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Senior Project Academic Year 2017
: The Development and Improvement Process of One Tambon One Product. The case study: Herbal

Green Oil product by community enterprises at Sattahip District Chonburi Province
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ABSTRACT

This research project aims to develop a process of product One Tambon One Product name
“Herbal Green QOil ". The research was conducted in Sattahip district, Chonburi province. The
methodology was a qualitative research. There were divided in 3 parts. The part | was a document
research to prepare a basic data for the next part. The part Il was the methodology which was In-
depth interview (15 of key persons including the Herbal green oil owner, a marketing specialist, a
marketing lecturer, the officer from the department of the community development and the product
customers).The part Il was integrated data of product information and problems were collected.
The problem topics were divided in the production process and the marketing. The problems of the
product are the mixing processing, product design, product variety and cost of raw materials. The

marketing dimensions were brand awareness, promotion, distribution channels. In this step, the



prioritize tools used Performance matrix and Root cause analysis. The final result from this research
was the executive summary which was a guideline for the business owner. The suggestion were
solved the problem that found before. In example order of mixing, product design, cost of raw

material, marketing mix.

Major Advisor Dr.Yutthapoom Meepradist
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3.1.11 ﬂaqw§n€$QﬂﬂﬁuﬁﬁLLaznﬁiﬂsauﬂfq&lﬁlmﬂ (Distribution of product coverage
Strategies)
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N1IAAIAAABILIZANUNLUNUNTIAAIATALITINUAZANUUALNUN1TEUATUNIAA @ﬁ

LRNIZIANZAY Fiaaeing iy Idnagninisdausiunisnanliifiauatls Tumigegaiua e ligan

a

[
4 a

atuayunsdudreun Mnagnidaainnisnaaliiinuagegainanszsuliinanisgeduiiaed

| a o =
137 ldn9s T eIz A NED AU AN UDSL]

3.1.13 naqwémﬁﬁ'ﬁiwmqmsmmﬂ (Spending strategies)

= R S ¥ = o -
‘].l”ﬂﬂﬁ"]ﬂ@gﬁlfﬂﬂmﬂqiﬁqqﬂmqﬂﬂq?m@’]@uuqq Nﬂf]?slsﬁ@ﬂf]\‘]i? LW@U??@QWQ‘U?%@\T@VV‘N

24 %

ﬂﬂﬁ‘ﬁl@ﬂﬁ@t%ﬁ%‘] FRINITLNNED ﬂ?]’]il?]'ﬂﬁ[ﬂﬁ"]gﬁﬂﬂ@ mmmmmuﬁm%ﬂ@ A2 Tl UANI9N Elﬁdi“ﬂ

TdaneliinemnegagnAnlie Wnnaesld vseaestedudnmdveneas lunssndulames
Aldana nnfesiiansundnagldluszauladmiunstiviedals vianaialavizawanisangla nis
NarsunAnldanalnasan Anduiludeiuduiuenldaanad luwnuiuaa npadasiusioge

L6y = . a X 4 Y = R

Anldans luanaetingls inawsaanaIfawmAnaszls Maavissner ldanauazaulssunas
Usng et ludauaulszunniaesulun1snans s i A danedulasnnanduiesay

Adl Z// ¥ = o 1 730 v o ¥ 1 v a ¥

weseanenaels nauFaunaunualdansaesdiinann Tdanasunisnaineenauin Ga@ud

WAN 3 FNU99LTEM INeaF19ANENIMN1INIRAIAZI4A
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W laauuuna iRt LadNNNTanaUAUaIAI981T M ANNFednIg eviTa ld (Belch and

Belch, 1993, p. 10-11) (19)
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HARSTUIFEY (19)
3.1.19 naqwémsmﬁ’agamamsmmm (Marketing Research Strategies)

wiung) (2553) MiliAnaninanlidn nagninismndeyaninisnana unnens nng
"y 4 o ¥ o . e e
JazmataaLuuionialunsuAduneniznIanIsaaIALIeng anssngaiuinaydaeLiy

