DOI: https://doi.org/10.55164/ecbajournal.v17i3.274653

N15ATISHANEAINNIINITAANALATNAATUNYUBY BINDRINY NN
UASAITITUINY L‘ﬁaﬂqiiﬁ'\‘i’é}’é}ﬂ

Analysis of Marketing Potential and Community Enterprise’s Products in
Chawang District, Nakhon Si Thammmarat Province for Exporting

Faann W' et dddey” uaznilan Saugnn’

Wanlapa Phattana' Pattareya Sungnoi” and Panida Rattanasupa3

fuiuuneny - 07/06/2567
JunAlounany  : 20/06/2567 UNANED
JupausuunAIy : 04/08/2567

msfnuiliingUszasdfe 1) Wefnwdneamenismaneomdndaeiiamaauyy
$1neans dwmiaunsaisssngy 2) ielnnesigauds gaseu Tema uazgUassn vewansi i
Jawimgausneas domsdesen uay 3) eAnwmnAnssunisidladendnsnsigumuuay
LEUBLUEMINNNITENDBNTBINE AN U IR YUY B1NBRIN FJIMTAUATAITIINTIY MTITY
pdsilumaiddemanmuendeliin Tnemsifedmmunmi 2 nduiaetns nguusnldisns
Wgndonaun¥nngiamiaguyudnneaine giideyandndiuiu 10 au 10 5 ngu Tn1s
dumunidsdnuuuislasaiaarnsdanauuulifidinsin nduiegned 2 Ae yaainininig
uazyAaINIAAleNYY Tifedesiundnfusiyury suneans Sminuasaisssusy $1uw 7
318 Tpeideyaaiuusunugauds 9aseu lema uazgUasse dmwnsivedalsunn sausa
Toyannnguiinvieadisieniiiretevieuslnandndasigumy ddsmaumnaussng 394
gATAUIUTINIUNG 1298190849 Cochran kagd U188 1L UVAEAIN 11U 385 518 19
LUUADUDLLUULATIE MUY LAY 5 58AU T1nT1eivey anead AL anssauuazns
ArseiifienaaeumuduiusTudnvazvesadflsnsfiwes (Nonparametric Statistics) 3y
mMneaeudndIuiuls tngldnismaaeulaauads nan1s@nwinudn 1) AuNISHEn HERTwuN
yuruvesngiamisgmulininensssammivieninensifogluiuiiiuingAvlunssde
WARS T uinszuIumsnand g Slifies emnensiusesnnsgIuNHARMAUTELATITES
HARAMUI AIUNITRAA HARAUNVIAANLANANNE NwallWg dlnglinnisasnidsunuy
AUARLarALIUNMIIaIAlUTULUUALINY 2) NATaMRAYUYULALHER AT YUY SNNBRINY
Forfaunsrsssrwiyauddusundadasifindameldnmain iy weeusundniusivg
PRBIINEMITUTBRNATEIUNINER Tomadmsdauadundns asiguruanmissauninaiguas
LU wazgUasInfe sumsdseeniiinmsmsinfumanmsiifeiuinmsgusdafusiveausias

! emansnasd a3, ANEUINIEING wnInedemalulagsyueeaai ity
Assistant Professor Dr., Faculty of Business Administration, Rajamangala University of Technology Srivijaya
2 {AeMans1ased 03, AMEINGINTIANTT NG TIUA DI
Assistant Professor Dr., Faculty of Managementsciences, Songkhla Rajabhat University
? emans1ansd, auginaluladnisdnns wninerdemalulagsvauaaiidy e vnuasaIssuy
Assistant Professor, Faculty of Management Technology, Rajamangala University of Technology Srivijaya Nakhon Si
Thammarat

* Corresponding author: E-mail address: wanlapa9222@gmail.com

mﬁmeﬁﬁﬂ&Jm‘wmdmﬁmmmLLazwamﬁm%ﬁmu FNBRIN FMTAUATASFIIUIIY LanISdsesn
Yaan1 Waun An3e1 &9y waznien Faugn




ﬂiymmwaﬂmsawmama 25 UslnA 3) ﬁﬁm&Jmu‘umaummauwuﬁﬂqumﬂ'ﬁiumimﬂwa
AR 5 WAnTa egnaiioddyyeadafissdiu 005 dmiunaaueiuzuLILi
msdagen Ae Mawduaduazianndnenmiumsmaalaenanndnfusfsinualriuiuilna
Wanandusiileunsiusesnnsgiu asenauimuagnngadmnefidamuiazmsiau
nenaidmaunglumsdssenindifiunisuvuandnlungs

