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Abstract
The objectives of this community participatory action research were to analyze marketing
contexts of a community enterprise and to find out the digital marketing development guidelines

for hand-woven fabric products of the Hub Mae Win Community Enterprise in Tambon Mae Win,
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Mae Wang district, Chiang Mai province. The focus group discussion was conducted to gather
fundamental information of the enterprise and participatory observations were employed to collect
the data about characteristics of the hand-woven fabric products. Small group meetings for in-depth
interviews on community marketing with SWOT Analysis, Business Model Canvas as well as Digital
CRM were conducted, and the questionnaire was administered to find out about the use of
technological media. The sample group comprised 27 members of the community enterprise. The
research results revealed that the community enterprise was established to develop its products
and expand commercialization. The features of the handwoven fabrics are characterized by the
uniqueness of the woven and embroidered patterns. There are plenty of natural attractions in the
area. Building new customer relationships, customer retention and customer loyalty are practiced.
Members’ behavior of technological use is primarily through smartphones via Line and Facebook
programs in order to follow updates and conversational calls. Digital marketing is still limited due to
lack of skills in using technological media, so there is a need for training on how to use online media
for digital marketing. Digital marketing development guidelines should include marketing contents
based on product awareness, product identity, connection with commmunity tourism for the products
to become attractive, creation of a product and customer database, in-depth analyses to penetrate
target clients, and selection of digital marketing channels suitable for the community enterprise.

Keywords: Development guideline, Digital marketing, Hand-woven fabric, Hub mae win community

enterprise
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