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Abstract

The purposes of this research were
to study strategies for selecting strategy that
affect consumer purchasing decisions in
buying and to develop strategies for
marketing competition in kitchen cleaning
products and increase competitiveness. The
information from primary data which the
questionnaires in topic of quality & pricing
and the sample test by consumers. In case
of distributors, we were created the trade of
promotion

The results of this research were
found Growth Strategy in part of Corporate
Strategy that appropriate. Because the
business of floor pads cleaning have
different target. Corporate should to use the
market development strategy and marketing
strategy which conform to the organization
and branding. That show has strength of the
technology with the product development

together. For the Business Strategy should



to use the Differentiation Strategy consist of
a Technological Innovation, Quality produce
standards, Brand appearance and Brand

Image as to show a given differential.

Keyworkds: 3M, Strategic Management,
Marketing Strategy, Business Strategy
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