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Development of Local Wisdom-based Products: Reed Mat Weaving in

the Si Wilai Subdistrict, Selaphum District, Roi Et Province
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Abstract: This research aims to explore management potential, develop prototype products and
the marketing mix, and analyze the relationship and impact of the marketing mix on management
success. A mixed-methods approach was used, combining qualitative methods including
interviews, focus group discussions, product trials, and data synthesis with quantitative methods
involving questionnaires administered to a sample of 400 respondents. The statistical methods
used in this research include data synthesis and interpretation, descriptive statistics, Pearson
simple correlation coefficient analysis, and normal multiple regression analysis. The findings
revealed that the community reed mat product group developed a prototype using the business
model canvas (BMC) and marketing plan for the "SILAI Brand." The marketing mix was found to
have a relationship with, and impact on, the group’s management success.

Keywords: Product development, local wisdom, reed mat weaving, marketing mix, management success
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1. Advertising for sales promotion

2. Advertising focused on price and branding

Figure 1. Product
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Table 1. Results of the opinion analysis on the marketing mix and management success

Marketing Mix Mean  Std. deviation  Evaluation Results
Product 3.88 0.583 High
Price 3.73 0.482 High
Place 3.81 0.564 High
Promotion 4.00 0.563 High
Overall 3.86 0.372 High

Management Success Mean  Std. deviation  Evaluation Results
Value of the local product group 3.11 0.624 Fair
Accessibility 3.45 0.564 Fair
Management system 3.74 0.500 High
Facilities 3.05 0.513 Fair
Customer handling capacity 3.15 0.572 Fair
Environment 3.95 0.588 High
Reputation 3.25 0.587 Fair
Manufacturing 3.76 0.542 High
Participation 3.87 0.656 High
Quality of life and economic development 4.05 0.585 High
Overall 3.55 0.358 High
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Table 2. Results of the correlation analysis between marketing mix and management success

Variable Product Price Place Promotion Management
Product r 1.000
Price r 0.458** 1.00
Place r 0.099* 0.27** 1.00
Promotion r 0.175** 0.226** 0.562%* 1.000
Management r 0.446** 0.286** 0.381** 0.507** 1.000

* significant at the 0.05 level, ** significant at the 0.01 level
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Table 3. Results of the analysis of the effect of the marketing mix on managerial success

Regression
t P Tolerance VIF
Variable Coefficient
B B
Marketing mix
Product 0.260 0.387 8.799** 0.000** 0.780 1.282
Price 0.051 0.068 1.514 0.131 0.741 1.349
Place 0.072 0.113 2.317* 0.021* 0.635 1.574
Promotion 0.203 0.319 6.575%* 0.000** 0.642 1.558
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Regression
Coefficient

B B

Variable

P Tolerance VIF

Constant = 1.261 R=0.636 R? =0.404 AdjR? =0398 dfl =4
df2 = 395 SE = 0.227 F1 4395 = 66.927 Durbin-Watson = 1.622

* significant at the 0.05 level, ** significant at the 0.01 level
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