ANEIARY: ANENIMNINITHAIN KARSTIYITY N15eI8aN

Abstract

This research aimed to 1) explores the marketing potential of community
enterprise products in Cha-wang District, Nakhon Si Thammarat Province, 2) conduct a
SWOT analysis for these products' export potential, and 3) assess purchase intention
while recommending export guidelines. The study employed both qualitative and
quantitative methods. In the qualitative method, two groups were sampled. The first
group included 10 key informants from 5 community enterprises in Cha-wang District,
selected through purposive sampling. Data were collected via semi-structured interviews
and non- participant observation. The second group consisted of 7 individuals from
government and private sectors involved with the products in Cha- wang District,
providing insights for the SWOT analysis. Then the quantitative method, the population
of foreign tourists who had purchased or consumed the community enterprise products
was estimated using Cochran's formula, resulting in a sample of 385 tourists selected
through convenience sampling. These participants completed a questionnaire with a
five-rating scale and the data were analyzed using descriptive statistics, nonparametric
statistics, and the Chi- square test. The findings revealed that 1) the community
enterprises produced goods using local natural resources, but the production processes
lacked certification. Marketing efforts were hindered by a lack of unique product
characteristics, with many items imitating existing market products. 2) The SWOT analysis
indicated that the products' strength lay in their use of local wisdom, while their
weakness was the absence of Good Manufacturing Practice ( GMP) certification.
Opportunities included promotion by government and private organizations, while
threats involved export restrictions due to product standards aimed at protecting
manufacturers and consumers. 3) Personal factors significantly influenced the purchase
intention of five products, with a statistical significance level of 0.05 to strengthen and
develop marketing potential. Therefore, we propose the following export guidelines:
Produce valuable products for consumers. Develop products to receive standard
certification Clearly define the target customer group. and hire middlemen with expertise
in exports to act on behalf of group members.
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U3msdanis lnedunuaiszsunguuasaundnuesnguins 5 naa ienouTngUseasidod 1
2) wuuduniwalyaainsnylisauniasguasiensudiiieades Ussif uduntwaliieady
an1unsainisnaandaduiyusy anmwindenlunisanduiurendndueiguyu Jeym
Aafusdndasiyuvy waghuimmsimuisdnsausiguu lnsdunvalynainsniasguay
yAansALenTL Usenause fuhgumy Wivthitdnauimugueusinenans Wwmihi
drinanununssineas Munuanmalenvy Weneuinguszasdded 2

2. wovaouany Masunuinvioniloasiend useenidu 3 neu Ao neud 1 Teya
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5905 b N1 5TIAS TR AN 9a8 AT sUsTneuseaI1ud (Frequency) wazsouas
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(Nonparametric Statistics) §a.dun1snaaeudndududs Ineldnismaaeulaawaas (Chi

square Test)
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Table 1 SWOT Analysis of Community Enterprise Products in Chawang District.

Strengths

Weaknesses

1. Use local resources
2. The product comes from wisdom passed

down from ancestors.
3. Expertise in producing products

4. Study about product needs.
5. Continuous product development.
6. Marketing communication with consumers

in the domestic market.

1. The product lacks uniqueness.

2. The product lacks a production standard
certification.

3. Human labor in production not being up to
the standard of product quality

4. Lack of regular product production training.

5. Lack of funds for operations
6. Unable to clearly define target customers.

7. Lack of knowledge about exporting products
to foreign markets.

8. lack of language and technology skills.

9. Lack of knowledge about export marketing.
10. Lack of personnel involved in carrying out
marketing and regulatory activities for export
11. Lack of information to analyze production

costs and determine product prices.

Opportunities

Threats

1. Government and private units provide
support.

2. Modernizing information and
communication technology, to reach
consumers conveniently, and quickly

3. Consumers have more behavior in
searching for information and purchasing

products from various online channels.

1. Many competitors in the domestic market.

2. The customs procedures or processes for

export are complicated. and has a high cost

3. Trade protection measures regarding product
standards of each country to protect producers
and consumers in their country.

4. The cost of requesting standard certification

both domestically and abroad is high.
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namsAnwngAnssunsnsladonntdnviondiedsnidivondesurgururesndy
EMNIYUYUTUNDRIN FINTAUATATTITUIY il

ﬁwusﬁayjaﬁ’ﬂﬂ wui dauluidumarig S1uau 252 AU ARuSPEaE 65.50 LA
dmuau 133 A Anluieway 34.50 a1y 35-44 U d1uau 153 Au Anduseeag 39.70 MsAnyge
mnsyAuUTeyees Swau 175 au AnduSesay 44.20 annunwansa sy 227 Au Aaduses
av 59.00 9T nniinuUIE/anuUsznauns S1uau 140 au Andusesas 36.40 selaselfou
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NaNIFITEAIUAUAMIUDII YN B IR I AATReNE RS udi Uy nqUIAIMAT

YUYUTUNDRIN FNIAUATATITINIY wanaTeazdenlaan Table 2

Table 2 The Result of Foreign Tourists’ Opinion on Community Products of Community Enterprise Groups

in Chawang District, Nakhon Si Thammarat Province

Crispy fried . . L .
Product Roselle tea Tie Dye Fabric Souvenir knife Massage Oils
cassava
Factors _ _ _ _ _
X SD. Scale X SD. Scale x SD. Scale X SD. Scale X SD.  Scale
Benefit for
) 366 0953 Agree 373 0838 Agree 378 0910 Agree 332 1067 Moderately 369 0866 Agree
consumption
Suitable size 342
373 0935 Agree 366 0876 Agree 368 0966 Agree 1034 Moderately 369 0922 Agree
product
Good
appearance 355 1026 Agree 376 0892 Agree 358 0910 Agree 331 1033 Moderately 358 0847 Agree
product
Attractive
) 350 1.008 Agree 358 0959 Agree 354 0901 Agree 327 1063 Moderately 353 0961 Agree
packaging
Branding is
easy to 333 1070 Moderately 359 1023 Agree 338 0974 Moderately 319 1089 Moderately 343 0835 Agee
remember
Total 355 0829 Agree 366 0775 Agree 359 0780 Agree 330 0909 Moderately 358 0.711 Agree

