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Abstract: This study aimed to study in 3 objectives: 1. To study knowledge and understanding in
marketing strategies 2. To study the original model of marketing promotion and 3. To develop a marketing
promotion model by a participatory action research. Research summarized, the first objective is
community enterprise understanding four sides of marketing strategy (product strategy, price strategy,
distribution channels and promotion). The second objective is the community enterprise have mix
marketing promotion which have been continuously developing, using the social network. Sales is
processed by president and sales promotion working under government promotion such as local
government. Moreover, promotional market in the form of consignment, middlemen and publication
were used. The third objective is to develop appropriate marketing promotion group such as special
marketing promotion by developed exhibition to be more interest at sale point and product images
through digital media to attain new customers.

Keywords: The development of marketing promotion model, participation, community enterprise

309



NIANINTHAUYUYURALANNINTIA 5(2): 309 - 318 (2560) DOI:

undnte: Msdnwiadsiitnguivasd 3 4o il Ao LifleAnwiaudanudilaFesnagnsnanisnaia 2.
ilefnwnsUuuuIANNssdaadunsnaIa uay 3iilewaungUuuunisdnaiunisaatnfimanzan lagld
nszUILNMAITedtRnsuuuiiduin wadfoaguldded 4o 1 nquiinnudamudnladesnagnsnisnann
AsUTH 4 Fu (nagnsuAnduet nagnssnan Yemnanisdadming wagnisduaiunisnain) dof 2 naud
sULUUMSALESINNIAAIMAIITULUY 87 MsaunAndasiogisdeiie nisliiaiednedsaueaulatl
Tudmresnslindnauety dufunslasUszsungudundn s1luds msdaaiunisneriiuianss
fuawdasiiununielinisaivayuainaiady Wi nihsnulnasesdiutiosiu uenaind Safimsldnng
dussumsnanluguiuumsshnng nmsdmhesiuiefaunats wazmslavanriudsiisnde Teil 3
sULuuMsdsasunsnaadimnzan de mawannsUuuunsiauansduf a gaueliianuiiauls b
daesunmdnualudndae uddimstauriuderinealunisthisgndngulie

AdAeY: NMswunFULUUNSALESINITRAIN  ASHlEINTIN Taviaguuy

A1 N159a19 53UTIN159AN1509AN5 N15UITENBY
Aamsvesynthulildizesine msziinansngud
Budusiiueuudwhlglivuidesduan vy
druvesseld aundndidnsin nefilemndnuasy
Ugynigos Jgniniunitsudndual Jeyuinau
n13na1n Jaymiaun1suing Jaymiaiunistu
(NTENTHQAAMNTIY, 2546)

Uszifufinuainniniiuteyaidosdu
wuh winguegiisshifusuuTunaasiiudes
AaaMuazandnuaivesdudfidanudy
ndnvalanizil widineinauduuds Tu
Seswenusuazgld esandnatiunisvey
nsafuayuaInaaigLasnisnuiiieados
Tngvesmenisnanavdnueangs e nnseeniiui
fﬁméﬁuimsmu";&mun’mi“gﬁgﬂuszﬁuﬁwi’mLLas
seunianadedanaiidedin idesannuuimanis
aduayuvesniaiglusgdvulouie in1s
Wasuwdaslunnddamindlaiiaiaiglaid
wwnlevglunisatvayundndusianliiagll
ansatnluswlufanssusng q 16 Uszneudu
A01UNITANITHYITUNINITARINVBIAUAN
Uszinifeatuiiinadonisfiimuasiaidudives
wansSualaguiv

LI sdaaidamAauuia 9 v
Fruunlaliaudfyfuianssunisaienen
Aanusluguuuunsiineusuukagnisiid1uTne
wuzlaginensgmssgand lasfianandedn

Jamiaguvuduguuuuvileesssiaid
msfmunegdeiilos uagdn1swautogis
751 Suselevdvisludrunisadeseld was
d9HaN1aUINDU 9 AeyuvULALUTIINA 1T
roliAnnsirsanluiediu a¥19n155amnguves
YUy annnAdeui1ensany Wudu (913, 2555)
SnvadafuumnAniiinanueuidonssungy
fuiletemdstulunissniuanisdig o i
anvazilunisusznounts UIMIsTansdiegsna
aniadu (2558) nxtfadfunuulusandu
wémﬁmﬁﬁﬁqmuﬁmmngﬁﬂzyzywﬁmﬁué’m
smonssudsdinmasmneluiomainuar dndadu
NaNIAMNAYU Y

