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Abstract

The objectives of this research are to study the import grapes of Thailand from
overseas, analyze the grape production, marketing and competitiveness of the Royal
Project Foundation, and guideline for enhancing the production and marketing of the
Royal Project Foundation’s grapes. Data is collected by in-depth interview from
marketing intermediaries at various levels, grape growers, and the Royal Project
Foundation staffs, as well as, analyzed by using descriptive statistics, comparative
content analysis, diamond model analysis and five competitive forces model analysis.

The results reveal that, in 2013 Thailand imported the highest value of grape
from China and followed by Peru and USA, respectively. The comparisons of grape
varieties, grading, quality, and other features between the fresh grape from the Royal
Project Foundation and abroad, show that the most popular grape varieties grown in
the Royal Project Foundation areas 1s Beauty Seedless grape. In the present, the
Beauty Seedless grape variety is major variety because it is sweet and little sour
which differ from the same variety that import from other country being only sweet
taste. Moreover, the outstanding attributes of Royal Project Foundation’s grapes that
meet market demand are beautify fruit shape, no fungus on fruit and stalk, freshness,
and chemical safety. When consider the marketing intermediary demand in various
levels, the results present that export markets demand high quality grapes while the
wholesale markets require various qualities of grapes. In addition, retail markets also
demand grape that has variety of quality depending on target consumers and market
locations. In terms of competitiveness, the results review that although the structure of
domestic grape market is oligopoly market and market share of the Royal Project
Foundation’s grapes compared to the amount of grapes in country has very low
proportion, grapes of the Royal Project Foundation still has the ability to compete at a
high level because of the ability to make product differentiation in the quality and
safety aspects. These findings lead to the ways to enhance the production potential of
the Royal Project Foundation’s grapes including production quality improvement,
yield augmentation, promotion of grape varieties to respond market demand, change
of the time period of harvest, knowledge transfer of technology, labor skill
development, low-interest financing, and promotion of the grower enterprise
establishment. In addition, the ways to enhance the marketing potential are expansion
of marketing channels, promotion and extension of agro-tourism, grape pricing,
packaging cost reduction, and promotion of the grapes processing.
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Project Foundation
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