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The purpose of this research were 1. To study buying behavior for Na Muen
Sri Weaving Group Nayong District , Trang Province 2. To study The strategic marketing
Development for Na Muen Sri Weaving Group Nayong District, Trang Province 3.To
study internal environment and external environment of Na Muen Sri Weaving
Community Enterprise Nayong District , Trang Province 4. To propose a guideline to
develop strategic marketing for Na Muen Sri Weaving Group Nayong District , Trang
Province. The research completed by using mixed methods research in combination
of Quantitative Research and Qualitative Research method. The research instruments
was a questionnaire and interview. Statistic used in the research were percentage,
average and standard deviation. The research finding are as follows:

1. Most of the respondents were female early middle ages (36-45 years) marital
status, bachelor's Degree, earned between 15,001-20,000 bath, occupation of
government / employee.

2. Most of the respondents purchased the cloth for use it yourself. Buy product
at Na Muen Sri Weaving Group Center, make a purchase manually, buy the product
based on the pattern of the fabric, receive product Information updates from other
people, the cost per purchase is less than 1,000 baht.

3. Overall, consumers are satisfied with marketing Na Muen Sri Weaving Group
Nayong District , Trang Province on a high level, the mean was 3.75 and the standard
deviation 0.73 was the percentage of satisfaction level of 74.91.

4. Analysis of the environment of Na Muen Sri Weaving Group Nayong District
, Trang Province found that Strengths are leadership groups are strong, the products
are of high quality and variety as well as unique, has a network with nearby
communities, Weaknesses are lack of marketing planning, lack of financial knowledge,
and Less distribution channels, Opportunities are supported by government and
private sectors, a policy for government officials to wear local textiles, area in Na Muen
Sri There are popular destinations, Threats are political violence and economic

fluctuations, young generation has no interest in weaving.



5. The guidelines in marketing strategy development for Na Muen Sri Weaving
Group found that 1) Products Should cooperate with government agencies and higher
education institutions to develop products. Weaving patterns or develop new products
into the Modern Trade market. 2) Price should set the market price to stimulate sales.
3) Place It should increase distribution channels to a wide range of consumers can
easily access by focusing Social Media, Digital Marketing and4) Promotion there should

be advertising and public relations, Via the online media electronics and to continue.