KR o o=l 1% = Z// ¥ a o dl = a a
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i N3davnTUsunsudsaieAnmuasiinnunsiud irues uaznnAnssnaeduiing viaena
| = 1% o - Ao 1%
na9Ae sesnunauilymuazian1an1aniIeann nunauingUsraaAnenIsaatannmue Ly

Wmmﬂ@qwﬁmqmmmm (19)

4. WuARA MR uaziATasdialuneTWAUINSEUAIUNEANS
4.1 WUIAALATNY I TEUU (System Theory) (21)
David Easton uaz Thomas R. Dye 1ind1n1s Wigsnesdrassnaduszuudln fiineu
fuiusAuan nwanden uazsesinsuiusaliaenndeiu
Hicks (1972, p. 461:Semprevivo, 1976, p. 1: Kindred, 1980, p. 6) N&1941 $2UL AR N1T
mmﬁﬁmm?ﬁlwmmﬁq TneusiazAsd anuduiufieiunaziu viedluansznuseru e ldAana

. .4
aginglpaginguile

{
a

Robbins, Bergman, Stagg, and Coulter (2006, p.54) ey 5211 An RINNLIRLLAY
[ o e’d“l o o dl o ada Y @
NAUSTINULA ST TINAUAR NS Tl le AN
noufezuy Usznavlddoe 4 douiinendesiu (aseusd quadmuna, 2555) (21) Ag
1) flad@inidn (Input)
2) NgzuuNITwlsan W luN1saANIg (Transformation Process)
3) NaK@AR (Product)

4) n151launay (Feedback)

Tadarindn nezuUTUAIRlsan W BRERR
{Input) {Transformation Process) {Product)
F 3 F
nTtaunay
(Feedback)

U7 7 TaseaFranguiazuy (system theory)

(7 : UIRARAZNE=ITUL (System Theory). 2560.) (21)
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Certo (2006) (21) T#NA19 09I ULNNTLFMMLAD AWM NUTUN I AN ULATAY
Amilu Input Tgeinu Process 1Wn199190H1N199ANN989ANS N194INIT N19ALAN THRINNTD
A

vnamdaniulyl welild Outout BefRanisussgiativmng anadnulss@vana AnunIn uaz

puanalaaasdiislna Tnanszuaunistsmstiazdniusaaiuuasiunanaa

Refitindin (input) NT=U9UN1TTNT (Process)
L =
HAANE (Output)

1. vmenTayeed

ALAY TUHY 1. s=Aninaw
2. [ >

b 2. d=AvEna
3. NENEININNg C.
L

o 3. ATUNTN
TITHEIE LT
:l\l/ ::: 4

. . Puwalages
Tmafu F3ns

tihdinng dARIANTT 3
4 . p anAn
LATB4ANT B

n (9]

szuunsIMTlaenaa AN dNTLS IR TR LA UAN TN 19RNN T 4 fiu

717 8 TAeaF1anguf)azuuves Certo (Certo’s system theory)

(V7 : UsaRAUAZNY=ITUL (System Theory). 2560.) (21)

Norbert Wiener iinanananaasiaanuidiaaqysuaaniiamas a.a. 1948 4 luunAnlu

(78989AN1991 adAn g uszu LVl sEnausqatiads 5 Usynng Aail (21)

a

1) fladetindgn 1w ARgAL (Material) w3494 (Man) 911 (Money)

Q q

| a

2) NTLUAUNIT WINNTELIUNNTNARTUAsUANN I AL NAUAIWAZLFNNS

q

a % a

3) naNAR LA AUALATLENNT

o

ayafiaunay anneluesAnis 1 dayanineu §1sung wisesdnsdade

u

e

4)
an e lulseanulald W

5) AsuandaunieuanadAnis liun §uslne ANTNLATEFNA A7LHB novane daAn

ezinl LazA N
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ﬁmmmﬁﬂmmwﬂn ! Emvironment

FURBIANT

Tadetinin NTzUUNTT HANAR Fudiuax

¥
¥
¥
h

Input Process Output uznas

F ) F 3 F

dayafiaundy (Feedback)

& & B oo d '
ﬂjﬂu‘]ﬂ'ﬂﬂnqnm f(‘ll'l_lﬂﬂﬂ 1-mguﬂnﬂaﬂni*

Y
F Y

7171 9 TAseaF1angui)szuLved Norbert (Norbert's system theory)

