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Abstract

The purpose of the study was to study a social marketing model, its factors
and conditions, and social consumer habits. Mixed methods, qualitative and
quantitative methods, were used for the study. The findings showed that the
products sold in the social markets associated with the environment. The main
products comprised organic rice, safe rice, and various types of healthy food with
the quality improvement. The rice was certified by Organic Thailand and other
agricultural products by GVP. A physical feature of the market should have
permanent stores for selling the products showing three unique customs of
Uttaradit and the activities of learning and exchanging that focus on manufacturers’,
consumers’, and socially disadvantaged people’s participation.

Based on a fair market price, the sale opportunities between the producers
and the consumers, the distribution of products which are healthy and eco-friendly,
and being an area for helping the society, the success of the social marketing
depended on factors and conditions that contain eight P’s: products, prices, places,
promotion, public/participation, policies, and purse string. They were also under the
continuous collaboration and contained the system and the mechanism that are
connected to the policy level and the practice level.

The habits of social marketing consumers were found that the target

customers were working-aged. Most of them were highly educated females and had
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average incomes. Moreover, they needed to buy raw materials for food and health
products. Their reasons for purchasing such products were to need healthy food
and to be convenient to reach the products. The customers’ self-awareness was
important to decide on the purchase. Most of them bought the products from
Uttaradit Hospital’s Friday Healthy Market. They also bought the products once a
month and spent less than 30 minutes shopping for the products in the evening
and on their free days. Each time the customers shopped, they spent more than

200 baht on the shopping.

Keywords: Social Enterprise, Social marketing, Organic rice
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- 8139736 HnAnw yaains dunasestiniseu dndnwiluiiug

3 agUdnuazmaianiienmungnatIBuniduasnandusiguniniiodny

UMNINYIRYTNVA QN TANGUNA

a

nseaaniiodeny dvadelunisandusutaz@ouluaiudnsaluniseifiuau

AANPLINDFIALNG 5 Aaa Usenaumle 8 P's Taka Wansiauel (Product) 5101 (Price) @nnuii/

4291197159819 (Place) N5a1E3UN15Y18 (Promotion) @1515M3UN3an1A (Public/

(% s

Partnership) wleuiy (Policy) waganeduiusiuglivu (Purse String) fasngavidunly

AN19N 2
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A151990 2 Jadeniseiuautazeuluaiudnsanisedununaiaiiiodenu

fan Uadenisatiuey Reoulvarudie
nam - wanAuei1BunISuduAman (Product) - nandusiusstaddimingla
URU Organic - s1n@uAvsnzauiuaanm (Price) Aoilos wazHveHdI
Market - annuiivesnainvinaduendnual wazguluy Hoyse
aanaliaule nsulsdnduiudinsuedudnly - panpAsivIvdauAaon Tulaz i
WANFNANEUAUSZLANEY 9 (Place) F1UAUTEA5095UNTVIREUM
- NMIALETUNITNATN Imﬁwamwuﬁﬁiﬂmﬁaa%’m - MsdaasuNsRaInmIThseLiles
ANU3ANtuN13HdIUIW (Promotion) wazlunsUsEnduius
- fiiAendedlusann nquasuendunguiinguam - mAfidausam astimsaduayy
Dungudhmanendn uazngudaulenly nquniely @aleuisuasmsufoasamiu
AouIMedesvigansandlaediuleuislunisin Taglan1eNIUTEaILLATEUNY
Aanssumann (Public/Partnership, Policy) warnmsildusiuvesioshu
- sy unmsidennadunsinnusudu
ludnuwaraedlasin1sI9y (Purse String)
naniudns - wandeivaendy Lﬁumwmﬁaqéumw RISV - MAdldIuIw eediIaunenain
UMW waliimmggnia wazemnsUsean Fahenugy sanelulsmeruna neuonuaze
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ATIRARUINGAULALALATU1YTA 1ABNUNIYNTTY
FaAu wagnsIvERUASHEANATY (Product)

- TS MEIVIANUATIIAITOMT WAZAAUATIANYEY
189 (Price , Place)

- MSARESUNIIAAIN LUUNAENSNITIBRe

[

doeglanianiedeny lnednasgdudliuinisdiune
AIUE@EAIN (Promotion)
- giAetedlunain nguately Aelsameruiaansing

N Yy a

fuleviwatvayulasenis InedSuinveuaiiunis
paAuazTumaUNIALIUNT ndumBuen Ao
flduinslsametuna samfagaiing wazyanailud
auladodui (Public/Partnership, Policy)

- magdusu Ianuduiusdiusiilunisasng
in3etefiAnanmslsuinisveslsmenuia (Purse

String)