Tutagtuiamfagusulidiuniunum
usgranndenisfaunasygiogiuinds
A9AARDITULNUNAIULATYNILAL FIRULNIYRA
atiufl 9 (@ninnuauznsTIM AN TATYERY
wasdenuuvianf, 2544) Tnglvimnuddgludes
g3nayuvy lnedinquizasdliiosnseduseld
Waudnen1nyesrntiuliianutedldegng
w934 wazademnudundsdiiugusulaesou
wazdaddn nmInveianiagusulziaule
agamuladn lnenisatduayuuleuieans 4 910
a3y widleRansalusefuninedesvasudiay
§5A9 Ui SsmeuszauiymluBesvesnmuaim
Aufn UseAnSann msudniian guasselusiiu

310



nsaugULUUMsdaETunsaanalagnsTuunsidiuinvasnguismnagu s

AsfANYT nandueiniesidusuulus Aruadsensan anaiieans Jawinanuig

NsZUIUNITHAILIAINa1zauTawn gy
AIUNARALI NITUTUITINNIT LAZNITAAINIUY
Dunaliussvrmuilsgldifiuniugt3anas
Anduaureaniieu uaedelsiniuauda
NARSUI N1TUINITINAIT WaZNI5RaIR Uszau
audaiesdangy lduuasianuioslaly
\esnnguisaauannsealufiudiig o ogns
La3e 19U n1suaramdeyationswaun
nanAma n13dnn1snalszlevilarnisnszane
seldnigluan@nngu Wusu lneanizlania
NINITIAIALAEAINTINANASINIRAIATaEde
o1feladounegheanateuen Snseitedau
Imy'Lﬂumuc’iﬁl’mﬁmﬁ’umiﬁ’mmgﬂLLuuwamﬁm%
Feunninnisduasutemnensnainfisngas
THurnduiaimia 9uifediednguasasdd
upnegly
Mnran1sdrlsuiiudynidedy
Aana1 FlaAnlandidedn “asianguuuunis
duaSunisnainatrelsldnguaziisaiiuuuy
Tusra faaudundsuazmanzaunudnann
neu” Lionaudaunisidein 1nguesissiiy
wuulusadinnuianudilanagnsnienisnann
9e19l50Ne 2. 3UNUULANN N TAUATUNTAN
vaanguiluediels way 330uvunisduasy
mmmm’ﬁ'mmzammﬂdmzLﬁmﬂgﬂﬁmwu
Tusamsiduednsls Wielildsuuuunsdaasy
nsanfiuvanegwiade n1339elunsild
Fnqusrasdvasnsideiiednwinnuiannudile
L%Qﬂa&mﬁ‘ﬁmqmﬁmamﬁuaqmjmzLﬁmﬁwﬁmmu
Tusha Wiednwiguuuuifiunianisdaasy
mmmmaaﬂdmzLﬁmﬁwﬁmmdmm waziilo
WA gULUUMSALASINTAAN AT ALY
naumsAsstsunuulus

¢ ad
gUNIULAZIDNT

v
[ a o a

nsAnwiasell §Idela38adunsAnY

ae
e

311

1. wuun133de lunrsandulasnisive
309 MafwugULUUANTdLaunInaialag
NSEUIUNISH dusIUveINgduIAINAIYU VY
nsdlfnwn dnsusinsRonidusuulusn fua
U9819An 81N919ER5 Fanina1une andunis
sEWinafeu Asvnmy 2557 - Asmw 2558 LHu
N33 UURN1ITwUUTdIUsIM aun1std
AINUNUIEYBY §N19A (2540) 91 N15IT8LT4
UUAn1swuuddiusin Wuisnisiseuiann
Uszaunsallagandonisiidiusiuegiudetuain
ynihefiAeidestuionsaife dudusnisssy
Ty msdesgimanvgueslymn nsAum
nsdenkazUjuAniuuuiIninden uasnis
Useidiunan1saifiunistasiudeyaainnisduns
warn1saunuINgy nsdndunisideduunds
sanilu 3 szoz Ao

spegil 1 msdseanmdamuazaiiy
Foensvesyuruiiisaesiunsdaaiunisnann
41579 29AANUSIANAIUNAYNTNITAAIN WAL
sULvunsdsasunsaatain Tunisiiudeyald
n1sdun1uel Usesungy waraAnenIsuAITNEY
Téanlunsdunivaldszanm 2 Frluaiieth
Yoyadilauildlunisiauinuiiieddunis
duaSumsnansluszezii 2 doly

szezil 2 mseusulirufidefoans
TuSeaguuvunisdauansdudi suluis nns
ousulianufidaujuanisluizoanisnain
ooulatl erdvuasuuuulumsdausiumsnannd
wangauuazihdoyaildunlflunsiaunguuuy
Tumsdaadunmsnansluszesi 3 dely

svesdl 3 nsdaniinaniasuiSeusiile
seaukuIAalun simuIsUuuulunisduasy
nsnarauazdaideililunisdaaiunisnain
piugluuUAiaenadesiunineinsuazda
ANNAINITAVDINGY

