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Marketing Competency Development Guidance for Rural Women
Entrepreneurs : A Case Study of Small Enterprises in Knitted &
Embroidered Cotton Product
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Abstract

The purpose of this research was to present guidance to develop women entrepreneurs’ marketing
competency of knitted & embroidery cotton product small enterprises in Sankhamphang community of
Chiang Mai province.

The research covered women entrepreneurs’ information; personal information, types of enterprises,
motivation factors in starting up business, production and marketing operation. The research also covered
personal information, attitude and behavior of customers toward knitted and embroidery cotton products.

In collecting data of women entrepreneurs, the author used a structured questionnaire as a
research tool in interviewing the representatives of both small enterprises in the community.

In collecting data of customers, the samples were 400 customers who have bought knitted and
embroidery cotton products. Quota sampling was used in regard to main location of customers; Chiang
Mai 200 samples and Bangkok 200 samples. The self administered questionnaire was used as a research
tool. The data was analyzed using several statistical techniques including frequency, percentage, t-test, F-

test and Chi-Square test by using SPSS.
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Introduction

The economic development is strongly
related with the progression of women’s roles.In
countries where women have been playing a
significant role, the economy has steadily grown.
On the contrary, in countries where women are
restricted in their rights, the economy has grown
slowly. According to the survey of the United
Nations Organization, over the past 10 years,
women have increasingly participated in the
economic sector as executives. They own more than
25 percent of all businesses. (United Nations. 1999)

Even though in Thailand, there are no
surveys on businesses owned by women, it is
obvious that women are dealing in business in
significant numbers. Consequently, both state and
private sectors have been currently concentrating
on developing women entrepreneurs’ competency.
Particularly in 2007, Office of Small and Medium
Enterprises Promotion initiated the project
“Women SMEs”. Their main objective is on
promoting women entrepreneurs to recognize
business opportunities as well as to support and
strengthen them in developing effective
management competency. This project is very
crucial at this stage because SMEs played an
important part in Thailand’s economic system that
covered approximately 99 percent of all business
in 2006. (Office of Small and Medium Enterprises
Promotion. 2007)

Sankamphaeng is one of the districts in
the province of Chiang Mai, Thailand. The district
constitutes many communities which operate
various kinds of small enterprises. Their products
are mostly traditional, especially agricultural
preserved products, handicraft products, silverware,
pottery, wood carvings, precious gems, sa papers,
and hand woven cotton cloths. (Chiangmai
Community Development Provincial Office, 2008).
Among these products, the hand woven cotton
cloths are one of the products that have been

produced for many decades in the community.

This product is made traditionally by hand. It
represents the way of living, identity and custom
of the people in this community. Additionally, it
is made from natural materials, therefore it is
recognized by every generation as one of the well
known and popular products of Sankamphaeng.
(Business Thai. 2007)

However, hand woven cotton cloths are
consuming too much time in production, this
results in less quantity, hence most of the women
entrepreneurs in Sankhanmphang have adopted
machines for weaving. The quality of cotton
cloths that are woven by the machines will not
differentiate from weaving by hand, but it will
provide better quality of consistency and design.

However, the people in the community are
still preserving their own identity by knitting and
embroidering hand made design on these products.
This will help their products remain traditional
and retain value in the present day. (Churee
Dejying. 2008)

The development of small enterprises in
knitted and embroidered cotton product is a
critical part in enhancing the traditional way of
living of the communities in Sankamphaeng.
Although they are small enterprises, it is essential
that they should adopt a good practice of
marketing management. Presently, it is found that
marketing is one of the SMEs’ big problems.
Therefore, the implementation of the marketing
management science will assist them in operating
their businesses more effective and efficient.
(Office of Small and Medium Enterprises
Promotion. 2007)

In interviewing one of the women
entrepreneurs in this business, it was found that
most of the entrepreneurs have not been able to
increase sales to meet the target. This problem
has been caused by entrepreneurs’ incompetency
in marketing their products. Although they have
participated in several training courses held by the
state sector, they have not been supported

adequately and consistently. (Aiamsiri Tansahawat.



2008). Therefore these women entrepreneurs
should be trained to develop their marketing
competency, so that they will be able to operate
their businesses and adjust themselves under a
rapid change of both internal and external
business circumstances.

