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LOCAL PRODUCTS DEVELOPMENT STRATEGY
TO GLOBAL PRODUCTS

Surangrad Saengsril*

'Faculty of Management Science, Phranakhon Rajabhat University, Bangkok 10220, Thailand

ABSTRACT

Local products and local brands usually startup from a local business. But it also contains the remarkable success
stories of local brands which went on to become domestically, regionally, internationally and globally brands respectively.
To be successful, marketer must understand local cultural, individual characteristics, influence of individual, national
identity and use it to create marketing strategy. They must think, know and act locally. Local products development

strategy to global products are challenge of adapting their products under well know global brands.
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