2. MVUAYBULIANISIAY
1) veuladiuiui fudilunisfinu

v ¥ '
[ a '

Asell Ao Mudivy 5 Truduaiiey Fadunytu



NIANINTHAUYUYURALAMNINTIA 5(2): 309 - 318 (2560)

DOI:

fisswesnguazifosisunuulusn luwnsiua
Yagean gunevnedns Jmindiu

2) VBULUARIUUTEYINTG N15LERN
FDE1ILUTIANZA A0 LngunzifiBandunuy
Tusa faudnfmuadiuay 7 au 2.ngugnyany
vosauFnilegluoiu 3urguvy 4funy
mhsnuniadgluiiud

3) veuwndiudon fveuiunniaiv
Yogardonaded 1. viundrutlguivengu
JawAslutlagliunazesdnnuiifuiiierdesiv
NFALATUAITAAIN 2. LWINNTHAUIFURUY
nsduaiunsmanaileiingenvie 3. ULUULAE
wanslunmseusudafiRnisitussavsam

3. 3¥n1suazesesiienldluntsinen lu

nsandunsleisnisaunuingy nsduaival
wagnszuIuNsiidmTiuduAnssiluguwuud
MssgaNAIARLY NszUILNsLANIUAEITEuS
aelunga uagnsevsdsfoRng ftunou
solud

1) Aanssudl 1 nsdandinguiile
iEuakAnkazasULIMaNsAniunTTINiu

2) Aonssuil 2 n13¥anAa1ud A
diladosnagnimensmaavesnduazfonisiy
wuulusa

3) Aonssuil 3 N3ANYIFULUULAY
vmmieiaLa%mmimmmsuamajmmﬁmﬁ’rﬂmwu
Tusa

4) Fanssuit 4 nrseusuliaauily
Fosuumnansiauansdud u 9aune visensdn
wandlufanssuiiay

5) Aenssudl 5 MseusuiBeUfAnns
Aunsnatneeulatl

6) Aanssudl 6 Liinsuauslaseing
JULUUNSTAULARSELAT

w3asiofldlunisdnun {3314
\n3aaiio

312

1) nsaunuingy §adeldiunisiiv
Toyainearungugnantimanglutiagtu anuid
ey nagnsmamsnaninguiasuiunis

2) nsdunrwal@edn §Ideldiunng
Audeyaiisaduguuuuidunisnisduady
nsnaeesnguaziissnuuulusa. senu
elaveingy

3)  mseusBn iR fideldiunns
Audeyatisafiuanuifunisiauansduiuas
SauanUAguILIM LAY FULUUMSInLAR A LA
Anu3IuNsaaneaulal

) matuiindeyaniaauu §iveldiy
nsiiudeyaifefudeyauunyuey uazfoya
#luiiBunannsdunivaluagnisdunauiio
Tuiin@uanednualdnes saudanstuiinnnuay
Ve

5 wuuasunw §ieldtunsiiudeya
Heatunsdrmarnudiugiudiunagnsmsnan
Y9INFUIAMAIYUYU N15TABIAAIINTAU
nseaneaulatll NeularendIN1TaUTY

4. msasvdaunazdnszidaya §IdulY
N153A3129kUUgUITY (analytic induction) 1lu
wan warldn1siinsigvideyanigaia (analytic
statistic) 1udeyaasu n1snyivaeudeyadienis
A373@9UTeYyaa1uLd1 (data triangulation) 970
Yoyaifisulsan loun msfrwairstoasy ns
Fuunviln waznsiIeuiiisutoya nsdenles
Awing 9 lomdesuiswazdeagUimuaiiion
fneunieldnseuannudn viongud esan
AToIunsidednuamiidunsyuiunsd
GRPRH

NANIANEN

1. wansAnwianuiauidilaFena
gnsnsnanavasnguazisaiiuuuuTuna
nan1sfnwansaaguilulssifunas
aszddylised deyaieiungugndutvang
Tutlagtu nduasFesiifuuilunadngugnén

q



nsaugULUUMsdaETunsaanalagnsTuunsidiuinvasnguismnagu s

AsfANYT nandueiniesidusuulus Aruadsensan anaiieans Jawinanuig

goglulagiuuuseanldilu 5 nqu laun

PR

Al nauneA1AuNae naulsausy

Jaedn nquinvieaiiied nqugnAAn uaziile
vhmsAnwiuazlinsizsiiisduluduesaui
\Reafunagninisnisnainiinguinesiiuns
anunsaagUiiisAnd LU AN URALNINTS
#a1a (marketing mix) Tgeraid

