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Abstract

The objectives of the case study of Changwat Pattani were to observe current
marketing strategies, the relationship between certain factors and the approach to developing
the marketing process and to study the approach and form to develop marketing process for
vocational groups in rural areas. The study was a descriptive-explanatory research. The subjects of
the study were the committee members of vocational groups and the government officials who
were involved. Two research instruments weredised: a questionnaire and an in-depth interview.
The data were collected in 12 districts of Pattani province. Data obtained were then analyzed.

Most of the committee members were women, Muslim, aged under 40, with at least
high school education. Also, the committee members’ main occupation is in agriculture with an
average income under 30,000 baht per year. They have been working as vice-presidents and
secretaries for 1-3 years in agricultural groups, household industrial groups, and craftsmen
groups.

The marketing process began with an analysis of the market. The vocational groups
did not have a standard procedure for target selection. In general, the groups developed products,
prices, distribution, and marketing promotions by using the market information in making the
decision. Moreover, the groups also provided training for their members.

Government and local leaders also support the vocational groups. However, they
cannot do this very sufficiently. Both group leaders and members participate in this process with
the main goal of gaining the profit. Most groups held meetings and had set amount of budget.
The geographical, cultural and social factors also had effects on the marketing process.

Individual factors that correlated with the approaches in developing the market were

sex, education, occupation, average income, length of membership and characteristics of the
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vocational groups. Other factors included local leader’s support, leader’s knowledge, members’

participation, group process, budget, and geographical, cultural and social factors.

The study suggests that government should put more effort into promoting all types of
vocational groups, particularly female groups. All members should be supported to have at least
high school education. The government should also support the group members who work in
agriculture, with an average income under 30,000 baht per year and have been members for 1-3
years. They should provide training for committee members. Group processes and members’
participation should be encouraged. In addition, budget and infrastructure should be provided. The
government should also consider cultural and social factors in developing the marketing process.
In the marketing process, it is necessary to make marketing research before producing. Pricing
should be determined according to cost of manufacturing and competition. In addition, vocational
groups should look for other opportunities of product distribution such as E- commerce and some

product promotions.
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