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Abstract

The purpose of this research is to study 1) Marketing mix 2) sustainable
marketing and 3) sustainable marketing strategies of small enterprises in Nonthaburi by
utilizing qualitative research methods with the structured interview questionnaire as a
research tool. We have conducted in-depth interviews with 16 executives and applied
content analysis techniques.

According to the research, the results showed that sustainable marketing
strategies of small enterprises including: 1) Marketing mix consisting of; 1.1) Product
and Service — There was an order for raw materials in the nearby area of the factory
that having quality to produce products, buying quality products according to the
standards set by the government agency, and proving to be environmentally friendly
or contain environmentally friendly ingredients; 1.2) Pricing — Pricing is determined
based on the market price, cost of goods and form of the enterprise; 1.3) Distribution
channels — Using a logistic company as well as using the company cars to deliver
products to the shops, and it will be located in the community so that customers can
travel easily and have a potential be regular customers; 1.4) Marketing promotion —
Using salespeople to present products and services, advertising through social media
such as Facebook and Line, etc, and there is a large discount on purchases.
2) Sustainable Marketing consists of; 2.1) Economic — Buying quality raw materials with
low cost, this would allow more profit and good returns, buying products each round
with quantity in order to reduce costs; 2.2) Social — employing local workers as well as
providing contribution to help the community and society; 2.3) Environmental -
vehicles used for transportation use petrol and natural gas such as NGV and LPG, there
is a campaign for employees to save electricity and water supply, however, there was
no usage of alternative energy and no wastewater treatment system, still, they use the

foam container and plastic bags to pack food for customers.

Keywords: Marketing Mix, Sustainable Marketing Strategy, Small Enterprises
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