With the aforementioned reasons, the
author is then interested in conducting research on
a guidance for developing marketing competency
of the women entrepreneurs who are in knitted
and embroidered cotton product business and own
small enterprises in Sankamphaeng. The research
results will be advantageous to these women
entrepreneurs in marketing their products
effectively to meet their customers’ demand. This
will lead to a mutual benefit of sustainable
growth and development for small enterprises and

communities in the future.

Research Methodology

The research covered women entrepreneurs’
information; personal, types of enterprises,
motivation factors in starting up business and
production and marketing operations. Moreover,
the research also included personal information,
attitude and behavior of customers toward knitted
and embroidered cotton products.

In collecting data of women entrepreneurs,
the author used a structured questionnaire as a
research tool in interviewing the representatives of
both small enterprises in the community. These
two enterprises had a total of 266 members.

In collecting data of customers, the
samples were 400 customers who have bought
knitted and embroidered cotton products. Quota
sampling was used to collect data in regard to
main location of customers; Chiang Mai 200
samples and Bangkok 200 samples. The self
administered questionnaire was used as a research
tool. The data was analyzed using several
statistical techniques including frequency,
percentage, t-test, F-test and Chi-Square test by
using SPSS.
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Research Results

1. Information of Women Entrepreneurs in
Knitted and Embroidered Cotton Product
Enterprises

1.1 Personal Information

Women entrepreneurs who were the
representatives of small enterprises in knitted and
embroidered cotton product were 47 and 50 years
old. One of them held secondary school degree
and the other one held high school degree.

1.2 Enterprise Information and Motivation
Factors in Starting up Business

Their businesses were categorized as small
enterprises. They were established more than 10
years ago. Both enterprises had approximately 266
members in total. Most of them were housewives
in the communities of Sankamphaeng. Their
capital investment was about two million baht
each.

The motivation factor that urged them to
start up business was generating income for the
members who were housewives, by producing and
marketing traditional products.

1.3 Production and Marketing Operation

The main equipment and machines used in
production of both enterprises were needles,
embroidery frames, sewing machines, cloth cutting
machines and irons. The main raw materials used
were cotton filaments which were bought from
suppliers in Lamphun and Chiang Mai province.

Their production processes consisted of
selecting cotton filaments and cloths, laundering
and dyeing, designing and drawing, cutting,
knitting and embroidering, quality checking,
washing and ironing and packaging.

Their target customers were general
consumers and tourists. They were low-end
consumers who had average monthly income less
than 10,000 baht and middle/high-end consumers
who had average monthly income more than
10,000 baht.

They had two channels of distribution;
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domestic and international, which were
proportionally estimated as 80:20. In domestic
distribution, they sold their products through their
own shops and sales agents’ shops located in
Sankamphaeng and Muang districts, Chiang Mai
and Bangkok.

In international distribution, they had their
domestic customers as their agents who exported
their products to foreign customers, mostly were
French and Italian.

They sold a variety of knitted and
embroidered cotton products, particularly
housewares including tablecloths, dishcloths, cloth
placemats, cloth coasters, napkins, aprons,
refrigerator top covers, microwave top covers,
telephone covers, television top covers, throw
pillow cases, bedcovers, window curtains, door
curtains, tissue box containers, and envelope /
document cloth containers, etc.

1.4 Problems in Operation

There were many problems that the
entrepreneurs were facing in operating their
businesses. Firstly, there was difficulty in
developing products because the housewives who
are members of the enterprises have faith in their
traditional designs. It will take a long time in

providing knowledge and developing their skills to

produce new styles. Secondly, the housewives did
not produce the product according to the sample,
they depended on their styles. They had either
stopped producing or changed to their own styles
in cases where they did not like color or design
of the sample. Finally, there was a decrease in
sales of products because the value of both rural
and urban people toward the use of traditional

products had decreased.

2. Information of the Knitted and Embroidered
Cotton Products’ Consumers

2.1) Personal Information

The research found that 78.50% of
consumers were female. 36% were under 30 years
old. 34.25% were either white collar or blue collar
workers. 37% had monthly income 20,000 bath or
more.

2.2) Attitude of Customers Toward
Knitted and Embroidered Cotton Products.