1) nagnsaunaniael (Product
Strategy) 91NN13NUSIUTINTRYA WU nqudl

nNsWaUIAuANKEASuTag19seiilas Tnely

]

)}
®

D)

> D

Yaguulasunnsgrundn e OTOP sedu 3 A1n
sulamsiauludiuvesguuuusing q swuly
fl4 n1suInnsesnuuulidugnAnfidnseidaun
Tnenawizaeets lundalsausuFaein vied lums
Wanndnduaidulvaonndoaiuiuinienis
atfuayureaniaigdundniiieliarunsaldans
awlun133wAINTINAN 9 SIAuNIASy

2) nagnsfius1Aa (Price Strategy)
91nn1siusausindeya wud ngulafings
anfiunislugduwuuvesnisdndndArduaiuisdiy
wietduenldaglunsnanuagirszdmindeiilo
dweuu suluiie msldszuuinsinnianisin
Funguidmfululudnvazdinuodudn
(Consignment) wazn1sldnagnssiarlugluuy
Y93N13ANd3 (Wholesales)

3) NaYNSAIUYRINIINITINTNNUNY
(Place Strategy) 91nn13tUTIUTINTOYA WU
nautiy n1sldsUkuuAanTIuNIeNIsRaIa (Event
Marketing) InglésunisatiuayuainanigluiFos
Arlgasu1sdIu dnsldinseviedinuseoulad
(Social Network) waz (Web Blogs) &3 wsililadl
N13A18UN1393999 Uazvinedaulunisne
gonuarNIsUIMTIANIg slutenslauselovd
Mnvewnvsulafiiuguuuy

4) nagNnsaunITdEINNITAAIN
(Promotion Strategy) ﬁnﬂmiLﬁU‘i’JU'ﬁmﬁi’J’a;ﬂa
wuin nguilnnsldfedsiinst 019 uwdmsuazlus
3 ileunanssvazdendudi saluds msldde
yana (winanueie) lunisdaaiuniseig wiain
Mseufiueu wui Useanswaiiinendediled
Yoy Usznoutunislddelunisinuandudilald
anuiaule warviawraudedildlunisindefy
anArutesseaulal

WoNaNT HATINLUVADUDINNNTENTIT
mmﬁﬁugmﬁmﬂaqmémsmmmmﬂejuiamﬁa
yuwy wAnfusinzifssiduuuuluna dua
U9819AN 81LN8%19EAT Jainanune uanslana
A3 1

Table 1 Fundamental knowledge of marketing strategies requiring improvements.

Fundamental Knowledge of Fundamental Knowledge of Marketing Strategies Requiring Score
Marketing Strategies Improvements
Product Strategy 1. Selecting materials for production, customers’ needs, production 3.57

costs and the ability to find the materials.

Price Strategy

1. Variety of product pricing formats in different markets. 3.43

2. Knowledge of specifying payment and credit periods.

Place Strategy

activities.

1. Distributing products effectively through special marketing 343
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Promotion Strategy 1. Selling format development by sale staff. 3.14

2. Developing sale-supported working plan structure focusing on the

3. Developing sale-oriented materials in several channels such as

broadcast and print media as well as joining other activities.

Table 2 The model used in the promotion of the traditional oil lamp.

Types of Promotion

Details

Product Development

Name card and Brochure

Internet

Personal Selling

Event & Exhibition

Consignment

Middleman

Print Media

Using the same developing methods and present to the same
groups of customers including maintaining standards of 3-star
OTOP products which should be continued to develop in
compliance with governmental support guidelines.

Being used to enhance sale presentation, however, brochures are
no longer used due to cost limitation, efficiency and difficulty of

finding suitable places to present the brochures.

Using connections on Facebook and Line as well as supports
from the community development organization to create a web

blog on www.thaitumbol.com.

Using salespersons along with boot sales of several product

showcases.

Being held approximately 4 times per month together with
government sectors, however, some limitations are found as the
supporting policies from the government are different every year
leading to irregularly joining events and lacks of setting interesting

exhibition formats.

Comprising of groups of vendors in various areas such as Wat
Rong Khun in Chiang Rai, Wat Sri Khomkam and Wat
Phrachaotonluang in Payao, Ban Thwai in Borsang Market and
the Walking Street in Chiang Mai, Nonthaburi, Thung Kwian
Market, Kala Outlet Shop near the clock tower five-way
intersection zone, Lampang governor's official residence, and Wat

Phrathat Lampang Luang in Lampang.

