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Product Development Strategy on the Export Market of Processed Coconut Products to
Customer Satisfaction at Thai Lee Foods International Co., Ltd.
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ABSTRACT

The purpose of this independent study is to determine for product development strategy on the export
market of processed coconut products to customer satisfaction at Thai Lee Foods International Co., Ltd. This study
is from qualitative data collection by interview CEO 1 person and quantitative data collection by customer
requirement survey form 200 customers by Likert scale. The result found that 134 customers base (67%) import
canned coconut milk 400ml and 72 customers base (36%) import canned coconut juice 500ml. The analysis of this
study is to formulate the appropriate strategy for organization as “Growth strategy” in term of market development
focus on maintain old customer base along with expand new customer base and product development under
standard quality which these factors are very important for business operation to customer satisfaction.

Keywords: Product Development Strategy, Export Market, Processed Coconut Products, Customer Satisfaction
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EXPORT OF THAILAND CLASSIFIED BY COMMODITY

Page 1/4
Jan. - Dec. 2019
21069099001 (KG) Coconut milk VALUE : BAHT
No Country Dec. Jan. - Dec.
Quantity Value % Share Quantity Value % Share
WORLD 21,532,203 983,355,499 | 100.00 263,120,804 12,766,369.536 | 100.00
1 | UsA. 6,770,587 350,730,351 | 35.67 82,591,303 4,417,162.407 | 34.60
2 | AUSTRALIA 1,961,120 86,953,305 | 8.84 23,006,802 1,087,602,260 | 8.52
3 | UNITED KINGDOM 2,554,143 91,378,800 | 9.29 26,686,511 1,019,127,358 | 7.98
4 | CANADA 818,565 37,291,073 | 3.79 16,994,882 §29,502,069 | 6.50
5 | NETHERLANDS 1,352,371 52,391,606 | 5.33 15,851,022 647,209,550 | 5.07
6 | GERMANY 1,073,413 42,446,644 | 432 12,093,155 527,393,132 | 4.13
7 | HONG KONG 544,246 28,421,800 | 2.89 5,746,367 319,543,548 | 2.50
8§ | SWEDEN 357,778 14,874,146 | 1.51 6,550,765 312,814,025 | 245
9 | FRANCE 510,485 23,324,119 | 237 5,705,214 290,596,708 | 2.28
10 | RUSSIAN FEDERATION 514,183 24,950,992 | 254 5,373,015 258,340,630 | 2.02
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