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Marketing management for success of the melon grower in

Ban Nongkang community enterprise
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Abstract

The objectives of this research were to study the marketing management and the important level of
marketing mix to success of the melon grower in Ban Nongkang community enterprise. This study was a qualitative
research using structured interview and non-participant observations. The sample group consisted of the leader,
deputy, and 48 members of the community enterprise, selected by purposive sampling. Data were analyzed by
substance manner, and quantitatively analyzed by percentage, mean and standard deviation. The result found that,
the success of the community enterprises was driven by commitment to marketing and production management. All
of them needed to have product improvement, grading and acknowledgement focus about quality of product. There
was a certain distribution by contract farming. The pricing management were to stabilize the price and elastic the

price for low grade products. Public relations were managed by government official. The important level of marketing
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mix results showed that the product was at the highest important (X=4.88, 5.D.=0.33), distribution and price were at

high important (X=3.77, S.D.=0.53) and (X=3.66, S.D.=0.37), respectively. The marketing promotion was at less

important (X=2.41, S.D.=0.61).
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Figure 1 Members join to work.
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Figure 2 Melon’ s variety (Moragot and Golden).

15 fauanmintaendaadraduaan
‘l%m“ﬂmmﬁmmummﬁmﬁ'ﬁﬂjmﬁuﬁﬁmwm
(GAP) fnennstlgnlulssisan Waannisl¥annad
gL B LI NENALE N LR HanER
NAKAMABIHIUNITATIRADLANTIANANNLTEY

at1adinen (Figure 3)

Figure 3 Melon’s greenhouse.
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Figure 4 Measurement of melon’s Brix before

harvest.
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Figure 6 Primary packaging to protect the products

before transportation.
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Figure 9 Some melons were sold by retailer in

the neighborhood.
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the importance level of marketing mix mean S.D. level
1. product
1.1 standardization and grading 5.00 0.00 highest
1.2 taste 5.00 0.00 highest
1.3 safety of product 4.92 0.28 highest
1.4 selection of variety 5.00 0.00 highest
1.5 sufficient quantity 4.50 0.68 high
mean 4.88 0.30 highest
2. channels distribution
2.1 direct sales to contract company 5.00 0.00 highest
2.2 establishing trade with intermediate network 3.56 0.57 high
2.3 multiple Marketing channels 3.77 0.80 high
2.4 retailing 2.31 0.77 less

mean

3.66 0.37 high
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Table 1 The importance level of marketing mix (continue).

the importance level of marketing mix mean S.D. level
3. price
3.1 stabilize price from contract company 5.00 0.00 highest
3.2 elasticity price by negotiate with intermediary 3.79 0.94 high
3.3 retail price 3.29 0.58 medium
3.4 seasonal price 3.06 0.69 medium
mean 3.79 0.53 high
4. promotion
4.1 cut-out at production place 2.85 0.71 medium
4.2 public relationship by official government 2.75 0.48 medium
4.3 events & exhibitions 2.67 0.69 less
4.4 website 1.38 0.56 least
mean 2.41 0.61 less
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