Y

fAnonatun1ssIuAanssunain
ilodsan

- MsduasunInann luduves
lsane1uia Msnseuliiannig
FuiiRriuguam anfanssy
usnsanug asnanisiems
wegunmlaeinlnrunnisves
Lsmeuna waziluuvaanindia
dwsugUrguazad Tunsldaund
U0 NeauAR1EANNATENIIN

210150



213ATIVINTURINGGE VA 9 TAnE

U4l 11 atudl 2 nsngrAu-suneu 2559

A519N 2 (5i9)

AN

Uadwn1saniueu

Waulumnudsa

ARINFAIA

- wanSuidulvgidudud OTOP wasdumitossy
wagYInANNaINYaIY (Product)

- aouiinana MesglEuInsiuiing uinandin
Anuduendnual (Place)

- ffifendedlunann nauneuondunguiinguam
Hunguthwsnendn uaznguiaulevialy nauniely
AUAAINTUBINRILIYLTY

2.9030nd Usganuasette OTOP lngdiuleunglunis
Jafanssunan Medudifousy 1 ade owedifing
Usgruisydfouveamisnusems ddunou
wazeulvlunisnedudvowana
(Public/Partnership)

- mARTTdwsn Tnsulsvieaasgatiuayu (Purse

String, Policy)

- AR e
YUYUIWIn Laztasetny
OTOP Snsatiuayus

wlsunauasnsuuRsuiu

ma1m Good - AuA OTOP wavduiau 4 ludmingasind sudls - Audvaneussian shl
shop A nsianszIgImmImAnIa (Product) epnuduendnual
nwaseans - an1uidud melumninedenuigensang - anuiisudn lidesuae
Huituiliuinie Wushudwsssuasiiszuuns HoMsEAUA AR
vImsdanisnneluiud suyaainsuarseuudn UM UMt N8
Nedud (Place) Lﬁaiaﬁuuﬂﬂamauaﬂ
- ffiendedlunann nauneuondunguiinguam - MsduEzUNIIAAA AT
wazganilaviily ngunnelu fe fannisiudves RanssumamiinLiteruamy
UINYIR wagleeY e amiayuyy fuslamidiouar 2 A
(Public/Partnership)
- mAdTldwsn InsulevievesaadumsAnwidy
Audnsredua Tautudinanuiaungusudminly
AMSHAILNEUAT (Purse String, Policy)
NuamnTIN - Aumussanemsiianuvannviatewasussam Tasamslisiaiiles Liosan
“TINAS 91N suansisdndnualvesiesiu (Product) Augamasuiunu winaln
aawimile - aowdidafenssumaiedanmussenia sUkuuns Anwsudleseninaedetie
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....................................................................... Y
donhey”  dnfidefaendnuaiuas iansssuviosdiu (Place) fuinTusgesililes
A5afl 2 (o)
AaA Jadenrsaiiugu Feulvaruduse

- fiAerteslunain ngunieuen Wunguiusiuny
nauaelu e infetnefiunduiuns
(Public/Partnership)

- MsduasunInan Aanssumsnseduliianssu;
\Reafugunin wagnsuinisananny nsdaaiindin
wazievy wildRuamulunsdnfanssunimaings
- mAdduswludnvuevedlaTiNTidy

- MA@ Wunsaunukuulidusugnaie
duazifnanusiuieveuaietnenidediseiiles i
sruuuanalnmshanfiessetunmasgiduseiu

UIEJUWEJLLagiﬁﬁUUﬁﬁa (Purse String, Policy)

wonandadonisaniiunuded 8 Ps (Jussdusenauiiunsaanaiiiodinundy
Wonduazaeniass (Fox and Kotler, 1980 919lu wining dullanzaily, 2547) ailuuafn
msdeansiiedmuiindn 4 asiusznau fie nslémsIdenenisnain (Marketing Research)
AISWAIUNEUAT (Product Development) msl4Esdela (The use of incentives) wazn1s
$1ureANAEAINANAY (Facilitation) Inegfideld@nuiAerfunginssuvesiuslnanann
diedanu ieidoudiieatunanauadlfiludoyaluntsnaunuiivangan fil

noAnssuveduslaanaaiiadial nan1sAnwInuIngugnaAndimingvaInaia

1 ¥ a

Wiedsan (Who) sa1at138uniduasgudiinuiedniduniduasuindusiiioguain

s

UNINIRYTIVANTAND 31U 100 AN AAIATUANT FUNIN LTINE1U18QATANES T

9 9

v a & o

100 AU AAINAIAINANIININGATARE WU 50 AU #A1A Good Shop ANIEINEATAENT
UVINed8919AeRsAnd 91 50 AU wazaaanAns e logunin Tusuanngsy
"Viasdusaundaadiavinmile Wiesney” 91uau 100 Au WWutevineu daulvadunandgs
(Yovaz 74.75) anrunlan Aiflengsening 20 -35 U (oway 47.75) dendwiiiuas dawlug)
Usgnauendndnsivnns Gevas 24.75) ungugndniivneiiiinisdnusedugs (sedu

