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Abstract

This research paper aims to study the marketing communication of entrepreneurs
of cluster woven fabric from Nan Province by conducting a qualitative research as study
guidelines. It also collects the data through in-depth interview from 30 entrepreneurs of
cluster woven fabric to understand 7 steps of marketing communication plan, consisting
of Situation Analysis, Target Audience, Determining Objective, Marketing Strategy,
Marketing Communication Tools, Determining Budgets and Timing and Evaluation.

It was found out from the research that the communication plan of the entrepreneurs
of cluster woven fabric from Nan province was as follows 1) Situation Analysis; strength
as a main competitive advantage is product’s identity while weaknesses are insufficiency
of'the entrepreneurs’ fund, dependency on public sector, long production period, relatively
high-priced products, no enough coverage of selling channels and lack of new generation
to inherit the businesses. Regarding an opportunity of this market, it relies on the
government’s continual support as well as a rising trend of wearing woven fabric by local

consumers. Nevertheless, threats facing by the entrepreneurs come from numbers
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of players in the market, woven’s pattern copycat, consumers’ behaviors in price negotiation
and their behavior shift to do online shopping, also an economic downturn with government’s
instability. 2) Target Audiences are divided into 2 main groups which are middle-men,
who buy the products to sell, such as network within and outside the the province, local
clothes shops, souvenir product shops, OTOP center, on-line shops and end-customers
buying the product to wear such as office employees, government officers, businessowners
and tourists. 3) Determining Objective of marketing communication covers communication
objectives, behavioral objectives, knowledge and belief objectives. 4) Marketing Strategy
focuses mainly on product identity of woven fabric from Nan province, but not usually
use marketing promotion through selling promotion activity 5) Marketing Communication
Tools is often applied through salesperson by the entrepreneurs who are the shop owners,
following by public relations and advertising. For Direct Marketing, there has not been
a structured database of individual customers in place yet. 6) Determining Budgets and
Time to allocate budgets in a top-down manner, using 2 methods, i.e. Objective — and -Task
Method and Affordable Method. 7) Evaluation is normally under the responsibility
of the government to support. Mostly, the success of marketing communication will be

assessed once the project is completed.

Keywords: Marketing Communication, Entrepreneur of Cluster, Nan Province’s Woven
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