The attitude of customers toward the
products were shown in the following table

The table illustrated the attitude of
consumers toward overall marketing mix of the
product; product aspect, price aspect, place aspect
and promotion aspect was at the moderate degree

of agreement.

Degree of

Marketing Mix of the Product P
Product Aspect
1. The products have famous brand and are well known. 288 | 0.75 Moderate
2. The products have variety in designs and sizes. 142 | 0.71 Strong
3. The products are neat and have beautiful knitting and embroidering. sa6 | 0.70 Strong
4. The products have good quality ; no fading or shrinking etc. 520 | 0.73 Moderate
5. The products are long lasting. 331 | 0.75 Moderate
6. The packages are appropriate and beautiful. 307 | 0.68 Moderate
Average 3.22 0.54 Moderate
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Degree of
Agreement

Marketing Mix of the Product

Price Aspect

7. The products have reasonable prices. They are worth the price, quality | 3.27 0.67 Moderate
and have a useful life.

8. The products have good value when compared to the satisfaction | 3.44 0.69 Strong
received after using the products.

9. The products are cheaper than products made from other kinds of | 3.05 0.69 Moderate
materials.
Average 3.25 0.57 Moderate

Place Aspect

10. There are many knitted and embroidered cotton products’ shops that | 3.01 0.71 Moderate
facilitate shopping and purchasing.

11. The knitted and embroidered cotton products’ shops are conveniently | 2.99 0.70 Moderate
located and accessible.

12. The physical features of the knitted and embroidered cotton products’ | 3.09 0.73 Moderate
shops is interesting and attracts customers to purchase the products.

13. The knitted and embroidered cotton products’ shops have good | 3.26 0.70 Moderate
layouts. The products are arranged according to their categories.

Average 3.09 0.57 Moderate

Promotion Aspect

14. The shop’s saleswomen have sufficient knowledge about the products | 3.20 0.76 Moderate
and are able to advise customers on all details of the products.

15. The shop’s saleswomen have good manners. They are also friendly | 3.26 0.75 Moderate
and courteous.

16. The knitted and embroidered cotton products’ shops have beautiful | 2.76 0.72 Moderate
and colorful leaflets that can attract customers.

17. The leaflets of the knitted and embroidered cotton products’ shops | 2.57 0.72 Slight
are widely distributed.

18. The products are advertised through many kinds of media such as | 2.69 0.74 Moderate
home magazines, tourism magazines etc.

Average 2.90 0.58 Moderate
Average of All Aspects 3.11 0.48 Moderate
2.3) Behavior of Customers Toward purpose of purchasing was personal use. The most
Knitted and Embroidered Cotton Products. popular product was throw pillow cases.
It was found that 75.50% of consumers The frequency of purchase was on average

had bought this product in the past. Their main twice over the last 2 years. Most of the customers



72  asasAalnssumans aunaneaaAsuAsTuUnsalam

purchased the products from shops in Bangkok.
The reasons of purchase were good design and
hand-made.

In the future 60.25% of consumers will
buy again. 28.25% were undecided and 11.50%
would not buy again.

Those who would not buy gave the reason
of material, quality, faded quickly and color. Most
of those who would buy and undecided stated
that they would buy throw pillow cases and other
white cotton products.

Their budget for souvenirs is between
101-300 baht and for gifts is between 501-1,000
baht. The customers suggested that the producers
of these products should attend exhibitions or hold
demonstration at their offices on how the cotton
is woven.

2.4) Hypothesis Test

As for hypothesis test, when classified
according to gender, age, carecer and monthly
income, the mean on the attitude toward knitted
and embroidered cotton products were different at
the significant statistical level of 0.05.

Finally, the attitude and behavior of
customers toward knitted and embroidered cotton
products were associated at the significant
statistical level of 0.05 with the moderate degree

of association.

