1877y MINALYDINNNTINTIMeNsEUIREnININEY
YA viIguunaukitIwNYRINSFURN NI SNy
Jmingean

Foride gUas d9o

5 MMI LAesRugua

ABIL/NRUILIU ANEINYINITINNIT
UNNINYINY UMNAINYAYIVA A
Yeuuseunad 2564

UNANED

~ 4'

Nuidedl dingusrasdiiednwideyaiiugiunagiienau1vewm1an1sindmung

o«

nszdmenuIndnaIueIamAaguYUNgLwlUIuNYATATAUAN I TN 9 ne sy

9

Jadnezar dnvazduanuidsuwiiau AldEnsAuIuTdeyalaenisaunuingy

MsUJURNIsRLY wagnsduniwalinigdn annquidmuneidedadunifiiieades du
o

Y Y

oA gUsznaums aunane andn wasdldedgyaunisnainesulal visldeyanlaazgn
WA duaTen WSeuigy uasileunssaunTamvaEa  #an1s3denudn 1) Jeys
NuFIULNTRRILIYRIN NN TIRT MIeREnfaanseilwenuudnauvedamiagusy

nauuddunyRINIFUAINTINgYY UsENaunig N1SIATIEVANINLINGONTINILAENIT

]

@ a

° 1% o & + - O ¢ al
AvuagnAdmung wuwadell nszidiuusud “g3” dyaudeinszidriiddunasaladn
Judnanual warlasusialaguzidauinnssufiin  winuaiynoeusessafideudi9as

nsudnldasinarandr drulenialawnnisnlasunisatuayuannnaigniienunInsy

o«

a

=2 o a Aa & A o o [ = 1 [ @ =
iﬁllﬂfl'l(ﬂi}@ULG]EJMU’]ZW]M%J’W]IUWUVI ﬂ’]‘lﬁﬁ‘Uq‘Uﬁiiﬂ L‘IJ‘L!LiEJ\‘i‘UEN@LL“UQ“UHﬂi%LU’WﬂﬁWU‘N@J

4

WINWATIIAIQNNTT FIuduaseghannauwasiianiunisallada sudeyagnandivuie

Y

szl whumdgaderia o1y 30-65 U seldsgduuunanstiuly WWuaunidureuaudn
aunlnunnkazddndnualiuaneg  2) MsimuYemnsIadmuiendndueinseii
WeNUININauYe A mMAIgNTUNgURITIuNYAINSAURN TN TaaliuauriuYes
N19N153ATIMUIB LUV DU LA LU UNANNAIUULWNARNDSU Page Facebook, YouTube,
Y o 1 «s sa & v v L) =

Instagram wag LINE n1glasundanisnisnatn “Gdusazaladandudndnual” laginig
doansnsnananuunaunaulufignAiveasunumnsdumuasnsequdlalige dw 6

a4 A o & | 4 aa I3 | a 1%
A3elle Aell 1) Aslawan Wudedslonaziuuiues  2) Msduasunisie laenisiv

d7uan 20% 21N51A1018UNE  3) N1SAAIATNNANTIY AIENISIALATINIT “Duri LaNLan



dularaladnn” 4) MIUsznduius Wudaheauialelianuituinanssuwmenuiudn

=2 ] A o a = [ (J v o X Ao L £
a1 SIUdINsILmdednlUIMALNBAnAInsNeINUluNuNT IR e Laula 5) N15118

Y

lngupra lnensinseupraiiivedesdudunudndmiienssdigs  6) duq  suldun
by

nstnadmauigennaesiumaualng “93” Nellnendenisasiwusun dwalvinszdung

o

wuuneleuusud “g3” unddnuazeeusunnniu wazlsenuaiuluRaeaIniy 125%

ANEIARY : NIIRAIUIYBINIINITINT MUY N19a51MUTUR NIzl RErUININETY Bza)



Research Title: Development of Distribution Channels for Pandan Weave Bags
of Peace Farmer Housewife Group Community Enterprise
of Wang-paya, Raman District, Yala Province

Researchers: Apsorn  E-sor

Jiraporn Kiadtinaruemol

Faculty: Management Sciences
University: Yala Rajabhat University
Year: 2021

Abstract

The objective of this research were to study basic data and development of
distribution channels for pandan weave bags of peace farmer housewife group
community enterprise of Wang-paya Raman district, Yala province. This was a
research and development study. Data collection was performed by focus group,
development operation, and in-depth interview of related target group parties
including entrepreneurs, middlemen, customers, and specialists in online marketing.
Derived data were then analyzed, synthesized, compared, and composed in rational
description. Results of the research indicated that

1) Basic Data for Development of Distribution Channels for Pandan Weave
Bags of Peace Farmer Housewife Group Community Enterprise of Wang-paya
comprised of market positioning and Target Marketing were done as follows; "Duri"
bags, which has the strengths of unique color and style, moreover it has won the
best innovation award. There is a fairly high price, production instability, and delay in
weakness. Opportunities have to be supported by government departments,
including abundant Pandan materials in this district. Obstacles on competitors with
weave bags, which are available to be bought and a lower price. In addition, in the
case of economic downturn and the Covid-19 situation, the information of target
clients are concentrated in women of working age 30-65. In upper-middle class have

appreciated quality weave bags and different identities.



2) Development of distribution channels for Pandan Weave Bags of Peace
Farmer Housewife Group Community Enterprise of Wang-paya were done through
platform of Page Facebook, YouTube, Instagram and LINE comprised of market
positioning which focused on “colour and style identity”, which were done through 6
tools of integrated marketing communications as follows: 1) Advertisement — through
video and banner media; 2) Sales Promotion — offering 20% off normal price;  3)
Event Marketing — launching “Duri in-depth inside your style” project; 4) Public
Relations - orienting video clips acknowledging for Pandan Weave handicrafts,
including social support donations for orphans in the area; 5) Personal Selling -
contacting famous persons to represent sales of Duri bags; and 6) Others — such as
posting epigrams according with Duri style personality. As a post-development
result, Pandan Weave bags under the “Duri” brand were better known and accepted,

average increase from previous sales was 125%.
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