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Abstract

This research aims to develop marketing strategies for Khiriwong Herbal Village Group. The
Group’s potentials with respect to marketing, production, management, and finance and accounting; target
customers’ demographics, and factors affecting customers’ buying decision are investigated. Khiriwong
Herbal Village Group is a potential local business group because 1) its raw materials for production are
locally available, 2) to ensure customers’ satisfaction, the marketing-oriented approach is observed, 3) to
avoid local competition, the ‘One Home One Product’ policy is enforced, and 4) investments are drawn from
local funds or loaned from Khiriwong Savings Group with low interest. The majority of target customers are
females. The factors affecting customers’ buying decision are the product, the price and the product placing.
Marketing strategies are set to increase sales volume by 20% within the first year of business launching in
the south, and to maintain a yearly 5% sales increase within the next five years. Target customers are those
who are residing in the South, health-conscious, and prefer herbal or natural products. The main strategy
to be carried out is to extensively promote the products so that more customers are aware of their properties
and qualities.
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