Conclusion and Recommendation

From the research results, it was revealed
that the women entrepreneurs who operated
knitted and embroidered products enterprises in
Sankamphaeng were strongly recognized on the
success and survival of the housewives in the
communities. This was the way of their living in
the communities. It was also a very important
motivation that urged them to start their own
enterprises (Orapin Santidhirakul.2007). These
women entrepreneurs will not be able to reach
their aim with a lack of marketing competency.
As marketing is typically seen as the task of

creating, promoting, and delivering goods and

services to consumers and businesses (Kotler.
2000), therefore, it is essential that these women
entrepreneurs should adopt some appropriate
marketing strategies. The major elements of a
marketing strategy is the marketing mix
(Scarborough and Zimmerer. 2000). It is the set
of controllable, tactical marketing tools that the
firm blends to produce the response it wants in
the target market (Armstrong and Kotler. 2000).
Even though, these women entrepreneurs adopted
some activities of marketing mix as evidenced by
the moderate degree of the customers’ attitude,
they should attempt more in implementing the
effective activities of marketing mix in
consistency with the customers requirements.
Hence, the author would like to suggest the
following guidelines for these women
entrepreneurs in order to develop their marketing

competency;

1) Product Aspect

1.1) They should create their own brand
and have brand labels fixed on both the products
and packaging. They should also create their logo
with an attractive and simple design that the
customers will easily recall.

1.2) They should develop the products to
have more quality by establishing good
relationship with government sectors that support
SMEs such as, Office of Small and Medium
Enterprises Promotion, Institute for Small and
Medium Enterprises Development, Thailand
Textile Institute and educational institutions that
have product research and development units.
These organizations can assist them in improving
dyeing techniques so that the products will have
no fading, shrinking and last long.

1.3) They should improve their products in
a wide variety of designs, colors and sizes,
especially popular products that customers usually
buy and expect to buy in the future such as
throw pillow cases, table cloths, napkin containers

and curtains.



As for the color, they should produce the
products in customers’ favorite colors such as
white, blue and green. They should not produce
traditional color products because they are too
bright and most of the customers do not prefer to
purchase them.

About the design, in order to develop new
design, they should decorate the products with
various colored and strips of cotton cloths. They
should have their products knitted and
embroidered in various patterns for example:
flowers, orchids and natural views. They may use
same or different color tones. Besides, they should
embellish their products with some accessories
such as beads, pearls and shells.

Additionally, as they concentrate on two
groups of target customers; low-ended and
middle/high-ended, they should differentiate in
developing the products.

For low-end products, they should knit
and embroider small strips and decorate with
some accessories. In addition, they should pack
these products in low cost packaging. Whilst
middle/high-end products should have bigger
strips as well as different patterns. They should
also decorate with a wide variety of accessories to
add more value to the products, so that they can
sell them at higher prices. Furthermore, they
should pack these products in sets to make them
more attractive and convenient to purchase.

1.4) They should develop the products’
packaging; boxes and bags to have modern styles,
more colors and designs. They should probably
hire a design company or a designer to assist in
developing the suitable packaging for a variety of
sizes and designs. Besides, they should also
consider developing individual and set packages.

1.5) They should develop and launch new
products to the market by taking into account the
customers’ purchasing purposes; for personal use,
souvenirs or presents. They should cooperate with

the Department of Skill Development and the
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Department of Vocational Education in the
communities, to hold training courses or
workshops for improving housewives’ knowledge

and skill in developing new products.

2) Price Aspect

2.1) They should consider price adjustment
in order to gain positive customers’ attitudes
toward the products’ prices. They should either
decrease the price or remain at the same price
level, in the latter alternative, they should take
quick action in developing the products’ quality so
that the customers will accept that their products
are worth the price, quality and useful life when
compared with other products that are made from
other materials.

2.2) They should consider adjusting the
products’ price levels by using the research results
as follow;

The products that should sell at a price
less than 50 baht are cloth coasters, cloth
placemats, napkins and fridge cloth handle. At a
price between 51-100 baht are pot holders,
handcloths, aprons, tissue box containers and
envelope /document cloth containers. At a price
between 101-200 baht are decorative table cloth
strips. At a price between 201-300 baht are
telephone covers, television top covers, throw
pillow cases, small tablecloths. At a price between
501-1,000 baht are window curtains, door
curtains, tablecloths and bedcovers.

In addition, the women entrepreneurs
should adopt different price strategies. They
should set a higher price for more decorative and
stripped hand made products because customers
usually recognize their value.

2.3) They should set the price differently
between cash and credit sales. Moreover, they
should offer quantity discount for repeat

customers.

3) Place Aspect

3.1) The women entrepreneurs should
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decorate their shops to make them look more
attractive for customers. They should probably
hire a decorator or an architect to help in
designing and decorating.

