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The Development of Marketing Strategies for the Commercialization of Health-Oriented
Gummy Jelly from Sea Lettuce. Case Study: Phetchaburi Seaweed Development Fisheries
Community Enterprise, Ban Laem District, Phetchaburi Province.
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Abstract

This research article aimed to 1) analyze the production and marketing potential of the
Phetchaburi Seaweed Fishery Community Enterprise, 2) examine the factors influencing consumer
behavior, and 3) develop marketing strategies for health-oriented sea lettuce gummy products among
consumers in Phetchaburi Province. The study employed an exploratory sequential mixed-methods
design, beginning with qualitative data collection through in-depth interviews and focus group
discussions with eight key informants, including community enterprise members, group leaders, and
relevant government personnel with expertise in seaweed cultivation, processing, and local contextual
knowledge. Quantitative data were subsequently collected using a questionnaire administered to 400
consumers aged 18 years and above in Phetchaburi Province, selected through convenience sampling.
The quantitative data were analyzed using descriptive statistics, while the qualitative data were
analyzed through content analysis. After these stages, a participatory workshop was conducted to
present and validate the research findings with stakeholders and to synthesize the results for
formulating appropriate marketing strategies.

The findings revealed that farmers were able to cultivate sea lettuce year-round and distribute
their products through local markets, community shops, and online channels; however, overall
consumer awareness remained limited. Most consumers had experience with health products and
primarily obtained information from online media, with marketing promotion receiving the highest
mean score among all factors. The developed marketing strategy identified two main target groups:
health-conscious working adults and teenagers who prefer convenient and visually appealing products.
The strategy emphasized the core value proposition, “tasty and healthy from sea lettuce,” under the
brand “SeaFarm,” employed value-based pricing, and utilized story-driven communication to enhance

brand recognition and stimulate purchase intention.

Keywords: Marketing Strategy Development, Health Products, Gummy Jelly, Sea Lettuce,
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