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Abstract: The purpose of the research is to develop a market activities for genius rice steamer of the
innovative woven community enterprise. This research is qualitative research. The key informants
include the innovative community enterprise members, supporting government agencies
representative, community marketing expert, and buyers of genius rice steamer of the innovative
woven community enterprise products. The research was conducted using qualitative research. From
the secondary data analysis to field studies by triangulation method for data reliability: with the
depth interview, focus groups, and observation. The results showed that the development of
marketing activities of the genius rice steamer of the innovative woven community enterprise in
product, price, place, and promotion. The product contains a different product by developing a new
product to offer a variety of choices for consumers, added value of the brand, which can be done by
providing information about the product, and adding packaging together with the sale of other
products. The price includes the price tag the retail price per unit and wholesale prices. The places
include internet marketing, fairs, community store, and order from abroad. And the promotion
consists of the elements in the fairs and official Facebook page of the product.
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Table 1 The problem of market channels for genius rice steamer of the innovative woven

community enterprise

Market channels Mean Standard deviation (S.D.) Level
1. Product 3.13 0.95 Medium
2. Price 2.90 0.76 Medium
3. Place 2.92 0.72 Medium
4. Promotion 2.95 0.84 Medium
Total 2.97 0.81 Medium
* Mean 1.00 = low, Mean 5.00 = High
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Abstract:  The purpose of the research is to develop marketing activities for the ‘genius rice
steamer’ product of the innovative weaving community enterprise. This research takes a qualitative
research approach to its subject matter, from secondary data analysis to field studies including in-
depth interviews, focus groups, and observation. Triangulation methods were employed for data
reliability. The key informants include the innovative community enterprise members,
representatives of supporting government agencies, community marketing experts, and buyers of the
genius rice steamer produced by the community enterprise. The results showed the development of
marketing activities of the genius rice steamer in terms of product, price, place, and promotion. The
product is innovated in that it offers a variety of choices for consumers, value-added in branding,
which can be done by providing information about the product, and packaging together with the sale
of other products. The price includes price tag, retail price per unit and wholesale prices. The places
include internet marketing, fairs, community stores, and orders from abroad. Finally, the promotion
consists of the elements in the fairs and official Facebook page of the product.

Keywords: Rice steamer, development, marketing activities
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Introduction The Genius Rice Steamer of

Innovative Weaving Community Enterprise of

The ‘genius rice steamer’ produced
Nong Khon village, Nong Khon subdistrict,

by the Innovative Weaving Community
Muang district, Ubon Ratchathani province, is

Enterprise began from a simple woven
one of the model community product groups

product. In this case, a woven product refers
that carries out weaving activities, making such

to an item that is woven from bamboo or
items as rice steamers, winnowing baskets and

rattan according to the traditional knowledge
bamboo fish traps. These items are all part of

and ideas of community members. These
the traditional knowledge base of the

products have different  characteristics
community that has been passed down for

depending upon the area in which they are
generations until the present. This follows

produced,  influenced by  geography,
with the objectives of the group, which

resources, preferences and livelihoods of each

gathered members in the community to
area (Sonkhom, 2011).

participate collecting ideas, as well as
The people of Northeast Thailand
managing the products and resources. This
traditionally eat glutinous (sticky) rice. There
traditional knowledge base of the local
are several important woven products that
organizations or networks is being mobilized
are closely associated with this cultural
for local socio-economic development and
practice; for example, rice storage baskets,
community learning. The objectives are not
table baskets for cooked rice and rice
only to create monetary profits, but aim to
steamers (Thai Junior Encyclopedia, 2016).
create social profits as well - for example,
The rice steamer is one daily use utensil, used
strengthening the community and increasing
in the preparation of meals every day.
happiness in the community
Steaming rice in a woven rice steamer is a
The idea for the group’s product is an
simple and convenient way to prepare rice.
adaptation of the traditional style rice
Thus, producing rice steamers is a way to
steamer, which can be used with an electric
supplement household income, if it is
rice cooker — thus, giving the name ‘genius’.
developed into a livelihood activity (Nakhon
The innovator had observed rice steaming
Phanom National Library, 2016).
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practices in Northeastern Thailand, which are
rather difficult, and then formulated the idea
of using this traditional technology together
with a modern technology. The resulting
product has high quality and is easy to use.
The idea was born out of the group, and has
been successfully developed as a team with
different tasks allocated to different people.
With the high level of quality of the product,
the benefits have also included increased
community cooperation as well as increasing
income. This background underpins the name
of the group.

