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Influencer Marketing Mix 7Ps per order

to print drinking water labels drinking water factory in Samut Sakhon

Wirut Suwanruang

Position : Marketing Executive of C.N. Group

Abstract

This research was designed in a mixed design in an alternating manner, starting with
qualitative research first, followed by statistical analysis with quantitative research. Collecting
data from the questionnaire. The informants were water factory owners, purchasing
managers, factory managers, technicians in drinking water production plants, and warehouse
personnel of water factories (Key informants and participants). Thereafter qualitative
reaffirmation was performed. This qualitative research focuses on the decision to order the
production of drinking water labels. of drinking water production plants in Samut Sakhon
and nearby areas. Research design in a case study manner. At present the business is highly
competitive in the market. The market is changing rapidly. The researcher considers that it is
necessary and creates more benefits than quantitative research alone. Therefore a mixed
research method was chosen. between qualitative design and quantitative mixed research.
This has resulted in a development concept to cope with the rapidly changing business
environment. Use the company's resources together for maximum benefits. Create added
value for the product along with lowering the overall cost and focus on bringing the
Marketing Mix 7Ps. (Which has found a trick to extract information that should not be fixed
in the same marketing strategy ever successful by changing and improving quickly as
appropriate). To create a marketing strategy to suit the economic situation at that time (This

cross-sectional qualitative research is suitable for in-depth research on that issue.)

Key Words : The power to print drinking water labels.
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