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EAKKAMOL  THUBVECH:  BUSINESS  PRACTICES,  PROBLEMS  AND  
DIFFICULTIES  OF  THE  SALTED  EGG  ENTREPRENEURS  AT  ASIA  ROAD  SIDE, 
DISTRICT  OF  CHAIYA, SURATHANEE. INDEPENDENT STUDY ADVISOR :  ASST. 
PROF. PITAK SIRIWONG, Ph.D. 96 pp. 

The research was aimed to study the ways of the business street of shops salted 
Asia Chaiya, Surat Thani Province. And to study the problems and obstacles in the street of 
shops salted Asia Chaiya, Surat Thani Province. This study used random sampling from a 
specified number of 20 samples used in this study consists of interview, observation and 
participation.

The results showed that Entrepreneurs, mainly women aged between 36 to 45 
years of high school education. When business started 4-10 years ago started Khai in a 
family business. Description of goods production and packaging already available for 
purchase in a box, pack a bag and the initial investment in the business, from 10,000 to 
50,000 U.S. style business owner alone. Average expenditure per month from 5,001 to 
10,000 baht income after deducting the average cost per month from 5,001 to 15,000 U.S. 
sales through the store planning on the street. Convenience stores and wholesale markets, 
directing a business owner. Own production activities. Technology is the knowledge and 
experience. Preparation of financial accounting revenue - expenditure Accounts Receivable - 
Amounts estimated size of the manufacturing business as a small business. Progressive 
growth in the past. From 2545 until the present year and has been supporting the government 
in the festival OTOP products. 

Business planning for the future by increasing its sales channels. Group to have 
bargaining power Opportunities and strategies. Can grow in the market is quite high. 
Problems or obstacles in the business of manufacture or sale of the availability of capital is 
the raw material of bird flu. Skills, knowledge of management. Problems in selling a copy. 
Problems in manufacturing, the price of eggs increased from state oil Problems in product 
development, design skills and packaging. Problems in availability. Product placement is not 
unique. The lack of knowledge of marketing. Impact on business. The cost of goods used to 
produce the sales of transportation costs. The investment How to edit with. Learn about how 
to manually operate correctly. Sales and availability. Joint exhibition with the district festival. 
Arrange discounting of production group buy duck eggs in the bag label box to get a lot of 
bargaining power. The promotion of Caeoam used for packing salted to reduce the cost of 
packaging beautiful. 
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