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The Marketing Communication of Khao Lam Nong Mon
(Steamed Sticky Rice In Bamboo) Local Product of Chon Buri.
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Abstract

Khao Lam Nong Mon, the best of Nong Mon market Chonburi Province Which is one
of the local products As the slogan of Chonburi Province, "Talay Ngam, Delicious Khao Lam,
Sweet Sugar Cane, Good Wickerwork, Buffalo Running Traditions", but nowadays there are
problems due to the popularity of traveling to Nong Mon Market. Due to the fact that Chon
Buri has other tourist attractions that attract more attention and are more prominent In this
article, we present guidelines for applying marketing principles that will make a prominent
point in Nongmon market and marketing commmunication that will bring back the popularity
of Khao Lam Nong Mon.

This article presents a marketing communication approach and product positioning
that is in line with the context of promoting Khao Lam Nong Mon to have a clear position,

from literature reviews to enable the application of concepts to real contexts.

Keywords: Khao Lam Nong Mon, Marketing Communication, Product Positioning
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