a

USeuey1ns $o8ay 54.25) wazdisiwlauiunans (s9ldadeseiiou 10,001 — 20,000 UIW)
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naugnAndvineden1sdedu (What) anneanaiiederuiiluemsanuazilu
AuAiloguan 91915an W Llean 1n waldl 182 (Sevay 44.00) nqugnAndivungd

WiRNaluNMSEenTeduA (Why) fie Aaan1sduaussanemsiiiogunin fnUasnansiy “av

=i

($owar 31.55) aannuaganlunsdedudneglndiiinuieiivinnu (Gosay 27.98) il

FoauA1nnaALiadeny

ee

druslunssmdulate (Whom) fe auted (Jesay 63.00) 1

[
a

wiadllana (When) (3peag 48.25) dulug3oduniainmanniueansSaun1nuadlsangnuna

v 9 9
¥

9asAng (Where) (fouag 33.60) dnwagnisgodufainmaiaiiiedanu (How) Ae Tunan
Wouazads (Favar 32.75) azdeAudnunnni 200 vinsends ($oway 33.50) Tneltinan
Funanatiandt 30 wiisenss (Gesaz 57.75) Mnaviafulunann (Gosay 59.75) waxly
paaluiuiiing (Govay 51.75)

AnuAniureIngugndnimsneifidenatnilodsan de dudlunaisilodsny
msfiaunmiianiinanndug (Gevay 81.25) Feffuilnaduiiflagdredufindulunsdodud
Ussimesiitequan (Gosas 82.25) Buidreiuiisdulunsdififueasiniuludiemie
daau ooz 83.25) Audidivinglunanaiiodsnuivsslovideyusulazdiny (fovay
86.50) LLazmﬁU%IﬂﬂﬁuﬁwmmmmLﬁaé’muﬁ%ﬂmmzﬁﬁﬁgmﬂ ($ovaz 84.75)

agUdnuazmanaiiledeeiluisingmsing Tassin egluseiuan (X =3.85, S.D.=
0.503) Ineuiisianndegeanlaun funaniast (Product) (X =4.00, SD.= 0.583) 799841
Ao AUAN¥MENIINIEAIN (Physical) (X =3.94, S.D.= 0.614) LarAIUAINTTUNINITAAIA
(Activity) (X =2.65, S.D.= 0.661) dlefnsanmesniiseasdonded aundandne (Product)
amsameglusediuann (X=4.00, 5.0.= 0.799) wlefinrsanandadssiede wui deid
Aiadegsan liun Auanlmivesdudi (X =4.22, SD.= 0.759) 09080 ANLALAWEITIAN
(X =4.14, 5.D.= 0.733) uardudilnunmuazUasaansiiviuavuzilavieussgeimisgn
guinualy (X=4.10, SD.= 0.760) fuanuaieyenenIn (Physical) amsaseghusgiuun
(X =3.94, SD.= 0.614) BlefinrsananAtedssede wuin defiflredsgean léun anuazen
aeluuiunain (X =4.06, S.D.= 0.794) 593a97A8 wsdmesssazataluszideu
(X =4.03, S.D.= 0.739) uazn1sdnunsd wienenUssnviiilumnnmyg (X =3.99, S.D.= 0.720)
AUAINTIINIMIRAIA (Activity) nmsawegluszivinn (X=3.61, SD= 0.661) lofiansan
NnAnadeede wui defifidiadogega 1éun InsdnRanssudaaiunisugluiaanan

[ Avo

A LY A9 WaN Wan oy (X =3.82, S.D.= 0.838) s09asunde iinsusendusiuslmdunsan

Y
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aa1m (X=3.77, S.D.= 0.897) waziifanssulyinaug M nseuIunis 38n1snanvesdud

