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A DEVELOPMENT OF COMMERCIAL POTENTIAL FOR HERBAL FISH SAUSAGES
OF A COMMUNITY ENTERPRISE
“WIHARN KHAO SAMAKKEE AGRICULTURIST HOUSEWIFE GROUP,”
WIHARN KHAO SUB-DISTRICT, THA CHANG DISTRICT, SING BURI PROVINCE
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ABSTRACT

This research aimed to develop commercial potential for herbal fish sausages of a community
enterprise of Wiharn Khao Samakkee Agriculturist Housewife Group, Sing Buri Province. The study
was divided into 2 phases. The first phase was a study of consuming behavior of 387 people, That has
been developed to be of high quality (I0C= 0.66-1.00, A=0.79) selected by cluster sampling, Data,
collected by using a questionnaire, were analyzed in terms of descriptive statistics. The second
phase was a development of commercial potential. Participatory action research was applied. Data
were collected from 24 key informants. There were meetings to analyze inside and outside factors,
business strengths and opportunities, designing marketing strategies and use the business model
canvas to develop commercial potential. Data were analyzed in terms of content analysis. Findings
revealed that: 1) Most consumers usually bought 3 kilograms as household food, on the basis of price at
the marketplace; 2) The herbal sausages product of this group was in a strong position and had
business opportunities. Major marketing strategies included: 1) The SO Strategy: “Pla Maela Dainam”
is a development as healthy food and souvenir, 2) The WO Strategy: “Pla Maela Wagwai” is a development
of marketing channels, 3) The ST Strategy: “Pla Maela Loykhor” is the creation of local wisdom
identity, paying attention of production and setting reasonable prices, and 4) The WT Strategy: “Pla
Maela Koeytun” is the reduction of products which are hard to sell and low profit margin.

Keywords : Commercial potential, Herbal fish sausage, Community enterprise of Wiharn khao

Samakkee Agriculturist Housewife Group
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