21N Table 2 HaN15I98 WU UNMBUN81EIRNsEAUAIUARLTAUR Bt a8 AU

1Y

a v L3 3 a v 1 1 [ [ 14 1 a 6 o -
NARAUNNG 5 HANA U IUANTIU ?ﬂﬂiﬁig@%lﬂ'ﬁ%ﬂUiﬂﬂ laun nandusidunennseu (x =355,

L4

SD.=0.829) WAAS o BINTLS 8 (x=3.66, SD. = 0.775) WanA i sndou (

X =359, SD.=

0.780) wag WanAmuNUTULAZATIWIA (X = 3.58, SD.=0.711) dmunaniumniavesiiseaney

TusesuUunas (x =3.30, SD.=0.909)

NamFITeNeUsERUAMUARTIW LTI AN TsUNIATaTerEns aeigumLELne

L L2 = L4 ! dl 1 a = ¥
2970 FIIAUASASSITNIVRITNYIoUNEIRN9R uansswazidenlaann Table 3

% NIASATYIAANSUAZUIINITING Uninendevinges VN 17 adun 3

{%{; Economics and Business Administration Journal, Thaksin University

ECBA



Table 3 The Results Level of Opinions on Foreign Tourists Purchase Intention on Community Products,

Chawang District Community Enterprise Group Nakhon Si Thammarat Province

Crispy fried . . Souvenir .
Purchase Roselle tea Tie Dye Fabric . Massage Oils
cassava knife
Intention _ _ _ _ _
X SD. Scale X SD. Scale X SD. Scale x SD. Scale y SD. Scale
Purchase
) o Moderately Moderately
intention in 370 0977 Agree 340 0821 Agree 337 0791 354 1017 Agree 328 0814
Agree gree
the future
Intension and
recommend 366 1015 Agree 350 0919 Agree 354 0934 Agree 352 1084 Agree 344 0928 Agree
to others
Moderately
Total 368 0921 Agree 345 0811 Agee 345 0800 Agree 353 0988 Agree 336 0.821 A
gree

[y a

9 Table 3 WaMFITeTEAUNGANTTUANINADINITAIAGONANTUNYUIUIIG 5 WENSTEUN

[y a

TUNINTIN WU 4 HAAA I T TEAUAINUAIUA AL UATUAIILA DIN1TH 1199 DLuTEA VLN
UszNoUmey NANNMITUNDANTIU NANHMUINVIVINTLLIYU NANHUNHI AT DU LATHANS UNIA
YDINTEAN FNTUNARAUNUTULAEASUUIAT T UAMUAMUAATIUA LA BIN15H 1A% B lu

SEAUUIUNANY

Table 4 The Results of the Relationship between Personal Factors and Purchase Intention Behavior.

Purchase intention behavior

Crispy fried Roselle  Tie Dye  Souvenir Massage
Personal factors

cassava tea Fabric knife Oils

Gender

x2 14.219 15.994 13.889 7.536 5.185
cramer’v 0.192 0.204 0.19 0.14 0.116
p-value 0.076 0.025* 0.053* 0.480 0.738
Age

2

X 48.719 45.349 57.884 61.65 100.931
cramer’v 0.179 0.172 0.194 0.200 0.256
p-value 0.004* 0.002* 0.002* 0.013* 0.000*
Education

.X'2 31.182 4.137 27.205 23.221 33.075
cramer’v 0.201 0.176 0.188 0.174 0.207
p-value 0.016* 0.006* 0.007* 0.001* 0.005*
Status

X2 76.826 34.012 29.066 24.96 25.825
cramer’v 0.316 0.213 0.194 0.180 0.183
p-value 0.000* 0.006* 0.001* 0.004* 0.034*
Occupation

X2 21.235 10.036 16.597 32.586 48.369
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Purchase intention behavior

Crispy fried Roselle  Tie Dye  Souvenir Massage
Personal factors
cassava tea Fabric knife Oils

cramer’v 0.136 0.115 0.120 0.168 0.205
p-value 0.017* 0.005* 0.029* 0.031* 0.002*
Monthly income

x2 34.148 423.062 44775 41.159 42.125
cramer’v 0.149 0.167 0.171 0.163 0.165
p-value 0.008* 0.002* 0.044* 0.005* 0.007*

* pvalue Sifedndnymneadffisesu 0.05
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nsnslate egneliedfaymaiAfissiu 0.05 uasnuin A cramer’v YaskARSaITI 5 NARSToMT
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