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Market Development towards Thailand 4.0 Model to Premium OTOP
of Bamboo Handicrafts: Ban Pa Bong Community, Saraphi, Chiang Mai
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Abstract: The objectives of this research project were to survey and develop the marketing mix
leading to the guideline of market developments of bamboo products, Ban Pa Bong community
in order to promote competition advantage of the community towards Thailand 4.0 model to
premium OTOP. Data collection methods were the in-depth interview with 20 stakeholders,
observation the community and questionnaire survey with 427 for Thais and foreigners. A literature
review and any other relevant sources were required to generate the guideline of market
development for bamboo handicrafts of Ban Pa Bong community. The result has been found,
products of Ban Pa Bong community represent high quality and internally acceptable to a specific
market. To promote bamboo handicrafts on the global market is needed. Moreover, a majority of
entrepreneurs are elderly people who are slower to adopt new technologies for promoting a new
product, communications and product delivery etc,. Positioning by cultural symbols of products is
recommended. Finally, the younger generation is taking on family businesses
for sustainable development.

Keywords: Market development, Thailand 4.0, premium OTOP, bamboo handicrafts, Pa Bong
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Table 1. The result of buying behavior on bamboo handicraft products (Multiple select)

Thais Foreigners
Iltem
percentage percentage
®  Purchasing objectives
1. As a trip souvenir/gift 61 56
2. Homeware or office decorating 39 32
3. Memorable vacation or collection etc. 34 19
® |Information seeking behavior and purchasing decision
1. Purchase decisions begin on information seeking or a survey 56 38
2. Immediate buying without information seeking or a survey ar 62
® Place to shop for bamboo handicrafts
1. Handicraft village 34 26
2. Market/ shopping center 32 37
3. Walking street 22 33
4. Exhibit store 12 a4
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Table 2. The result of marketing mix needs of customer on bamboo handicraft products

Thai customer needs

Foreigner customer needs

ltems Very Neural Not Very Neural Not
much atall  much at all
®  Product
1. Product branding 39 33 28 40 35 26
2. Strength and durability of products 72 24 4 38 49 14
3. Several varieties of products 66 31 2 55 38 7
4. National standard and quality 31 52 17 60 33 7
5. Designed from local wisdom 69 28 3 54 36 10
®  Price
6. Quality work at a reasonable price 76 22 2 61 31 8
7. Online application and payment system 54 41 5 45 38 17
® Place
8. Shops or stores are 74 25 2 57 34 9
always easier to approach
9. Different approaches and varied 70 28 3 a6 40 14
distribution channels (shops, applications or
websites etc)
®  Promotion
10. Use social media as a PR tool 69 27 4 41 39 20
11. Trustworthy information on PR 71 28 2 57 34 9
12. Social media promotions 68 29 4 a4 a2 14
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Figure 1. Bamboo handicrafts of Ban Pa Bong community, Saraphi, Chiang Mai
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