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The Development of Marketing Promotion Model with the Participation of
the Community Enterprise: A Case Study: Antique Oil Lamp Product
Pongyangkok Sub District, Hang Chat District, Lampang Province
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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.
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Table 1 Fundamental knowledge of marketing strategies requiring improvements.

Fundamental Knowledge of Fundamental Knowledge of Marketing Strategies Requiring Improvements Score

Marketing Strategies

Product Strategy 1. Selecting materials for production, customers’ needs, production costs 3.57

and the ability to find the materials.

Price Strategy 1. Variety of product pricing formats in different markets. 343
2. Knowledge of specifying payment and credit periods.

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

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

Types of Promotion Details

Product Development 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.

Name card and Brochure 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.

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

www.thaitumbol.com.

Personal Selling Using salespersons along with boot sales of several product
showcases.
Event & Exhibition 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.

Consignment 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 Lampansg.

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

Print Media 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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AdALY:
Introduction

Community enterprise is one form of

business  that has been  developed
continuously, and had made rapid advances
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
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nsiRugULUUNSdLESUMIRaIn  nsdmsn Jamnayuu

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
problems. Some of these shortcomings
include the quality of products, low efficiency
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 traditional oil lamp group
achieved a product of high quality that

reflected the desired unique appearance, the
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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
province and regional levels without the
assistance of the state. This is because the state’s
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
established by the indicators of the agency. In
any case, the successes in products,
management and marketing were short-lived,
and the group was not able to sustain itself.
Groups still  lack  constraints, including
accessing information needed for product
development, and managing profit sharing
arrangements among members. Market access
and market promotion are reliant on outside

actors. Moreover, most research in the field
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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
associated  with  community  enterprise
development, the researchers address the
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 type of  marketing
promotion model would be appropriate for
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.
Materials and methods

The research methodology used by the

researchers is as follows.
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1. Research design

The research project was conducted
between the period of August 2014 - Ausgust
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
according to the options chosen. The
outcomes are assessed using data collected
from observation and group interviews. The
research was divided into three phases.

Phase 1: Survey of conditions and
needs of the community related to the
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
hours, and the data obtained here were
applied toward the effort to develop
knowledge about marketing promotion in
Phase 2.

Phase 2:

Provision of practical

knowledge and training in  models for

displaying products and online marketing, in

order to identify appropriate models for
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marketing promotion, which were used in
Phase 3.

Phase 3: Provide forum for exchange
and learning to facilitate new ideas about
of models for

development marketing

promotion that are appropriate for the

resources and capacities of the community.
2. Scope of research

1) Geographic scope: The research
area for this project was the 5t 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
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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

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:

1) Group discussions:  Used to

collect information about current target

customer  groups, knowledge regarding
marketing strategies that the group has used

2) In-depth interviews: Used to
collect information about existing models of
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
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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.
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
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divided into five groups: general customers,

middlemen, hotels/ resorts, tourists, and
existing customers. From the examination of
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 standard of level 3 stars. Product
development activities take several forms,
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
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

products. also  engages in

group
consignment and wholesale arrangements
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
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a supplementary strategy, but the group is yet
to make a concerted effort in this area. The
group still  lacks knowledge in pricing,
management and making full use of online
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

promotion that is appropriate for the
resources and capacities of the group

The group discussion forum and
practical training in online communications
material development included the head of
head of

the traditional oil lamp group,

production section, group members, next

generation future group members. Participants

listened and contributed ideas about

adjustment of the model to bring it into line
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with the reality of the group. Activities were the group moved into practical applications,
carried out by group members, and once the as shown in Figure 1.

group agreed on the frameworks to be used,

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 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 1.
between the vendors and particular groups of
customers after the product exhibition is
finished, including international customers.
Unattractiveness of the current media tools 2.
which are not able to present the products to
the target customers, especially via online
marketing channels such as Facebook or Line.

3.
A lack of interesting and effective exhibiting 1.
product formats.

2.
A huge reliance on the government supports 1.
and guidelines and being insufficient of proactive
business practice.

2.

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 of  online

knowledge marketing

up
communication to develop sales channels and expand
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
production to meet the demands of
consumers. This will allow the group to adapt
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.

This market

3. Marketing: includes

research to ascertain the demands and

preferences of consumers, analysis of
different types of information, to assist in

deciding what products should be produced.
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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,
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,
and

The

distribution and market promotion,
enhance access of consumer groups.
group can increase its abilities in managing
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
increase  their knowledge of effective
management skills and strategies. Moreover,
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
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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.
Summary

Summary research

of
findings for objective 1

The group has knowledge and

understanding 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 research

of
findings for objective 2

The group has employed many
different forms of market promotion in the
past, including on-going product development
activities, with regards to both physical
appearance and utility. These have been
done

according to community product

standards. The group has also made use of
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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 has sold

Finally, through

group

consigcnment  and  arrangements  with
middlemen, and made use of advertising in

the OTOP masgazine.

Summary research

of
findings for objective 3

The forms of market promotion that

are appropriate  for the group are
improvement of product display at sales
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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