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Abstract

This study aims to propose guidelines for developing a service marketing mix for the
OTOP Nawatviti products in Kamphaeng Saen, Nakhon Pathom. The key informants were 30
tourists who purchased OTOP Nawatviti products from there and 19 local entrepreneurs. We
collected data by in-depth interviews using a semi-structured questionnaire based on
theoretical concepts concerning service marketing mix. The results revealed that the total
number of 19 OTOP Nawatviti products of Kamphaeng Saen community could be categorized
into two types: food and appliances. It was also found the marketing mix for Kamphaeng Saen
products were moderate and did not receive proper attention from tourists. The products were
found to be prominent from the service marketing. The price was within reach. The staff lacked
a good understanding about service delivery. The entrepreneurs were advised to focus their
attention on OTOP Nawatviti tourists and improve their service marketing skills. It is expected
that the entrepreneurs will take the suggestion in improving their marketing mix to generate
higher income for the residents and to strengthen the economy of Kamphaeng Saen

community.

Keywords: OTOP Nawatviti, Travel, Service Marketing
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