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This research aims to compare the dwelling places, facilities and activities of meditation places developed to
be part of a temple and those that do not belong to a temple, and to propose marketing management in terms of media
use and guidelines for developing dwelling places and facilities to satisfy the meditation practitioners’ needs for
accommodation and activities. It is assumed that the development of the dwelling places and facilities of a meditation
site are necessary for ordinary people who come to practice religious activities at the site and the use of media for
marketing purposes is also necessary to disseminate information and attract their interest.

Three places were chosen as case studies: Wat Phra Dhammakaya, Santi Asoke Buddha Sathan and
Wat Bhaddanta Asabharam. The three places are different in terms of practicing procedures and characteristics but they
all follow Buddhist principles. The research focused on the target group of ordinary people who came to practice
religious activities. The research studied Buddhist principles and notions related to practicing religious activities and
those related to product marketing, marketing promotion, demand and supply, social marketing and Maslow’s theory of
motivation concerning human need. Primary and secondary data were collected through survey, observation, interviews
and participation at the three places.

1t is found that the product development of the dwelling places, facilities and activities at each place are
different because of restrictions of the practicing procedures, the target groups and the sites. However, the goal of the
practice is the same in that it concentrates on the spiritual and intellectual development of the target group. As a result,
the members of this group can apply what they have practiced to their everyday life activities and for the benefit of the
society. The three places use roughly the same marketing promotion strategies in terms of disseminating information
and attracting the target group. They ask individuals to advertise, inform the public of their services and motivate the
public, in addition to addressing and attracting the public’s needs and direct marketing. However, the details of using
media are different depending on the procedures and target groups

It can be concluded that to develop the dwelling places and facilities at a meditation place the type of
practicing laypersons, an individeal’s way of living and need or goal of religious practice, and suitable activities to
support such practice should be taken into consideration. Moreover, it is important to use marketing media to
disseminate information and attract the target group because those who come to practice still wish to improve
themselves with knowing more Dhammas and get rid of sins they feel they have in order to eventually achieve
enlightenment. The meditation place’s product development and marketing promotion are ways to develop housing and

real property for a better society.





