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Abstract

The study of impacts and adjustments in business operations to increase sales
volume of Siam Technical Ceramic Co., Ltd. The purpose was to study economic factors that
affect the sales volume to find out of business strategies in an organizational level, business
level and functional level through conducting interviews with a sample of 30 individuals. The
study found that the company's sales in 2022 decreased. The economic factors that affect

the company's sales were Inflation caused a decline in demand for ceramic products and
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the exchange rate problem. The way to adopt to increase sales by using the theory of
strategic marketing management at 3 levels: 1. Organizational level was Market development
Strategy 2. Business unit level strategies were focus Strategy and differentiation strategies 3.
Functional level were using marketing strategies that focused on Segmentation, Targeting,
Positioning (STP) and Marketing Mix Strategies to be able to increase sales in this current

situation.
Keywords Ceramic, Economic factor, Marketing strategy
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