Changing market conditions and
increasing competition both continue to this
day with rapid speed, as part of the larger
socio-economic and

trends  of change

technological progress. Community
enterprises have had to adapt themselves to
these trends, in order to survive and continue
to grow. These changes and the increase
competition mean that products in the
market have a shorter product cycle, and
survival in the market is contingent upon
activities to increase market access and
consistently supply consumer demand. These
activities consist of various marketing factors,
such as products, prices, place and market
promotion (Rattanaphan, 2016). With regards
to marketing activities within the current
research, we take this to refer to activities set

up to address marketing according to the

228

several market factors. These are divided up
and discussed below.

Product refers to products and
services that are sold by the enterprise to
consumers in order to make those consumers
recognize, appreciate and chose that product
consistently (Soiraya et al., 2013). Price refers
to the amount of money that the consumer
will pay for the product or service
consistently. Price is related to the product
value that the consumer will get for their
money (Jaruphongsopan, 2006). Place refers
to the fact that the product must be
delivered through an appropriate channel, at
the correct time, and in the correct amount.
At the same time, there is still stock capital
and delivery at a level where the price can be
controlled. Place can also be understood as
the location in which the consumer buys the
product or service, as well as the way in
which the product or service is delivered to
the consumer. These must be agreeable and
acceptable to the consumer. These hold true
for products that are sold directly in a certain
place, as well as those sold through electronic
means (Kaewkitipong, 2013). Promotion refers to
the holding of activities to promote marketing,
including  advertising, sales  promotion,
personal selling, public relations, and direct
marketing. Market promotion is an important
tool in getting access to target markets, as
well as understanding the target consumer

groups so that demand can be stimulated
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(Jantanam, 2013). To cope with these changes
in order to survive and grow, the group should
develop marketing activities for the Genius
Rice Steamer. This was one approach to
identify the market factors of product, price,
place and promotion, which is appropriate for
the increasing competition that is faced by

the group.
Materials and Methods

This research was an exercise in

participatory action research (PAR). Each step
in the research depended upon participation

and exchange of ideas between the

researcher, the community enterprise,

leaders and involved

The

community stage

agencies. research used purposive
selection of samples, to achieve a sample
group with the characteristics required for the
research, as well as achieving voluntary
participation from state and other related

groups.

Main informant group, or sample

group

1. Innovative Weaving Community
Enterprise group, numbering 71 people. This
number consisted of 14 individuals who were
involved in the establishment of the group, as
well as 57 individuals who are involved in
production activities (hired producers) but are

not members.
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2. Representatives of state and
other involved agencies, including members
of the Nong Khon subdistrict administrative
organization, principal of the Nong Khon
school, community leaders, village
committee, village development specialists
and specialists in weaving sticky rice table

baskets, numbering 10 people.
Tools used in the research

1. Survey questionnaire regarding
the general characteristics and context of the
group regarding the marketing issues of the
group

2. Semi-structured interviews, consisting
of questions formulated by the researcher, for
broad discussion with the informants, which
could be made into in-depth interviews as
needed, when interesting information on an

The
the

important  topic encountered.

asked

was
interviews questions  on
development of marketing channels for the
group.

