (Place) uazﬁ’mwammm (Product)

(4)



dmsuiletedesaiusian (Price) Inundeluszaunin Ao IAunaNzauR U W
a Y a A o a 9 1 9 a kY
sinduminiasgiu msaathougaeamidanu siaduiamnsoasiosld siadud

' Y

na1NMa1Y LazNIITUTITZIIUAetasnTaala dededesaiunisduasunisnaln
. S A @ A [ A a Y a Y Ao a o
(Promotion) HAundsluszauun An masunasudummnaunnuiym msuTmanains

@ o 1 v 4 I 1
e wiinaueamnso Iidoya ladanu mslddiuasungnar msldgdeunod udiuas

QU a

_ L T o < & a v o o < ¢ o 1
ﬁ’lﬂﬁﬂﬂ’li%ﬂﬂi\‘]ﬂﬂqﬂ AN IADNTUA L!,azmﬂmym1 ﬂﬁzmauwu‘ﬁmu’m]’l%@l ;ﬂ"l]i]ﬂﬂﬂﬂ

v 1 v o 1 o = o A 1A A Y Y 5 9
ATUFDINIINITIADINUY (Place) Mﬂ'llﬂaﬂql,uigﬂllll'lﬂ ADAITNUUEDDDUDITTIUAT AU
1 o 1 { 3 v g Y Y 1 1
Lﬁﬂ\?W@Gl'ﬁ]ﬂ'lii]'lwu'lﬂ ﬁmuﬁmﬁzmmmmﬂﬁaﬂc% Uiiﬂ?ﬂ'lﬁﬂ?ﬂil!i'lﬂﬂ'l LBU ANUTIN
9 Y] a Y I 1A Y o dy ] (] A 9 =\ [
ﬂ']El(lui'luﬂ'ﬁi]ﬂﬁ'l\iﬁuﬂ'llﬂuﬁﬂ?ﬂw%! ﬁuﬂ’lﬁ’]ﬂ’liﬂﬁ\icﬁﬂW'IHGHE]\WTN@‘L!Ulﬂ LASUNTTANLAN
Y o Y A o o A = Y A A o o
ITUAIYANY ﬂﬂﬂﬂﬂ@ﬂﬂ'luﬂa@ﬂmm (Product) llﬂ'llﬂﬁﬂsluigﬂllll'lﬂ o Nﬂ1§5ﬂﬂ5$ﬂuﬂmﬂ1w
@ 4 a Y a Y v I a { 1
PNANHULIRNICUVDITUA ﬂmﬂ?WﬂJ@ﬂﬁuﬂ’lﬁ@ﬂﬂuNu 92.5% ﬂlu']ﬂﬁﬁgﬂjﬂuﬂﬂ'li‘WﬂW'l
a2 4 Y Y aSa o w o Y v %
AIUNAINUATYVDITUA mﬂwm“lﬂslu%mﬂizm’m ﬂ']iWGJJH'IE'IJLLU“UGlWTIHﬁiJEJ NPV

Y o

<3| a =) @ 7 a
Lﬂuﬁuﬂﬂ’iﬁﬂﬂiill Mﬂiiﬂqﬂm“ﬂﬂﬁ’)t’lﬁ'm fﬂiNaﬂ@1llﬂ’)1ﬂ§§]}’ﬂ\‘lﬂ'l'§ellf]ﬂ@,ﬂﬁj'l N1I0NHUU

'
Yo

o 9 ¥ 9 Y] ' = A Y A g Y
Uii@ﬂ&l%iﬂﬁﬂ@ﬂﬁflﬁﬂumﬁmamﬂ 9 LLamemummﬂuﬂgi]ﬂ

o d 9 9 A a o A [ v A 1 1
HanINMIAUMBAl MUALIznoUNIAToIIuTuE IARINEY 39 TaFea vy wun
9 o 9 0o v o a a 9 Yy ~ o 9
Ailsgnoumsdinelianudingyiumssaaaum liigamn In1sMuuasInInNAUNUDIN
flsauNndsan1s T¥eIN1NITIAIHUIEFY VTOIUDUUAULAY NITVIYHIY 1AT U
a L~ A o d I 9 ~ 1 A ~ [ 1 o ' Y
dumesiia, dedanuesulall tludy vaziimsdaasymsaaian luuana1adu wu sl

