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Abstract

This research was a qualitative research ,
conducted to know how to develop marketing
strategies on the development of 7P's marketing

strategy in the OTOP store business  of



Nakhonnayok Provincial Administrative Organization.
The purpose was the questionnaire and closed
- ended was structured interviews were used
as data collection tools. The samples group used
to collect data were 52 people , namely 4 heads
of finance , 16 finance and accounting officers, 14
finance and accounting officers , 4 financial and
accounting scholars , 14 others involved.

To find the necessary needs to develop a
model and open - ended to know how to
develop a marketing strategy 7P's. Statistical used
as a 5 - levels estimator and the needs priority
Index was formula results from research and
presenting guidelines for developing a 7P's
marketing strategy in the OTOP store business of

Nakhonnayok Provincial Administrative Organization.

Keywords : 7P's Marketing Strategy , One Tumbol
One Product Shop
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