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Abstract 
        The objectives of this study were 1) to study marketing strategies and the competitive market of herbal 
cosmetic products, 2) to study the problems and adaptive approach for operating herbal cosmetic products, 
and 3) to compare with different aspects of business operations and marketing strategies, competitive 
conditions of the market, problems and adaptive approach for operating herbal cosmetic products. The 
sample was 150 entrepreneurs in the One Tambon One Product (OTOP) project in central region. The 
questionnaire was used to collect data. Data were analyzed by statistics including mean, standard deviation 
and One-Way ANOVA. The results of this study were as follows: 
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        1. Overall the sample had high level of marketing strategies ( X =3.97, S.D.=0.78). Overall the sample 
rated high level of competitive condition of herbal cosmetic products market ( X =3.74, S.D.=0.76).  
        2. Overall the sample had moderate level of entrepreneurial problems and obstacles ( X =3.25, 
S.D.=0.90). Overall the adaptability of entrepreneurs was at high level ( X =3.70, S.D.=0.75).  
        3. By testing the nature of business operation, the sample’s occupation before becoming the 
entrepreneurs and length of time before business operation were studied. The results showed that the 
sample with different occupation had indifferent marketing strategies, competitive condition of market, 
problems and adaptability. The sample with different length of time before business operation had different 
marketing strategies: Product, Place, Promotion, Package, and technological problems with a statistical 
significance level of 0.05. 
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