UNAata

v v
@ AA v

ms’ié"ﬂmmmmqﬂs:aaﬁmaﬂmamﬁé"ﬂtﬁaﬁﬂm 1) amwmmm?uﬁwqﬂ‘[m 15lne
wanawiasgiaRaslundiglmnauaisgitondou 2) ﬂ%’ﬂ”ﬂﬂﬁ@]m@ﬁuﬁwqﬂm
vilnawanaiassgiaiiaslumadglemanassginendou 3) uwiliunwamweaa
fud1adlne vilnawanawiassgfieslunmadhgdsemanassgitendou uaz 4) nagns
nmiaaadudiallne vilnawenawiassgiafiaslumadiglsemanassginangdon du
MyIALTIUTI ﬁﬂmmﬂﬁsﬁaﬁ?uﬁﬂqﬂm U3lne 608 A% 3NUszINT §1UI% 2,272,374 A%

TuNun 6 30 T 5 39974

HaT3IENUN 1) anwaaeadudiadlnaslnawaassiafieelunadiglszma
a =) =) Ai a 1 Ai v v
wrsgindouiimagenlssmudunisesdsanang lUgsmaioutuldnanodszinalu
FTAUAN 7098907 laln MAUNINANATIVUAK (LUANRMUILATHINaNLE) TAT3
FZAINFLIY UAZANATIBLAK (LWaNAwLATEINANLAY) Tdutilunmvaysndiaussuns
Fiudinvasanluriasdn 2) YaumIaananainadanIaa aulage FUmM e wHE AN A LAZe U
MNAweINgumal agszauann dadtnaandudigllng vSlnaanawiaisgiafias
&iaNa@iamsﬁ'@ﬁula%aﬁuﬁw@TmﬁaomamﬁmimmULLa:@Tmmsa%dLa%umsmm@agsm”uﬂm
na1e 3) wwlikumanamneneiudiadlne vilnawanauiassgfifaslunadhgdszmen
A A A A A A o v A a X v A a ! &
iwsrgiadouadsiimyvenoiuiiiasasiugndiiiaduluewiaa uwildunazdyadinisde
AI J a a =) ] ) =) 1 aQ % =) 1 {
MeiRndu ifarsianinnalvag wu MITnmagunw nsauss 8w n1Iuinis nsviesaied
uwazdug uaz 4) nagninaaedudigdlne vilnawenannassgfifaslunsdhgdszmen
LI NTLU mmmswwmwamnmmﬂmgﬂuuw%mn%mmm:wuaumumsmaﬂml,ﬂao
2EARaALIA S’Jwﬁ‘mauauaammﬁaamwaog&j’u’ﬂmaﬂ'wgoq@ ﬁﬂmmmﬁaamwad@uﬂm
! A A o A @ ) ' @ o A v A
lungudszinaendoumanaminianusiliasedaninudeins sunaluladidhandaulums
npFudluamaairisgianae Uitdsuasiamnzuulassaisiuulidanuazainda

MILAWN TI2UUMIIBEINLTaNlgInUUTE NN a LWL NEIW D w”@umgsﬁw%mﬂuu%nm

W30 9 uazlnslABIamamMuuan (UANBWILATHNINLA)

Ad1ATY amadudiadlne v3lna warawiaIsgfiafae szmanandou



Abstract

The objectives of the research were: 1) to study consumer goods markets situation in
special economic development zones in order to cope with AEC. 2) to study consumer goods
marketing factors in special economic development zones in order to cope with AEC. 3) to
study consumer goods markets development trend in special economic development zones in
order to cope with AEC. 4) to study consumer goods marketing strategies in special economic
development zones in order to cope with AEC. The research method was quantitative using
questionnaire as the tool to collect the sample data. Population were 2,272,374 consumer
goods buyers at 6 check points in five provinces 608 of consumer goods buyers were chosen
as the sample. The statistics used is descriptive statistics including frequencies, percentage,
arithmetic means, and standard deviations. The research found that: 1) consumer goods
markets of special economic development zones have linked its journey to many neighbor
countries, convenience to travel to frontier markets (special economic development zones) and
frontier markets take part in keeping the cultural life of local people. 2) Most marketing factors
affecting consumer goods buying decision were products and price, channel of distribution and
marketing promotion were in average level. 3) Consumer product market development trend in
special economic development zones should be expanded to accommodate more customers in
the future buying and selling value tend to increase more and new services business will be
established such as health services, merchandises transporting, tourism and etc. 4) Consumer
goods marketing strategies in special economic development zones for coping with AEC
included developing multiple model of products innovation and change to modern products
continuously to make highly response to the needs of customers, study ASEAN customer
needs for developing the right product according to the needs of customers, using technology
to support selling in special economic development zones markets, modify and develop
infrastructure system for more convenience in traveling, provide transport network system with
neighboring countries, developing service business nearby and surround border market (special

economic development zones)
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