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ABSTRACT

The objectives of this study were to explore: 1) STP marketing strategies and
market mix having an effect on whipping cream product consumption of beverage
and bakery entrepreneurs in Muang district, Chiang Mai province and 2) marketing
feasibility for whipping cream production of Dairy Cattle cooperative and milk
collection center. A set of questionnaires was used for primary data collection
admistered with 227 entrepreneurs obtained by purposive sampling. Secondary data
were collected from related researches. Obtained data were analyzed by using the
Statistical Package for the Social Sciences Program. Correlation and Chi square were
also employed for the statistical treatment.

Regarding marketing strategies and marketing mix (4P’s), results of the study
revealed that, as a whole, product had an effect on the decision-making to purchase
whipping cream at a high level. The respondents put the importance on unchanging
of whipping cream and time span of whipping cream keeping at a highest level. For
price, as a whole, it was found at a high level which the respondents put the
importance on a reasonable price. Based on distribution channel, as a whole, it was
found at a high level which the respondents put the importance on the convenience
in whipping cream purchasing at a high level. In terms of sales promotion, as a
whole, it was found at a high level which the respondents put the importance on

quality guarantee after sales and promotion at a high level.
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Regarding a guideline for the construction of marketing strategies of whipping
cream of Dairy Cattle cooperative and milk collection center, it was found that
factors effecting the relationship of needs of the respondents in terms of product
were guality and raw materials used for the production was at a highest level. The
bakery respondents put the importance on unchanging of cream at a highest level
and the ice scream respondent put the importance on product package at a highest
level. In terms of price, the bakery respondent put the importance on the product
price at a highest level. For sales promotion, the coffee respondent put the
importance on promotion activities at a highest level.

Regarding an analysis of the marketing possibility based on B/C Ratio and IRR,
it was found to be possible. That was, the small cooperatives had a return on costs
(B/C Ratio) throughout the project at the discount rate at 0.50 which was greater than
1 or equivalent to 1.57. This implied that the whipping cream production project
gave returns from the investment for 0.57 time as much and the internal rate of
returns {IRR) throughout the project was 22.32 percent which was higher than the
discount rate as fixed. Besides, the average annual rate of returns (ARR) was
equivalent to 35.33 percent and payback pericd of the project was 6.99 years.

The medium cooperatives had the returns on total costs (B/C Ratio)
throughout the project at the discount rate of 0.50 percent which was greater than 1
or equivalent to 1.63 times as much. This implied that the whipping cream
production project made returns on the investment of 0.63 times as much and the
internal rate of returns throughout the project was 3.972 percent which was higher
than the discount rate as fixed. This implied that the investment made more returns.
Besides, the average annual rate of returns (ARR) was 4.25 percent and the project
investment’s payback period was 6.76 years.

The big cooperatives had the retums on total cost (B/C Ratio) throughout the
project at the discount rate of 0.50 percent which was greater than 1 or equivalent
to 1.51 times as much. This implied that the whipping cream production project
made returns on the investment of 0.51 times as much and the internal rate of
returns throughout the project was 7.224 percent which was greater than the

discount rate as fixed. This implied that the investment made more returns. Besides,
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the average annual rate of returns (ARR) was 7.81 percent and the project

investment’s payback period was 7.26 years.



