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Abstract

The community products crafted by elderly members of Hua Ngom Sub-district
School in Pan district, Chiang Rai province of Thailand, are manufactured and distributed
within the local community, exclusively catering to its members. Nonetheless, a lack of
engagement with external markets and the absence of a comprehensive marketing
strategy are apparent. Consequently, this research endeavors to establish distribution
channels for the community products fashioned by the elderly members of Hua Ngom
Sub-district School in Pan district, Chiang Rai province. This pursuit employs a participatory
research approach, engaging the management team, elderly students, a group of community
product producers (comprising 20 individuals), and agricultural product consumers in
Chiang Rai province (totaling 400 participants). The research process encompasses the
following steps: 1) Assessment of the potential within the elderly group in Hua Ngom sub-
district, 2) Examination of consumer behaviors, 3) Cultivation of knowledge and marketing
management tailored to community products and 4) Development of marketing management
for community products. The outcomes of this study serve as a blueprint for steering and
promoting the community products of the elderly group within Hua Ngom Sub-district
School in the subsequent ways. In the short term, our approach involves constructing a

Keywords: well-defined management framework for each department, raising group awareness

Chiang Rai province through online social platforms such as Facebook and LINE, cultivating trust, and enhancing

the group’s product appeal through strategic branding. The initial target market will be
the local community in Pan District, including venues such as Pracharat Market, distribution
points, product exhibitions through networking, and online sales platforms. Additionally,
opportunities regarding members of Hua Ngom Sub-district School and bedridden

Hua Ngom sub-district
Development of distribution channels
Community products

Elderly school,
elderly individuals at the Quality-of-Life Development Center in Hua Ngom Sub-district

will be explored. The long-term plan is to establish partnerships with community markets
such as hospitals, food delivery services, and nearby hot pot restaurants. It is anticipated
that these initiatives will result in a projected revenue increase of 40.84%.
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Figure 2 Community products of elderly school members in Hua Ngom sub-district; (a) dishwashing liquid, (b) multipurpose

cleaner, (c) herbal massage oil, (d) herbal foot soak, (e) herbal steam bath and (f) bamboo weaving basket

Table 1 Total economic value of the elderly group in Hua Ngom sub-district

Products Total income (Baht/Year) Total cost (Baht/Year) Total economic value (Baht/Year)
Agricultural products 87,860 46,090 41,770
Processed products 2,600 1,690 910
Handicraft products 151,280 76,104 75,176
Total 241,740 123,884 117,856

* Total annual income of elderly school members participating in the survey
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Table 2 Traditional distribution channels of community products by elderly school members in Hua Ngom sub-district

Agricultural products Retail sales in the community market N/A Price reduction
Free gift/incentive
Processed products When visitors come to the elderly school, the products are N/A N/A
showcased and available for purchase
Handicraft products Retail sales take place at the community market during significant N/A N/A
festivals and whenever visitors come to the elderly school, where
the products are showcased and available for purchase
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Table 3 SWOT analysis and TOWS matrix for the elderly school in Hua Ngom sub-district

Internal factors

External factors

1. Local organizations in Hua Ngom sub-
district provide both financial and non-
financial support.

2. Educational institutions throughout
Thailand offer academic support to
strengthen the school members in the
areas of physical and mental well-being.
3. There is a high opportunity for collab-
orative work with all sectors, such as local
administrative organizations, schools,
public health agencies, in partnership with

the community.

1. The COVID-19 pandemic situation has
led to a slowdown in community production
activities due to its impact.

2. Community traditions and cultural
activities affect the participation of
elderly school members in activities (during

conflicting time periods).

1. Elderly school members have diverse and
extensive experiences in various professions,
such as engineers, doctors, teachers, and
community experts

2. The management of the elderly school is
supported by a clear organizational structure
and has a solid initial funding, driven by
community involvement.

3. Community products have diversity.

4. The founders of the school are respected
and reputable community leaders.

5. The unity and cooperation of members,

along with a strong community culture."

1. Expand sales channels both online and
offline.

2. Enhance communication channels for
production and distribution, both online and
offline.

3. Establish networks with governmental and
private organizations at the community and
provincial levels.

4. Build the identity of the community product
producers to be recognized both within the

community and at the provincial level.

1. Plan ahead for activities and set a schedule

for members' participation in activities

1. Community products lack effective marketing
management.

2. Community product production planning is
not consistent.

3. Agricultural products have not been certified
as organic.

4. The production process for goods takes more
time than usual because elderly members have
shorter attention spans due to their age

5. Lack of support in acquiring technological

equipment for activities.

1. Create a Facebook fan page and a group
on Line to communicate information about
production, distribution, and various activities
of the group.

2. Designate group member representatives
as page admins to directly communicate with
customers and the network.

3. Appoint group member representatives as

marketing and sales planners for the products.

1. Collaborate with local organizations to develop
a plan for promoting and supporting relevant
technological equipment for the elderly school,
centralizing resources for members to use in
various group activities.

2. Plan in advance for the organization of

important activities for the elderly school.
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Table 4 Factors influencing the purchase of community products

1. Factors related to the products that influence purchasing decisions
1.1 Color of the product 3.78 0.82 High
1.2 Quality of the product 4.18 0.88 High
1.3 Visible characteristics of the product 3.55 0.92 High
1.4 Product brand / Sticker / Label 2.93 1.18 Moderate
1.5 Packaging (wrapping / carrying bag) 3.05 1.12 Moderate
Total 3.50 0.98 High
2. Factors related to price that influence decision to use / buy products
2.1 Price is appropriate for quality 4.14 0.87 High
2.2 Price is suitable for quantity 3.94 0.89 High
2.3 Price is not expensive compared to general products. 3.54 1.00 High
2.4 Product price is consistent 3.43 0.99 Moderate
Total 3.76 0.94 High
3. Factors related to product distribution channels
3.1 Products are easy to find and purchase 3.92 0.86 High
3.2 Product placement is easily visible and accessible 3.65 0.94 High
3.3 Products are categorized clearly 3.63 0.96 High
3.4 Specialized product placement in designated areas (promotion zones / activities) 3.25 117 Moderate
Total 3.61 0.98 High
4. Factors related to sales promotion that influence purchasing decisions
4.1 Media and advertisement are consistently present 3.24 1.10 Moderate
4.2 Product price reduction is available 3.41 1.01 Moderate
4.3 Promotion and display are conducted at sales points 3.28 113 Moderate
4.4 Multiple purchasing channels are available 3.76 0.85 High
Total 3.42 1.02 Moderate
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Figure 3 Community market sales; (a) Sale at the Pracharat market, (b) Sale at the garden, (c) Product sales promotion through

the Line application, and (d) Processed agricultural product sales as meals for meeting
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Figure 4 (a) Branding of the elderly school in Hua Ngom sub-district and (b) Product logo of the elderly community enterprise

organic farm
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Figure 5 Examples of social media for community products; (a) Facebook page and (b) Line account for Hua Ngom Community
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Table 5 Comparison of the total economic value before and after joining the research project of the elderly group in Hua Ngom

sub-district

Agricultural products 87,860 46,090 41,770 133,080 66,845 66,235
Processed products 2,600 1,690 910 28,230 9,508 18,772
Handicraft products 151,280 76,104 75,176 158,080 77,104 80,876

Total 241,740 123,884 117,856 319,390 153,457 165,993

* Total annual income of elderly school members participating in the survey
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