Comprising of groups of vendors in Chatuchak Market in Bangkok
and the Mall Shopping center in Nakhon Ratchasima and

Surathani.

Putting an ad in the OTOP magazine with payment of 450 b.

annual membership fees.
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Table 3 Problems and needs promotion.

Problematic Marketing Support Strategies

Needs

1. Alack of media enhancing communication tools
between the vendors and particular groups of
customers after the product exhibition is finished
including international customers.

2. Unattractiveness of the current media tools which
are not able to present the products to the target
customers, especially via online marketing channels
such as Facebook or Line.

4. Alack of interesting and effective exhibiting product

formats.

3. Ahuge reliance on the government supports and
guidelines and being insufficient of proactive

business practice.

Necessary workshops are required to help the vendors gain
more knowledge about new media tools which are different
from brochures and be able to use helpful online marketing
tools.

Designing marketing media tools created by the groups of
vendors is required to present images of the products in
several aspects including video clips and motion pictures for
enhancing the attractiveness of product presentation.
Enhancing an established connection between the groups
of vendors and the young generation who will become their
business heirs is needed.

Portable and folded presentation tools for product
exhibitions are required.

Knowledge and know-how are needed to manage various
displays.

Building up knowledge of online marketing communication
to develop selling channels and expand the business is
needed.

Development of E-Commerce knowledge is needed.
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Figure 1 Show the process of research
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Abstract:  This study has 3 objectives: 1) to study knowledge and understanding in marketing
strategies, 2) to study the original model of marketing promotion and 3) to develop a marketing
promotion model by a participatory action research. In summary, the first objective is understanding
community enterprises from marketing strategy angles (product strategy, price strategy, distribution
channels and promotion). The second objective is community enterprises that have a mix of
marketing promotion strategies, which have been continuously developing through social networks.
Sales are processed by the president, while sales promotion is conducted through government
promotion efforts such as those by the local authorities. Moreover, marketing was promoted in the
form of consignments, middlemen and publications. The third objective is to develop an appropriate
marketing promotion group model, including aspects such as special marketing promotion by
exhibitions to be more focused on sale points and product images through digital media to obtain
new customers.

Keywords: Development of marketing promotion models, participation, community enterprise
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Introduction

Community enterprise is one form of
that

continuously, and had made rapid advances

business has been  developed
in providing benefits in terms of income
generation and other positive impacts for
both communities and the nation. Some of
the noteworthy benefits include creating
employment opportunities locally, catalyzing
community organization, and reducing labor
movement and others (Wibunphong, 2012).
This model can also be positive in providing a
way for local communities to help each other
solve local problems through a business-
oriented approach (Sasdraprik, 2015). Antique
oil lamps are an example of a product that
was developed out of local knowledge of
handicraft production. The lamps that are
managed and sold in the market by a
community enterprise group.

Community enterprises now play a
large role in contributing to socio-economic
development at the most local levels, in line
with the objectives of the 9" National Socio-
Economic Development Plan ( Office of The
National Economic and Social Development
Board, 2001) The focus on community enterprise
is an effort to raise income levels, build
capacity of communities to realize real self-
reliance, and to generally strengthen these
communities. Although there has been an
ongoing trend towards growth in community
enterprises, with support from the policy
framework and government agencies, close
examination of the experiences of these
enterprises reveals a number of remaining
Some of these

problems. shortcomings

include the quality of products, low efficiency
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in production, marketing obstacles, and the
general difficulties of organizing people to
form businesses at the local level. Many
enterprises are started and operate for a short
period of time but must shut down, because
of problems with profit generation among the
members. The problems can be characterized
as production problems, marketing problems,
management  problems  and  financial
problems (Ministry of Industry, 2003).
Preliminary data gathering revealed
several important issues. For example, even
though the

achieved a product of high quality that

traditional oil lamp group
reflected the desired unique appearance, the
group was still weak in terms of sales and
income, because it relied on assistance from
the state and other organizations that provide
guidance in marketing matters. The group is
still limited in its ability to set up shops at the
without  the

assistance of the state. This is because the state’s

province and regional levels
policy framework changes every year. Depending
upon the state’s policy on providing support, if
there is no scope for supporting wood
products in any given year, then they cannot
join in that year’ s activities. If the group
competes against other producers of the
same product, there will be impacts on the
prices that may be obtained in the market.

