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Abstract

The research aimed to study 1) the value gained analysis in new product
development of arabica coffee for enhancing the competitiveness, 2) the adoption and
marketing opportunities in arabica coffee products and 3) the development product
prototype, brand, packaging and marketing mix strategies of community enterprises in
Mae Hong Son Province. The samples of the study value gained analysis in new
product development of arabica coffee selected by purposive sampling of 200 samples
from Community Coffee Producer Enterprises in Mae Sariang and Mae La Noi district,
collected data’ by .community context survey, observation, focus. group, in-depth
interview, analyzed by. sensitivity analysis, cost-benefit analysis. The study of coffee’s
consumer ‘behavior selected by purposive sampling of 400 samples in 4 parts of
Thailand, collected data' by questionnaires,-analyzed data by descriptive analysis
consisted frequency, - percentage, chi-square-and standard 'deviation. The study of
adoption and marketing-opportunities in arabica coffee products selected by purposive
sampling of 600 samples from the customer in 4 parts of Thailand, collected data by
questionnaire,-analyzed by descriptive analysis consisted frequency, percentage,
chi-square and standard deviation. The study of the development product prototype,
brand; packaging-and marketing. stratesies selected by purposive sampling from Baan
Mae-Hoh Coffee Producer Community Enterprise in Mae Sariang District and Huayhom
Coffee Processing Group in Mae La Noi. collected data by in-depth interviews, focus

group, questionnaires, analyzed by content analysis.

The findings of the study value gained analysis revealed that net present
value (NPV) at discount rate of 8.18 percent per annum was 56,538,087.15 baht,
that showed investment in coffee products made a worth return on investment.
The internal rate of return (IRR), calculated at a discount rate of 8.18 percent
per annum was 57%. per year, which higher than the interest rate of 8.18 percent
per annum, that showed the investment in product processing worth return on

investment with payback period at 1.6 years.
The findings of study of adoption and marketing opportunities showed that,
mostly were female, average age was 27.27 years, marital status was single with highest

bachelor degrees. The most occupations were students, the second were company



employees, business owners, merchants and government officers. The minimum
income less than 10,000 baht per month. The most popular type of coffee was fresh
coffee and always drank 1 cup a day in the morning. The average cost was less than
400 baht a month. The most important factor in buying decision process was taste,
second was security,price aroma, body, reputation, source of production and
trademark. The acceptance of market test in roasted coffee, roasted mashed coffee
and instant coffee found that, most of consumers have never seen and unknown
coffee/ products of the group and saw that the packaging were not interesting.

The overallliking feature evaluation, roasted coffee had the highestiscore.

The study of development product prototype, brand, packaging and marketing
strategies revealed that the coffee products from Maehoh village cultivated with
Catimor and Chiangmai 80 breed with an optimal microclimate for coffee Production,
It made the coffee fresh, floral aroma and distinctive taste. Huayhom Coffee Processing
Group cultivated with 100-% arabica coffee breed in-a chemical-free environment and
processed using traditional techniques that resulted in a product with a medium body
and wild floral aroma. The development of brand and packaging found that, Baan Mae
Hoh Coffee “Producerused- brand .name “Homhoh”withthe browntoned bag
packaging that presented premium coffee. Brand positioning was specialty organic high
quality: coffee and the  marketing strategy was focus different for niche market.
Huayhom Coffee Processing Group-used brand name “Huayhom” with black and white
aluminum: foil bag packaging with tag for contemporary. and universality. Brand

positioning was chemical-free high quality coffee processed by traditional techniques.