3.2) They should install air conditioners
for comfort and fresh atmosphere. They should
also install adequate lighting to illuminate the
shops. In addition, they should have sufficient
benches, restrooms and parking facilities for their
customers.

3.3) They should post signs and directions
along the road in the communities to facilitate in
travelling to the shops.

3.4) They should have more concern on
distribution of the products to target customers. In
the low-end market, they should sell the products
that have small sizes, low costs and are packed
individually. However, in the middle/high-end
market, they should also offer the products that
have more designs, higher prices and are packed
in set.

3.5) They should arrange their shops to
have good layouts. This will attract more
customers. Moreover, their products should be
shelved according to their categories, so that
customers will easily find the products.

3.6) They should expand distribution
channels by opening new shops or having new
agents. Their shops and agents’ shops should be
in an accessible and convenient location; walking
streets and Sankamphaeng Market in
Sankamphaeng; Night Plaza, walking street on
Wualai road and Thaphae road in Muang, Chiang
Mai. Presently, walking streets are popular places
for tourists because they are classified as culture
tourism destinations. Most of the traditional
products are sold on these streets.

Additionally, they should also expand into
department stores and hypermarkets.

3.7) They should partner with financial
institutions or department stores and offer their

products as promotional material.

3.8) They should consider selling directly
to customers. They may present their brochures or
leaflets to customers at their work places; private
organizations, government offices, state enterprises
and educational institutions. These organizations
always hold seminars, training courses and
conferences that may occasionally need souvenirs
or gifts for guest speakers, participants and
audience.

3.9) They should hire website designers to
develop their own website. The website designers
will assist in administrating and updating
information of their products on the website.
Their own website will be an alternative
distribution channel that provides them opportunity
to access both domestic and foreign customers.
These customers will easily have the products’
information and convenience of purchasing

products online.

4) Promotion Aspect

4.1) They should publish colorful and
attractive brochures or leaflets to introduce their
products. In the brochures or leaflets, they should
have a brief background of traditional hand made
cotton cloths, good characteristics of cotton cloths,
processes of cotton cloths production, knitting and
embroidering. Furthermore, they should have some
pictures of their products, detailed map and
address of their shops printed in the brochures or
leaflets.

4.2) They should distribute their brochures
or leaflets to existing or potential customers at
their shops, their agents’ shops, famous tourist
destinations and places in Sankamphaeng and
Muang districts of Chiang Mai such as airport,
railway station, tourist information centers,
provincial office of tourism organization and
tourist companies, etc.

4.3) They should contact publishers of
home magazines, tourism magazines and domestic
or community magazines for advertising their

products. In advertising, they should stress the



outstanding points of their products i.e made from
natural materials and knitted and embroidered by
hand. This will assure customers on traditional
products’ value as well as Thai art identity that
may urge customers to make a purchasing
decision.

4.4) They should train their saleswomen
and agents to have sufficient knowledge of their
products so that they will be able to give proper
information to customers. The products’
information including product types; cotton,
distinguishing properties, knitted and embroidered
by hand and care methods. This information will
ensure products’ quality and durability.

4.5) They should hold training courses to
develop personal characteristics of their
saleswomen and agents. In training, they should
emphasize the importance of customer service;
enthusiasm, courtesy, friendliness and well
dressed. These characteristics will impress
customers and influence their purchasing decision.

4.6) On special occasions, they should
give discounts or give high volume customers a
small complimentary gift.

4.7) They should participate in tourism or
social activities that are held by state or private
organizations in communities, provinces or
nationwide; trade fair, OTOP fair, etc. This will
provide them opportunities to access customers
and promote their traditional hand made products
to society.

4.8) They should develop their shops to
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should present the processes of production and if
possible, they may establish a museum to
demonstrate the development of traditional cotton
cloths and products including displaying the
antique products. They may contact tour guides or
tourist companies to add their shops to group tour
itineraries by offering them commission.

4.9) They should contact educational
institutions for participating on their class
activities. They may teach the students to knit and
embroider cotton cloths as well as escort them to
the community, hence they will have an
opportunity to see and admire traditional cotton
cloth production. This will help in promoting their
value for purchasing and using Thai traditional
hand made products and indirectly preserve their
positive attitudes toward these products from the

present generation to the next generations.
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