In the past, the main form of support
provided to community enterprises came in
the form of transferring knowledge, and
providing training and advice. Usually this was
done by experts, based on the assumption
that this support would be able to help solve
problems and achieve levels of development

in management and marketing that were
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established by the indicators of the agency. In
the

management and marketing were short-lived,

any case, successes in  products,
and the group was not able to sustain itself.
still  lack

accessing information needed for product

Groups constraints,  including
development, and managing profit sharing
arrangements among members. Market access
and market promotion are reliant on outside
actors. Moreover, most research in the field
has focused on product development, rather
than market research that would provide
insights into how groups could increase their
market access and exposure. This is one
strong motivation for the current research,
which has a different objective.

Based on a survey of the key issues
with

development, the researchers address the

associated community  enterprise
research question “What marketing promotion
models be developed to strengthen the
traditional oil lamp group?” To answer this

question, there are three areas of
investigation:

1) What is the level of knowledge
and understanding of marketing strategies in
the group?

2) What were the original marketing
promotion models used previously?

3) What

promotion model would be appropriate for

type  of  marketing
the traditional oil lamp group?

The objectives of the research are
guided by the concern for developing a
model that is truly appropriate for the group,
based on a thorough investigation of the

above issues.
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Materials and methods

The research methodology used by the

researchers is as follows.
1. Research design

The research project was conducted
between the period of August 2014 - August
2015. The research was implemented as a
participatory action research project, defined
by Jantawanij (1997) as a method of learning
from experience that is dependent upon the
active participation of all actors that are
involved in the research issue. This includes
the entire process, from the stage of problem
definition, identification of problem causes,
exploration of options and implementation
The

outcomes are assessed using data collected

according to the options chosen.
from observation and group interviews. The
research was divided into three phases.

Phase 1:

needs of the community related to the

Survey of conditions and

promotion of marketing; survey of existing
knowledge about marketing strategies and
existing forms of promotion. Data collection
used interviews of the group head and
committee. Interviews lasted approximately 2
and the data obtained here were
the effort
knowledge about marketing promotion in
Phase 2.

Phase 2

knowledge

hours,

applied toward to develop

Provision of practical

and training in models for
displaying products and online marketing, in
order to identify appropriate models for
marketing promotion, which were used in

Phase 3.
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Phase 3: Provide forum for exchange
and leamning to facilitate new ideas about
development of models for marketing
the

resources and capacities of the community.

promotion that are appropriate for

2. Scope of research

1) Geographic scope: The research
area for this project was the 5 community
Ban Ton Kha Muang Chum, the village where
the traditional oil lamp group was established,
in Pong Yang Khok Subdistrict, Hang Chat
District, Lampang province.

2) Population scope: Identification
of focal sample included three sectors of the
population — the traditional oil lamp group of
7 people; the young offspring of the group
members; community leaders; and
representatives of local government agencies.

3) Content scope: Scope for data
collection — context of the issues facing the
enterprise currently and existing knowledge
regarding marketing promotion; development
of marketing promotion models to increase

sales; models for effective practical training.
3. Methodology and tools used

The research used group discussions,
interviews and participatory processes through
forum to exchange ideas and knowledge, and
practical training. The research employed the

following steps:

Activity 1: Hold group forum to
introduce ideas and summarize research
process

Activity 2:  Measure levels of
knowledge and understanding regarding

marketing strategies of the group
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Activity 3:  Study previous models
for marketing promotion used by the group
Activity 4: Hold training to provide

knowledge on display of products at sales

sites or special sales events

Activity 5: Hold practical training
regarding online marketing
Activity 6: Hold forum to introduce

model frameworks for displaying products
Researchers used the following tools

in the research:

Used to

about current target

1) Group discussions:
collect information

customer  groups, knowledge regarding
marketing strategies that the group has used
2) In-depth Used to

collect information about existing models of

interviews:

marketing promotion, sales and income

3) Practical training: Used to collect
information regarding knowledge of product
display, to exchange ideas about product
display approaches and online marketing

4) Recording of field data: Used to
collect information regarding community
context and general information regarding
interviews and observations in written form,
also including audio and video formats

5) Questionnaire: Used to collect
information regarding survey basic knowledge
of marketing strategies within the community
enterprise group, measure knowledge levels
concerning online marketing, before and after
the training activities

4. Confirmation and analysis of data

The researchers employed analytic
induction as the main method of analysis in
the researchers. Analytic statistic data was

also  used as  supplementary  data.
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Triangulation methods were used to confirm
data. The data obtained by the researchers

included definition of conclusions regarding

classification, comparison of data and
correlating various factors in order to find
explanations and  conclusions. These

elements all contributed to answering the
research framework and questions, as the
research is a qualitative analytical exercise

based on participatory processes.
Research Findings

1. Findings regarding knowledge and

understanding of marketing strategies
within the group
The research findings can be

summarized into the following issues and key
points:

With regards to information on the
current target customer groups, these can be
divided into five groups: general customers,
hotels/

existing customers. From the examination of

middlemen, resorts, tourists, and
existing knowledge and strategies of within the
group, the following marketing mix offers
another summary of information gathered.