3. Focus group discussions, to
explore information in discussion with the
group. Two methods were used to facilitate
discussion among the group. The first was
non-planned,  where  the  researchers
participated in discussions and activities of the
group. The second was planned, where the
researchers and informants agreed on a
special time and place for discussion within

activities. Small groups were identified within



Development of Marketing Activities for the Genius Rice Steamer

of Innovative Weaving Community Enterprise

the larger informant group for participatory
development of marketing activities, provision
of ideas, exchange of knowledge and joint

formulation of conclusions.
Data collection

1. Data was collected from
documents and previous research related to
the current research topic, including technical
documents, journals, online publications and
research related to local marketing of local
handicrafts, bamboo woven handicrafts for
sustainable self-reliance and market
development for woven products.

2. Field data was collected, using

field survey methods, participatory
observation, interview of knowledgeable
individuals and in-depth interviews. The

researchers focused on the development of
marketing approaches for the Genius Rice
Steamer product, with emphasis on the
community enterprise group, community
leaders, subdistrict administrative authority
and consumers. Field data was collect
between the period of October 2015-April

2016.
Data analysis

1. Qualitative data analysis was

conducted, based on data obtained from
documents, including concepts and principles

recarding woven  products, community

enterprises, management of  marketing
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approaches and  participatory  research

methodology. Analysis of this data was
combined with analysis of data that was
obtained through observation, semi-structured
interviews and focal group discussions. The
analysis sought to identify connections
between the different types of information,
using descriptive analysis to explain the
marketing  development methods  and
activities employed by the group.

2. Quantitative data analysis was
conducted by the researchers, using statistical
methods to find frequency, percentages,
means and standard deviation. The objective
of this analysis was to produce information
that would be complementary to the

qualitative data analysis.
Results

The findings for the analysis of
marketing development for the Genius Rice
Steamer product of the Innovative Weaving
Community Enterprise group are presented
according to the objectives established for
this research, 1) research issues of marketing
Steamer

development for the Genius Rice

product of the Innovative  Weaving

Community Enterprise group, 2) research

marketing development activities for the

Genius Rice Steamer product of the

Innovative Weaving Community Enterprise

group.
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1. Issues of marketing development
for the Genius Rice Steamer product of the
Innovative Weaving Community Enterprise

group

Regarding the problematizing of
marketing development issues, the research

found that overall situation was moderate,

with @ mean of 2.97. When considered
according to each element, it was found that
product issues were scored as moderate
(3.13), price was moderate (2.90), place was
scored as moderate (2.92) and promotion was
moderate  (2.95). Research

findings are

presented in Table 1.

Table 1 The problem of market channels for genius rice steamer of the innovative woven

community enterprise

Market channels Mean Standard deviation (S.D.) Level
2. Product 3.13 0.95 Medium
3. Price 2.90 0.76 Medium
4. Place 2.92 0.72 Medium
5. Promotion 2.95 0.84 Medium
Total 2.97 0.81 Medium
* Mean 1.00 = low, Mean 5.00 = High

2. Marketing development activities
for the Genius Rice Steamer product of the
Innovative Weaving Community Enterprise
group

From the analysis and synthesis of
the data, the researchers found that the
approaches  to

marketing  development

activities  of  the Innovative  Weaving
Community Enterprise Group for the Genius
Rice Steamer product can be divided into four

issue areas; that is, product, price, place and

promotion.
2.1 Marketing development
approaches: Product
1) The product was

developed so that there would be differences

between different products, giving consumers
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choice in a wvariety of product styles.
Differences in style are found in the size,
patterns, and shape. In addition to its function
as a utensil for steaming rice, the product has
also been developed for other uses as well,
to add value and differentiate this product
from others. The development and naming of
the patterns used, development of modemn
shape design, and design development to
improve value or increase utility in use, are
examples of this. For example, handles were
added for easier handling of the steamer in
high heat situations, and a lid was added to
help with heat retention, and allows the

