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ABSTRACT

The purpose of this independent study has two objectives. (1) To study the marketing
mix to influence the decision of entrepreneurs to purchase mango wood products from the TK
Mango Wood Company and (2) To study an approach to the marketing development of mango
wood products and can be applied to the marketing of mango wood products. The samples of
independent study selected as a whole (Census) are 20 respondents entrepreneurs who were
customer of TK Mango Wood Company during May - September 2013. This research employed a
qualitative method. Data were collected through means of questionnaire document and In depth
interviewing (Semi Structured Interview) and analyzed by using descriptive statistics and

analyzing with percentage.

The finding of this independent study revealed that the marketing mix factors that
influence the decision to purchase mango wood products from TK Mango Wood. Product factor
of the entrepreneurs interested in the product diversification, product quality, product standard
and production technology by sequence. Price factor the entrepreneurs interested in the low price
and credit term. Place factor the entrepreneurs interested in the delivery time, inventory
management and sales channels. Promotion the entrepreneurs interested in the promotion and

direct marketing.
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An approach to the marketing development of mango wood products TK Mango Wood.
Product factor in products diversification, product design should be developed in shape and form
including technical details of the design raw materials and maintain the product quality and

product standard.

Price factor the price should be suitable with the product and the price will relate with
agreement entrepreneurs and price be changed in short period entrepreneurs may become
confused. Also, according to the pricing mechanism of the market and the customer can bargain.
Includes consideration to the timing of payments to the operator by providing a separate case for

each case.

Place factor should be added to the channel and developing distribution channels by
focusing on the sales channels such as social media applications website social networking tools

as Face book to facilitate coordination with entrepreneurs.

Promotion should be managed to promote the promotion to suit each customer to be able
to retain existing customers, attract clients and customers should have new promotions to provide

customers with more choices.
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