(X=3.69, S.D.= 0.836)

n15aiUsena wIan153saluazeasy

suuuy Yademsinfiunuuaztoulvaudisavemanaiitedan Usznause 8 P's
I5un wdasaet (Product) $198un3didududngn wazduidug WWududvaendouas
duditegunm TnefluunAanansaaialumssussduilnrduiasndouasnandudii
Juiinsfudaunden IneymieanuniniguasnaivIn1siusesviiensiaeununInaud
101 (Price) viedunuiifuilnnoudnsmadudiiutu ieadenistidusaulufansay
Fremdodany Wudununisiiudalauazsinliguilaadudnaiaiiodenuidnfsdudi
aunmUannasty dswaresruudnaniiandoliiinnadsuamofinssuwaraetesiuay
fudnlussuununsUaenfovionumsduvidiuiy anuil/demnenisman (Place) asd
msdnfanssusioidleaziiumUszdsesiumsuedudn n1sdaaiunisuie (Promotion)
Aanssunsnannesiadeidostaziisuuuumsdadiliniusmuaunm msdaaiufongsy
Winuaziovy wazgioslonansdany Wuunasesdnmivesdud uagianssudideds
Jusssviesiuvesiaingmsing ileaiisnssudiazusuidsuimuni ngAnssudunns
U3lnA ansnsasrumsenid (Public/Partnership) dldusiumnnindu tngaivayuludaleuns
(Policy) uazUftRs ATz uazlianedniusfuglyinu (Purse String) AanaLflodaes 5 nang
Usznausae man Organic URU Market “aanniuans qunw” lsmenuagashng Sasuia
8 P’s @ mSunannraINa NI mingnsang nan Good Shop AMEINYASANERS UNTINERE
1979 gnsAnd waznatandnfusiiioguaim nusmnsy “viesdusiundairsinnile
loweg” Sseluzesnsimussimmne (Price) waznsaauaiunsnata (Promotion) dwa
son1sdnfanssaliisioios Fudutedendsvesnsdniuny uazdoulvarwdisaves
panaLilodn

e Faglawie (2553 1 94-139) lalvikunAnuwnundnaiusuraseusedenu (Core
of Social Responsibility) azéfosaguuiiugruresmsiauuuudsiy & 4 ssdUsznoundn

£ a

A9 AuAazU3nN1s (Product & Service) NALADINANLALNAIUIAUAILALUSNISTNDIANS

= 1

adunisegliiinunIngd (Good Quality) finulguideiiion1siaul (Research &

[

Development) iveynsiadualvidaan magwy uaensiannaunuasuinislugusuy
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Tyaidug NadwassduasiiB Adequamuazmalasyiula saisUaenste (Health & Safety)
FIANLASTIN AaumnaNNg (Fair Price) londSeugnAlui@esia usn1smaanisene (After
Sales Service) Waidmann Organic URU Market uwazmann Good Shop AuzlneaIAI@ns
uinedeviggesindilunanfidasuniamdn 4 esduszneu wazsmiedudiiu

'
v a

Uszdnniu usnthenuniasgisuiiaseunainlann unive1desisdgansing uiies
nalnuilslunsianndufuasuinmsliiaunm ielviduiunisidsedoazaonadesiy
fnqusvasd fufumbenuiituiaseunsiduesdnsiidwusiandnlunisdidununas
Tnefitmnendnifionisusznouiansiitedenn dmiu “mannfuand guain” Tsmeuia
9nsAnd mamAIaInandwingasing wunsdmiiedudidundnuazdmiedudnane
Uefu drunaiandndasiilequnm suamnssy “viesiusaumdsaiiasinumie ewey”
whumnuswile MsuanmanuvesmilenunAiaIetisuaznskaniUasussdanufiu
vin Wuanssuanizlulaseins Jenansideuasianndudlvdamuniw Wosanliudu
nsdmedudn vinldmanita 5 wisddlivsvaunadifariiimsmgdiaiiugiuves
MswaLUUS By

matdus Tneisevenguinan maonu masy MeUsnwuRRedesdidausm

= a wa A a 14 J 1 = 1 I
VIﬁUUﬂHULGUQUIEJUWEJLL@%‘UQUG]TJ@JWN E‘JJVILﬂEJ’JGUB\‘i&LUG]a’m ﬂEjiJﬂ’]EJI‘UWN’JEN’]ULﬂiBEU’]EJL“LJ‘LI

Aiunuuiusisegtlnelssuukaznalnatiuayy donnasdiu Kother (2000) lana s

e

amdnwal (image) 1371 Wussdsnvesenude nudauazenulssiivlafiyaralinedsda

Al Fanmanwalvesdsiuasiimnueniuduriaued wazn1snsyinla Nuaralsedaly

JolauBLUL

mﬁwgﬂqumﬂmﬁmwﬁmmmﬁaé’mu wlglun1sve1gnayeInIenIsnann
Tne38n15 $2maau (Matching Fund) funiAieetnedisifusiandnlunisdiduaudiu
AIRaTR warRAIUISTUUNIEYEBIannsedndifiosesiunisnan sauBeiauiszuung

MTIAADUAMNINEUANNTEAY
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