' a 1% [
AIUAA NITUINITHAINITVY L‘ﬂugfu

(5)



a Jd 1 1 1 4
HAaINNITAANTILHI¥DIIN (Gap Analysis) ‘llfNﬁ'Ju‘l]ﬁg?ﬁJVﬂQﬂ'lﬁﬂa']ﬂigﬁ'JW\‘]QﬂﬁQﬂ

a o s A a o A Y] v A 1 T A [ d'g}
uazqﬂmummwamm«wmimuuclummamm rdIaFee v wun Nﬂﬂﬂﬂ“ﬂ@ﬂﬁ%ﬂﬂ‘ﬂﬂﬁ

a o 4

A A A Yo @ I 1 ) % dy 9 a [ d A
Waﬂﬂﬂ!cV]Lﬂi’E'NNHVIﬂ?ﬁllﬂﬁﬂﬂ'liwwunlagﬂﬁﬂﬂéq TungazAuasil AuNaanu Ao N3

Y @ 4

A A Yy IS Y Y Jq9 ¥ 4 [ N
Waﬁﬁuﬂﬂﬂuﬂ'ﬂulﬂulﬂﬂaﬂ‘ﬂmZ‘ITL!L!'] fﬂﬁﬂ@ﬂLL‘]J‘]_J‘UiiEﬂqﬂﬂ!“ﬂiﬁﬁﬂﬂﬂﬁﬂiﬂ‘iJmﬁﬂ"laﬁ'N“]
@ a v Y I AYw dgl ) A A 1 v o a Y
ﬂ13WWUT@]STﬁMﬂWi‘HLﬂuﬂgﬁ]ﬂNTﬂﬂJu ATUIINT AD ﬂ']'illeJG]f’t’)\i‘i/lNﬁlUflTii‘Usb'TiﬁiNualﬁiJ

Y, ' A A |y A a v a Y a
AIMUUAINYIAY LAZATUNITTUTIUNITANIN AD miimﬂaﬂuﬁuﬂmmﬁumu‘ﬂtym LUae

Y Y
msigdesdruaadmsumsdensana la

fmdnay: dauilszaunamiaaia/manfasiinieudu

(6)



Independent Study Title Approaches for Silver Products Marketing Development
Responding to Chinese Tourists’ Needs in Mueang District

Chiang Mai Province

Author Chawaroj Wongleelakorn
Degree Master of Business Administration (Business Administration)
Advisor Asst. Prof. Bussaba Sittikarn, Ph. D.

ABSTRACT

This independent study aimed to (1) investigate marketing mix factors on decision to buy
silver products of Chinese tourists in Mueang district, Chiang Mai province, and (2) investigate
marketing mix factors of silver products in Mueang district, Chiang Mai province. To achieve the
study objectives, questionnaires survey was employed to 400 Chinese tourists by accidental
sampling. Computer analysis program is used for data analysis. Descriptive statistics which were
frequencies, means, and standard deviation were used to explain data. Moreover, the data of an
interview of 3 entrepreneurs were analyzed by using content analysis and Mean of each factor

associated with gap analysis.

The study results showed that most of the Chinese tourists were females, aged between
21-30 years, single, the average monthly income less than 3,000 Yuan, bachelor’s degree
graduate, students and visited Chiang Mai more than once. It was found that marketing mix
factors were ranked respectively as followed; the price factors, the promotion factors, the place

factors and the product factors.
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The price category minor factors ranked at an important level were as followed;
reasonable price with quality, standard price, price tag attachment, negotiable price, variety price
and credit card payment channel. The promotion category minor factors ranked at an important
level were as followed; product return policy, after sale service, sales person with product
knowledge, discount, voucher for a next buy, catalog and internet advertisements. The place
category minor factors ranked at an important level were as followed; the reliability of merchants,
product stock for sales, comfortable store location, the atmosphere of a shop, product display, the
product sale channel and decoration of a place. The product category minor factor ranked at an
important level were as followed; quality warranty, the uniqueness of product, quality of 92.5%
silver product, product size carry on, product variety, daily usage purpose, fashionable product
design, product handicraft, packaging design, made to order, special packaging design by

occasions and Branding.

The result of an interview of entrepreneurs of silver products in Mueang district, Chiang
Mai province showed that they prioritize the quality of the product manufacturing, marking up
price, place of selling such as walking street, internet, social media, etc., and alike promotion such

as offering discount, after sales service, etc.

The result of gap analysis between demand and supply of marketing mix factors of silver
products in Mueang district, Chiang Mai province showed that there were factors needed to be
developed and improved. Product factor needs to retain the Lanna tradition, design a packaging
by occasion, and make a well-known branding. Price factor needs to provide variety of payment
channels. Promotion factor needs to provide a product return policy, and give a voucher for a next

buy.

Keywords: The Marketing Mix/Silver Products
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