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Abstract

This research aims to study the marketing environment that affects the success of Kala
Numchoke group community enterprise in Uttaradit province and to identify marketing strategies
to elevate the product standards of Kala Numchoke group community enterprise in Uttaradit
Province. It is Participatory Action Research. Interviews and focus group are used as the tools in
this research.

The findings indicates that the group is incorporated by members who are interested in
making crafts. In addition, the leader of this group is producing as a business so, the leader will
be coaching for the members. However, fundraising is having a problem due topoverty of each
member. Also most members are not clearly understand of forming the community enterprise.
Moreover, there is no help from financial institution because members do not have knowledge
on accounting. For marketing, the group is asking for cooperation with government agencies for
exhibiting the product in the events until the product becomes well-known. Because of the
OTOP exhibition, the group is having a lot of order. Middleman is usedfor distributing the
product. For management and leadership, the leader of the group takes all responsible because
the members are lack of knowledge. Finally, for the participation, most members thought that

they are acting as employee, so they are not giving any suggestions or comments.

Keyword : marketing strategy, product standards, marketing environment, the potential, elevate

the standards, community enterprise
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