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A study of marketing through the value proposition that affects the buying
and selling of big white pomelo products : a case study of Samutsongkhram

Province
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Abstract

The objective of this research is to study the relationship of marketing through the
value delivered to customers that affect the purchase and sale of big white pomelo products
Samutsongkhram Province to build competitiveness. The researcher used a qualitative
research method by using in-depth interview and selected a specific interview group i.e. group
of farmers, producers and distributors, 5 people and 5 consumers who like to eat pomelo.

The results of the study were in accordance with the objectives and found that the
relationship of marketing through the value delivered to customers that affects the buying
and selling of big white pomelo products Samutsongkhram Province can create
competitiveness

Keywords : Value Proposition
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