steamer to be used instead of the table rice

baskets.
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2) Value-added through
branding can be done by providing information
about the product, especially regarding the
local raw materials used in production,
income generation for local people, use of
natural materials free of chemicals because
dyes are not used, environmentally friendly
and biodegradable, quality maintenance
through smoking to prevent mold and pests,
and others. In addition, the value can be
supplemented  through certification and
receipt of awards. For example, indicating that
the Genius Rice Steamer is a product of Ban
Nong Khon, which has received an award for
being a model community in the translation
of local cultural knowledge into economic
creativity in 2015, could be beneficial for
consumer perception of the product’s value.
Moreover, it has received the 7 Innovation
Awards for 2014.

3) Improvement of packaging
with a paper box that has a plastic area that
will allow the product to be seen from the
outside, wrapping that has attractive designs
such a bow that shows that the product can
be bought as a gift and not just as an item to
be used by the purchaser, or explanation of
the thinking behind the development of the
product, which indicates the community
enterprise’s role in creating the product. The
special characteristic of being usable with an
electric rice cooker is also a potentially

attractive selling point. The trademark of the
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steamer, owned by the community enterprise,
certification of quality, indications of local
government  support, usage instructions,
cleaning and maintenance should also be
displayed prominently.

4) Sale of the rice steamer
together with other products could be
beneficial — for example, creating a set of
products that included the rice steamer and
chemical-free sticky rice produced in Nong
Khon subdistrict, packaged in a 1 kg vacuum-
pack bag. This would increase consumers’
interest in the product. A gift package could
be promoted for various occasions, such as

personal gift, souvenir or donation for monks.

2.2 Marketing development
approaches: Price
1) Attach price tag to

indicate different prices by size and design.
2) Set retail price per unit,
per three units and wholesale price
2.3 Marketing development
approaches: Place
1) Digital marketing, such as
web sales and shipping

2) OTOP
One Product) events at IMPACT Muang Thong

(One Subdistrict

Thani

3) Community shops

4) Sales booths at invitation
of government agencies

5) Community retail shop

at PTT gas stations
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6) International orders from
Thai people living abroad, orders from foreign
people living in Thailand who wish to export

to their own countries, for example Laos or

Vietnam
2.4 Marketing development
approaches: Promotion
1) Create materials for

displaying the product, such as vinyl banners
showing the name and design of the product,
create display materials consisting of the
product itself in various forms, which could be
taken to exhibitions and other marketing
events in the town or as part of other
seasonal events, display the use of the
steamer with an electric rice cooker, staff to
prepare rice with the steamer and manage a
tasting opportunity that includes explanation
of the product, and other messages
demonstrating the unique characteristics of
the steamer. The overall intent of these ideas
is to demonstrate the attractive characteristics
of the steamer and generate interest among
various target groups.

2) Update website to show
photos of the steamer, awards it has won and
events in which it has been featured,
especially in use with electric rice cookers.
There should also be information about and
messages from the community enterprise
group. Inclusion of video materials, such as
television footage that was shot previously,

scenes of the product on display at various
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events and images of how the product is
used.
3) Promotional  materials

including useful information about the
product should be created and distributed
online - through the steamer’s official
website and Facebook page. These should
display images of the product, awards it has
won, and the steamer in use with electric rice
cookers. There should also be information
about and messages from the community
enterprise group. Inclusion of video materials,
such as television footage that was shot
previously, scenes of the product on display
at various events and images of how the
used. should be

product is Messages

delivered directly to interested people.
Discussion

The product development of the
Genius Rice Steamer worked to maintain the
level of product standard, while focusing on
participatory processes that make use of the
traditional knowledge of the local community.
The desire is for consumers to be able to
purchase a product of equal handicraft
standard consistently each time in the market,
which supports the research of Kattiyawara
(2015), which looked at the transmission of
knowledge about business planning in the
development of the community enterprise of
the Handicraft Livelihood Group in the Pong
Yang Khok community of Hangchat district,
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Lampang province. This research reported

