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Abstract

This research Article had objectives 1) To study the marketing mechanism for creative
prototype products. 2) To enhance the development of creative prototype products 3) To
develop a marketing mechanism for creative prototype products of community enterprise
groups in Suphanburi Province. With the distribution process through a digital marketing
system Use a mixed method research method by action research (Action Research) with the
operational population along with using a qualitative format from in-depth interviews and
focus groups by researching from the agricultural housewives' enterprise group, the Tin Jok
and local woven cloth weaving group, Ban Khong Subdistrict, U Thong District, Suphanburi
Province. The research results found that the prototype products still lack modern design
and clear branding. This study therefore developed a new product prototype and designed
an appropriate online marketing strategy that can effectively increase sales and expand the
customer base. The research results found that the marketing mechanisms of creative
prototype products of community enterprises in 5 aspects are: 1. Mission determination,
identity maintenance, skill transfer, promotion of youth wearing woven fabrics, coordination
with all sectors 2. Goal setting, standard improvement, member expansion 3. Situation
analysis, market demand, variety, production cost, price and presentation 4. Marketing
strategy Two-way marketing, presenting a variety of colors, open to the public and private
sectors, through online media 5. Marketing expansion Products are diverse, using videos via
social media, groups that love natural products, upgrading the development of creative
prototype products with knowledge development processes and creative processes to
community product standards, including knowledge development in 4 aspects and creative

prototypes with a distribution process through a digital marketing system in 5 aspects.

Keywords: develop marketing mechanisms, Creative prototype products, community

enterprise
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