1) Product strategy

From the information provided by the
group, it was found that the group has
constantly been developing its product, and
now the product has achieved the OTOP
Product

development activities take several forms,

product standard of level 3 stars.

including design services for customers that
approach the group, particularly with the
hotel/ resort customer group. At the same
time, product development has been done in
line with directions of state support in order

to obtain special privileges in participating in
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various events carried out in partnership with
the state.

2) Price strategy

The group takes deposits on orders to
cover production expenses, and then collects
the outstanding balance upon delivery of the
The group

consignment and wholesale arrangements

products. also engages in
with sellers.

3) Place strategy

The group prioritizes event marketing,
which often involves receiving support from
the state to cover expenses. The group has
used social media networks and web blogs as
a supplementary strategy, but the group is yet
to make a concerted effort in this area. The
group  still pricing,

management and making full use of online

lacks knowledge in
potentiality.

4) Promotion strategy

The group uses printed materials,
visiting cards, and brochures to introduce
details about their products. In some cases,
the group uses the personal communication
channels of the sales staff. However, it was
found that these communication strategies
had only limited effectiveness.  Display
techniques were found to be lacking in
attractiveness. Moreover, communication to
access customers through online media were
lacking.

The findings from the questionnaire on
marketing strategies are summarized in Tables
1-3 below.

2. Development of approaches to
marketing promotion and creation of

communication materials for marketing
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promotion that is appropriate for the
resources and capacities of the group

The e¢roup discussion forum and
practical training in online communications
material development included the head of
head of

section, group members,

the traditional oil lamp group,

production next

generation future group members. Participants

Table 1

listened and contributed ideas about
adjustment of the model to bring it into line
with the reality of the group. Activities were
carried out by group members, and once the
group agreed on the frameworks to be used,
the group moved into practical applications,

as shown in Figure 1.

Fundamental knowledge of marketing strategies requiring improvements.

Fundamental Knowledge of Fundamental

Knowledge of Marketing Strategies

Requiring Score

Marketing Strategies Improvements

Product Strategy 1. Selecting materials for production, customers’ needs, production 3.57
costs and the ability to find the materials.

Price Strategy 2. Variety of product pricing formats in different markets. 3.43

3. Knowledge of specifying payment and credit periods.

Place Strategy 1. Distributing products effectively through special marketing 3.43
activities.

Promotion Strategy 1. Selling format development by sale staff. 3.14

2. Developing sale-supported working plan structure focusing on the

middleman.

3. Developing sale-oriented materials in several channels such as

broadcast and print media as well as joining other activities.

*Note: 1 = Low 5 = High
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Table 2 The model used in the promotion of the traditional oil lamp.

Types of Promotion

Details

Product Development

Name Card and Brochure

Internet

Personal Selling

Event & Exhibition

Consignment

Middleman

Print Media

Using existing development methods and present to the same
groups of customers including maintaining standards of 3-star
OTOP products which should be developed continually in
compliance with governmental support guidelines.

Being used to enhance sale presentation, however, brochures are
no longer used due to cost limitation, efficiency and difficulty of

finding suitable places to present the brochures.

Using connections on Facebook and Line as well as support from
the community development organization to create a web blog

on www.thaitumbol.com.

Using salespersons along with boot sales of several product

showcases.

Being held approximately 4 times per month together with
government sectors, however, some limitations were found as
the supporting policies from the government are different every
year, leading to irregular participation in events and difficulty in

setting up interesting exhibition formats.

Comprising of groups of vendors in various areas such as Wat
Rong Khun in Chiang Rai, Wat Sri Khomkam and Wat
Phrachaotonluang in Payao, Ban Thwai in Borsang Market and
the Walking Street in Chiang Mai, Nonthaburi, Thung Kwian
Market, Kala Outlet Shop near the clock tower five-way
intersection zone, Lampang governor's official residence, and Wat
Phrathat Lampang Luang in Lampang.

Comprising of groups of vendors in Chatuchak Market in Bangkok

and Mall Shopping centers in Nakhon Ratchasima and Surathani.

Putting an ad in the OTOP magazine with payment of 450 b.
annual membership fees.
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Table 3

Problems and needs promotion.

Problematic Marketing Support Strategies

Needs

A lack of media enhancing communication tools
between the vendors and particular groups of
customers after the product exhibition is
finished, including international customers.