(V7 : UsaRAUAZNY=ITUL (System Theory). 2560.) (21)

anAn U1all (2553, Wi 305) Wanlunitlade a9AnITLATNNIAANTT 1 LEANNUNIE A9
N19LANTEaNAANEYE (Results Based Management: RBM) A8 N13131ssjiiudnnmanazes
& [~ o v a ;A & = [ Qf = a % a
agAnsilunanyna1u NsUfIRNuLeseAnsiNadug e e N7 lFaNNHANA WAL
NAANTNLINATUATY (21)
a =& A a dl % Y dl % 1 % a [~1
HANAR (Output) YuNEDY AMUMTaLTNINA M NYeesgdane v lvilseaau nanamny
1 v 1
HAITUAINATUAINNNTNNNUIBLANNTIND 1F0LNAAINAANTINIBIRAIUINTATIALAT 1T 1199
1TnsUszanmatssangn ufv
o o =® -dl a 43 a 4‘ = o o o ¥
HAANS (Outcome) UHNENN HANAATUANNNANARTINANANAUS IAtIATai LU sy aaue] 8N
5U13N17 W Uszanaulasumnnazaanlunismunig Wunadnsannisadienuu Wusu (21)
v 1
ATLUIUNIFAANITITZLU WUUIARAGN NTZLINITTANTIRAN LT URaUA et ulussLL
wazdanleaiuetadussidey AuwAdURaY Input HIKNTTLIUNITLINNIIANTT Process AUt

qavine Aa Output
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1) tlad@iinidn (Input)
o MQAL (Material)
e LINU (Man)
e 7 (Money)
. Lﬁ'??'mﬁ@gﬂmai (Machine)
e 33017 (Method)
e N17LIUIAANT (Management)
2) NT¥UUN1T (Process)

3) HARNEAINNIZLIUNNT (Output)

4) Wapausy (Feedback)

1248111121 (Input) :> N&=UIUNS :> HAANWE

1. i’mqﬁu (Material} (PI’C‘I'IEESE} (OUTPUT}

. LS99 (Man)

- MU (Money)

. ipggaiiagunsal (Machine)
. 8M9 (Method)

m o B W M

. NM$UFT9ANTE (Management)

NAMALUS5U (Feedback)
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4.2 NANNISDRNULLLFTIANUINNE (22)
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4.4 gluuunisamAuAuan

James uaz Jerry (1998) (24) lananaldannuiisda The Warehouse Management
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4.4.5 szuumsamnuntilaniinuasiumuaaefa (Random location system)
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o ldsnarmenlisanfuaan
o FlunnsanduANIfAULaTANANATYIRSTTnyUY
o lflunnneuny wasudlatloymn

o dnunTnRaRNNanITu ltToyvn T3 1

IELH IELE]

AUVRYEHN

NezaANAUNAY e

AR IEY

L

tlad 1ladt GRIv

ar

HRANE (Effect)

TAsa8T19uRUHIS 1 WRUAZIA (Fishbone Diagram)

9117 11 TAsaFUaUsA IBUAZ KA (Fishbone diagram) Mitlsyensldlugnuaas

4.5.2 PNTNLAAIAIALAMNIIATYUDIANLALS (Risk matrix)
ANNUAPNARNALANNANATYIRIANNLALN (Risk matrix) AR A1919luNsinsauls
2 fiv reampnisndliedszasd wisalanianaziiamenisnilaifalszad udnsziuazdnansiu
o o/ rdl a é’ dl ¥ o a
AudNAtyIasmAnIsaiiatwne ldlsenaulunnsadunisuila

A mFulusnuddeiianziide liinasauania Aua N AnyreeaNLAes

(Risk matrix) #1U5uasuilumnsnelusiT@adn Performance matrix Tasinsd5uilasuiinnau
walfmunziuaalsyasfaasnisinesasiali1flunisdnsaaumaudiAtyaesilyman

1 dl ¥ o o o o o o 1
nszuaunesinge] Welflszneulunisdnanduriuwsudwinudlaluwsiazlomn



61
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