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Developing a Marketing Strategy for Native Textile in Phetchaburi Province
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Abstract

This study aimed to examine the current marketing mix strategies of local textiles in
Phetchaburi province. Their marketing problems and obstacles and propose an appropriate
marketing mix strategy for local textiles in Phetchaburi province. Main informant of this research
are group leader, members and customers of 6 local textile groups in Phetchaburi province (n =
20). The study area is local textile groups in Phetchaburi province. Strategies proposed from this
study include proactive (SO) strategy suggest the establishing of textile center in Phetchaburi as a
distribution center since customers had problem of remote of the textile shops. In addition
solutions strategy can also applied by using technology such as online marketing to extent market
segment.
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