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Abstract

The objectives of this research are 1) to study the relationship between marketing mix for selling
Lava Durian Sisaket with 4C's marketing strategies that influence consumers' purchasing decision process ;
2)to analyze the factors affecting the marketing operations of Lava Durian Sisaket; 3)to present the
marketing strategy of Lava Durian Sisaket. This research pattern is a quantitative research. The population
was divided into two groups: durian seller Lava Durian Sisaket group, 25 people, And general consumers,
100 people. The tools used in this research are: 25 sets of Lava Durian Sisaket Dealers questionnaire, 29
items per set and and 100 sets of general consumer questionnaires, each set of 12questions. The results
showed that (1) the marketing action of volcanic durian Most of the dealers are female, aged 46-60 years,
have a bachelor's degree and average annual sales of durian less than 1 million baht. The marketing mix
that durian dealers focus on the most are Product Strategy. And consumer groups most of them were
female, aged 46-60 years with a bachelor's degree, most occupations are civil servants and state
enterprise employees, average monthly income is more than 40,000 baht. The satisfaction that
consumers decide to buy Lava Durian Sisaket the most is customer solution such as satisfied with
product quality The product has a warranty, etc. (2) The factors related to Lava Durian Sisaket sellers that
were most related to consumers' satisfaction in the decision-making process were: public relation strategy
and the factors influencing consumers' decision to purchase Lava Durian Sisaket the most are:
convenience at a significant level of 0.05. (3) Factors in terms of suppliers and consumers of Lava Durian
Sisaket are important factor in the presentation of a more effective marketing management strategy for
Lava Durian Sisaket. The aforementioned research suggested marketing strategies to stimulate
the purchasing decision process of consumers as follows: product strategy, there should be a variety of
durians for customers to choose from in order to increase their purchase volume. And to maintain the
quality of durian. Price, although durian is expensive. Vendors must demonstrate to consumers that The
price paid is suitable for the quality received. and must have a product warranty and distribution There
should be a variety of distribution channels to increase sales.
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