that the knowledge that exists within

individuals, along with shared traditional
knowledge of the locality, can be joined
together for a new type of knowledge that
can be used in business operations that also
strengthen communities. This can also assist
communities in increasing their capacity for
self-reliance. But this requires research into
the context and conditions of the community
enterprise, including strengths, weaknesses,
opportunities and threats in marketing. This
also recognizes the importance of knowledge,
exchange and participation. These findings are
in line with Sungrugsa (2010), who conducted
research into the factors affecting adaptations
in the marketing of products of local
communities in Saburi province. The research
reports that overall there were many market
adaptation strategies, while product adaptation
strategies were also many. Points focusing on
product quality were important, such as
ensuring that products do not get damaged
during the process of delivering to the
customer.

There was also effort to create a
product with different variations, giving the
consumer a variety of product types to
choose from. Tonawanik (2011) discussed the
application of the Decree on Sufficiency
Economy to transfer traditional local
knowledge in handicraft production. In the

Chiang Mai Provincial weaving sector, it is
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reported that people with knowledge, skills
and experience in the weaving sector for a
long time, and carried on the traditions of
their parents to produce products of diverse
and unique design, high beauty and sturdy
quality. All of these contribute to meeting the
These are the

demands of consumers.

motivations for the Innovative Weaving
Community Enterprise to develop its Genius
Rice Steamer into a product that is diverse
and meets the demands of consumers. These
findings are also in lie with Chiarakul (2014),
who researched problems and approaches in
adaptation of OTOP in preparation for the
opening of the Asian Economic Community
(AEC). The research reports that marketing
efforts should innovate new products that
create value for the consumer. Similarly,
packaging should be developed, products
should be certified for high standards.
Marketing target groups should be identified,
and market distribution channels should
reach all target groups at the lowest possible
cost.

The pricing scheme of the Genius
Rice Steamer has different prices established
for one unit, three units and wholesale
purchases. The products should have price
tags showing different prices for different size
and styles of steamer. These findings are
contrary to the findings of Nitiwattana (2015),
researching on approaches to supporting

marketing strategies under the Philosophy of
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the Sufficiency Economy in the community
enterprise group of Sam Sung district in Khon
Kaen province. This research aimed to
investigate the demographic situation of the
heads of community marketing groups in Sam
Sung district to understand the marketing
strategy factors of these groups. The research
compared the ideas of the enterprise group
heads concerning marketing. In Sam Sung
district, it was found that pricing was done
according to the quality of the product, credit
was provided for purchasers, and prices were
set at reasonable levels that did not take
advantage of the buyer, and did not overly
focus on the profits of the seller.

Research on the development of
distribution channels (place) for the Genius
Rice Steamer found displays in product
exhibition events, which was in line with the
findings of Kesornbua (2015), which looked at
strategies to increase capacity for marketing
among new participants in these events
(woven products) in the ASEAN market. A case
study of the community enterprise Rice
Producer Group of Bang Phluang village, Ban
Sang district, Prachiburi province, found
aggressive efforts to participate in national
level exhibition events, such as OTOP.
Especially important were events at Muang
Thong Thani, which gather together large
numbers of both domestic and international
business people. If a community enterprise is

able to participate in these exhibition events,
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they will have a good opportunity to expand
Additionally,
(2016)

their marketing targets. the
research of Wongsaensgtian et al
examined the development of marketing and
local  knowledge of bamboo woven
handicrafts to increase the strength of the
Dong Dueai community in Kong Krailat district,
Sukhotai province. The objective of this
research was to analyze the context of
and local in the

marketing knowledge

community and increase participation in
product exhibition events.