Unattractiveness of the current media tools
which are not able to present the products to
the target customers, especially via online

marketing channels such as Facebook or Line.

A lack of interesting and effective exhibiting

product formats.

A huge reliance on the government supports
and guidelines and being insufficient of proactive

business practice.

Workshops are required to help the vendors gain more
knowledge about new media tools which are different
from brochures and be able to use helpful online
marketing tools.

Designing marketing media tools created by the groups
of vendors is required to present images of the products
in several aspects including video clips and motion
pictures for enhancing the attractiveness of product
presentation.

Enhancing an established connection between the
groups of vendors and the young generation who will
become their business heirs is needed.

Portable and folded presentation tools for product
exhibitions are required.

Knowledge and know-how are needed to manage
various displays.
Building  up
communication to develop sales channels and expand

knowledge  of online  marketing

the business is needed.

Development of E-Commerce knowledge is needed.

Figure 1 Show the process of research
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Discussion

The findings of this research support
the directions of community enterprise
development (Promsakha na Sakolnakhon
and Sangkharat, 2013) in several key areas
contributing to community economic
development, such as finance, production,
marketing and management.

1. Finance: This refers to the capacity to
develop financial resources based on the
local  wisdom,

mobilization of people,

knowledge, technology and production
factors, managing information on sources of
financial support for the group. These financial
resources will enable livelihood development
or expansion of business activities and
increase management capacity.

2. Production: This refers to the creation
of products and services using the factors of
the

consumers. This will allow the group to adapt

production to meet demands  of

to current economic conditions, secure
income from the sale of products, achieve
product quality according to market demand,
produce many high-quality products using
small funds, and increase production capacity
with new technology.

3. Marketing:  This

research to ascertain the demands

includes  market
and
preferences of consumers, analysis of
different types of information, to assist in
deciding what products should be produced.
Market information may come from existing
information sources, such as reports, journals,
statistics, newspapers, radio and television
broadcasts, or other government and private
sources. There may be other sources of

information that must be collected newly,
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such as estimations from specialists and
researchers, as well as sales experimentation.
With thorough analysis of these various
sources of information, the group will be able
about mixed

to make better decisions

marketing, which includes an appropriate
mixture of considerations for products, price,
distribution

enhance access of consumer groups.

and
The

group can increase its abilities in managing

and market promotion,

activities, practical training, exchange of
information with similar livelihood groups, and
coordinating with individuals involved in
development. Additionally, the head of the
group and his committee officers need to
their

management skills and strategies. Moreover,

increase knowledge of effective
there is a need to increase capacity for self-
reliance in the areas of securing financial
resources and internal management.

In addition to these, the current
research is in line with the findings of Bunmi
et al. (2014) and Duanguppama (2014), which
are both cases of participatory action research
to develop community enterprises that are
based in research questions that reflect the
needs of the community. The researcher
process began by researching the local
wisdom and knowledge of the group to
search for ways to increase the group’ s
interaction

capacity. The exchange and

between researchers and the community
assisted the community in raising its levels of

capacity.



Journal of Community Development and Life Quality 5(2): 319 - 329 (2017)

Summary

Summary of research findings for
objective 1

The

understanding

group has knowledge and

about all four marketing
strategies, according to the thinking of mixed
marketing. However, consideration of the
weaknesses of the group’s current approaches
revealed the need to adapt this knowledge
and understanding and apply it to innovations
recarding the management of funds and raw
materials, pricing and credit, effectiveness in
participating in special events, the role of
salespeople, selling through middlemen and

communication for market promotion.

Summary of research findings for

objective 2

The group has employed many
different forms of market promotion in the
past, including on-going product development
with

appearance and utility. These have been

activities, regards to both physical

done according to community product
standards. The group has also made use of
the Internet through media such as Facebook,
LINE groups and web blogs. Salespeople
activities have mostly depended upon the
role of the group head. Moreover, it was
found that one of the most commonly used
market promotion methods is participation in
special events of the government, with the
support of the local administration authorities.
the group sold

consignment and arrangements

Finally, has through
with
middlemen, and made use of advertising in

the OTOP magazine.
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Summary of research findings for
objective 3

The forms of market promotion that
the

improvement of product display at sales

are  appropriate  for group  are

points, which can be achieved through
practical training. Online market promotion
was also found to be also important. With
regards to participation in special events
sponsored by the state, the group should
consider options for improving the design of
display booths, including the use of colors,
structure of display areas and demonstration
of product use. There is also a need to
develop interesting communication materials
for use in the booth, in the form of both
written and verbal messages regarding the

group’s products.
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