The research identified the need to
increase marketing channels through digital
and online media, including online purchase
service and orders from Thai people living
abroad. This is in line with the research of
Chen et al. (2016) who examined the impacts
of using digital media on operations of small-
and medium-sized enterprises for industrial
cloth dying in Taiwan. They found that
regardless of how web-based service provision
affected these businesses, web-based service
provision consists of maintenance of usage,
provision of business-to-business services and
data management software. This is something
that relevant agencies should provide advice
and support about so that digital marketing
channels connect producers and consumers
directly and expand the client base of the
local enterprises. These findings are in line
with the research of Boonmee et al. (2014)

that analyzed research and development of
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community enterprises in Ban Sansai Ton Kok,
Faham subdistrict, Muang district, Chiang Mai
province. This work found that the integration
of  marketing knowledge througsh the
development of internet-based marketing
through website development is a way to
bring local producers into contact with
markets where information can be distributed.
Moreover, Jones et al. (2015) researched the
influence of social media on small-scale
business, surveying the role and economic
influence of the internet and social media in
disadvantaged areas (lacking opportunities).
This  work utilized qualitative research
methods such as semi-structured interviews of
the owners or managers (5 individuals) of
small-scale enterprises in western Maine state.
The Tourism and Economic Development
authorities explained that disadvantaged areas
are areas that generally have economic
stagnation, which has caused businesses to
flounder. The benefit of using online
resources was the increase of exposure and
confirmation of information. Information on
the lead to

relationships  that increasing

customers also contributed to additional
customers in the global market. At the same
time, it contributed to market promotion in
research asserted that

the locality. The

advantages of website and social media

capacity for small-scale businesses in

disadvantaged areas are large, and in general

promotion of web-based marketing can have
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positive implications for the success of

businesses. Increasing internet technology
approaches to marketing outreach strategies is
a cost effective way for small-scale businesses
to  access global clients, increasing
opportunities to sell and grow. In addition,
the Genius Rice Steamer has opportunities to
increase exposure in community shops,
participate in invited marketing events of the
state, such as OTOP, IMPACT Muang Thong
Thani, and community product retail shops at
PTT gas stations. There could also be web
sales and shipping services, in addition to
overseas orders by way of overseas Thais.
Development of market promotion
activities for the Genius Rice Steamer would
benefit from creation of materials for display
and exhibit at marketing events. Individuals
can also be used as contacts for sales, for
example in sales of the rice steamer used
with electric rice cookers. This is in line with
the findings of Chongcharoen (2012),
examining the development of forms and
standards for sales shops of OTOP products
and community souvenirs in Ranong province.
The that in

research  found marketing

promotion activities, the individuals

participating in these efforts should interact
with customers on a peer basis, communicate
and make product recommendations to

customers, as these individuals are the

people staffing the shops and dealing with

customers directly.
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Conclusion

The results of the research can be
summarized in the following way. The
problem level analysis of the Genius Rice
Steamer of the Innovative  Weaving
Community Enterprise found the general
situation to be moderate. The results for each
marketing factor can be ordered as follows,
from higher to lower: product issues,
promotion issues, place issues and price
issues. Marketing activities for the steamer can
be divided into four areas, including: 1) the
unique characteristics of the steamer can be
further developed, including creating a diverse
range of products to give consumers more
choice in purchase, adding value and
differentiating the product from competitors,
enhancing design to increase value of the
product or ease in use, increase brand value
by providing information about the product,
including the natural and safe materials used
in production, environmentally friendly and
biodegradable product, and development of
packaging strategies; 2) for pricing strategies,
price tags should be attached to indicate
different pricing structures for one unit, three
units and wholesale purchases; 3) distribution
should make more use of digital marketing
opportunities, product exhibitions and booths
at invited events organized by the state and
expansion of distribution channels to take

advantage of opportunities to sell abroad; and

4) promotion strategies should include the
creation of materials for exhibition and
display, including vinyl banners with the name
and design of the product, update of the
website and creation of an official product
page for the product and the community
enterprise group, in addition to development
and delivery of messages directly to

consumers.
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