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Abstract

This study aimed (1) to analyze market opportunities for community identity products,
specifically Pa-Kao-Ma textiles in Amnat Charoen Province, and (2) to develop marketing
strategies aligned with those opportunities. A mixed-methods approach was employed to
integrate consumer data with insights from local entrepreneurs under the frameworks of market
opportunity analysis and the marketing mix (4Ps). The findings indicate that market opportunities
primarily stem from consumers’ perception of community identity. Distinctive patterns and cultural
meanings were identified as the leading purchase motives (31%), outweighing price
considerations. The core consumer segment consisted mainly of urban, working—age buyers,
reflecting expansion potential into metropolitan markets. Regarding marketing strategy, distribution
channels received the highest evaluation among the 4Ps (mean = 3.65), followed by price (mean
= 3.60), highlighting the importance of accessibility and integrated online—offline channels.
Although consumers valued cultural authenticity, purchasing frequency remained relatively low,
suggesting that Pa-Kao-Ma is still perceived as an occasional rather than everyday product—
revealing both a structural limitation and a strategic positioning opportunity. The study is limited by
the use of convenience sampling within a single provincial context, which may constrain
generalizability. Nevertheless, it contributes to academic knowledge by conceptualizing
“community identity” as a strategic resource that links market opportunity formation with
systematic marketing mix design. The proposed community identity—driven strategic marketing
model extends existing marketing theory by demonstrating how cultural identity can be
transformed into a competitive advantage within localized creative economies.
Keywords: Market Opportunity Analysis; Marketing Strategy Development; Community Identity

Products; Pa-Kao-Ma; Amnat Charoen Province
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(Community Identity as Strategic Resource)

* AMANBINGYANENE (Symbolic Value)
*  ATTNTIGSY (ATHTINDBIWTIBITIUESSH) (Authenticity)

*  AMTHWNILNNIIMNETTH (Cultural Meaning)

ﬂﬁ‘iﬁ%ﬁﬂi’ﬂﬂqﬂ‘ﬂﬁﬁ ATSARNTIA

(Market Opportunity Formation)

. ﬂﬂiﬂﬂﬂﬂﬂﬂ’?ﬂ'&jwmﬁad (Urban Market Expansion)
*  msRNyaATEINISAAa1a (Value Enhancement)
* A5 INE9TeINIINI1SIAIINHAY (Channel Accessibility)
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Design) Distribution)
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(Sustainable Competitive Capability)

* AANTSUAITRATNSIAT (Reduced Price Competition)
* AMSRE1INAITNLANSNNYEILUSHA (Brand Differentiation)
. NS TATUARIARNASE YT (Long-term Market Positioning)

mwﬁ 2 Community Identity-Driven Strategic Marketing Model (CISM)

NN 2 BBUNEAIHANAUTIBITEULTENI NS AN O EA L ATHAINITD TUNS
wasdupenedadin Toaans “dadnuoignen” umineinadenagnsifunumduwnunans
YDINTEUIUNNTARA FRdnuoineMiAnns3usannuazinllgnisasnslanianisnisnann
Tumunisrenenain nafingaa uazn1ainderesmng arniulaniadnaiagnuasideng
YNTNIUNTTYTUINITRIHLTEENNNNITAAINA (4Ps) TAUN NsBDNULLNARTDMTANERANE 0l
ANFHIALATIAATHADIAT NITTATIMUIGULINAIEEDINN LAENITADENTHINEDITIINA

o dﬁ/ ° 1 1 o dI 1 o v v
IHUTTTN ﬂituquﬂq‘iuuﬁfﬂZgﬂ')"l}lN’INq’iﬂTuﬂ’l‘iLLﬂﬁﬂuVIN@Iﬂ’l’ﬁLL"N"&I‘LA@’IH’?'WI’I NTWAITH



Journal of Multidisciplinary in Humanities and Social Sciences Vol. 9 No. 3 (May — June 2026) 1415

' i o o ' g o
LENEIINABILU IR LL’Z\]ZNH‘LINléuﬂqﬁﬁqﬁWWLLWHQW@’]@‘iZﬂzﬂW’J YI9H NAAWTVTNNITRAIATY

IDUNAUNNELABHUAYABNINSRAN I NEHBNABLHDY AxvaudnymzBanainuodluing

ﬂfgﬂ

Tonan19nN19raNneINIENaNiAeINNN93Ug “ORanyoinen” aaeyu3 inauudAty

o o/ s

AAANH T NENOUAIARTY ATTHUVIFEY WAZAITHANIEYINNTNUETTH 1uTadeinTuntsfnaula

#a uaziiuguaein1sreeaaIagnanyUa lnafesuarnguil ManATURMATEITmNE39x
uay Spanyngrrsimnfduninens@enagnsideslasnisnegUlantanisnisaanariy

s 1 ¥ o 1
ﬂ’]‘jﬂﬂﬂLLUUﬂ@ﬂWﬁﬂ"I‘WI@"IW@ﬁ’]\‘lLﬂu‘iz‘i_lll LLﬂzLﬂuﬁuﬁ"lu"ﬂﬂﬂV"I’J']NN']N’]‘iﬂT‘Hﬂ’]‘jLL?N"?J‘H@EI’N

' !
o =

[% T o s a g
SIS UADINAANUN DA RN mﬁN%’HTH‘LI FUNNUT

4
BN HBUUS

Vv v L4

FINNANITITE NITUTADLAWD WIS AT

Y

v ° a o v 4
1. aarauanne wnsitnanitsien (U trlse T

v
= L3

NAEINDANN

o

o ¢ 1
FINNANTTIVE °lq18~l°h’uLﬁu‘i’]i‘l/\l?_I'TﬂﬁL%\‘iﬂ@i‘lwﬁﬁﬂﬂ?ﬂi‘ﬂﬂ"lﬂwqﬂﬂ”lﬁmﬂqﬂ

LazaHNT Ul aIgnagnsaasazaamsntsnaialaattaiuazuy nrsiinanisfnunluly
passuiun1gastaiugssante 3 sedu Taun seAugUaznanntg seAUneBeaTLayL
Tt uazavsinlenne

Tuazdugiaznaunis AraEnaInnfsdaiienasiimuadaAnuoINand punaefgin
szuu Tngszyfinnzesaanans AnEnEBeTmnsTan uazgeAuiiuanang e lrdugmn
TunaeanUUUNAAA N N ATTTAMISLLLNITF MU LN TR ATEEBIMA (Omnichannel)
TnaTsunannasufavia 15u Facebook Page, LINE Official Account LAZUNRANDTH e—commerce
ALATINNTNTIUEAIARAN IR Raenentainfenamidies asfeniiy avsitoans
N19ARIANIHNITLANEDIBRENE 209N Lo sABiiled Ralasuas19n155U5A0IAT
B ANV BINAAST W

TuazdummssmaiuaTniug AsdnaUTHATUNTAaIARRTRLAZNITRTILLTUA
HARTUTBRAN ol THatARLies s naneaulalsanresdindaiinsan s
wandosaeil biunaanassifes wananil AvsiRRenITHAAIABITIATIA I STUUERY

AUANRINIZNNTNUNITHLANDIFBIT1UATERAN Y ADANANWTTUN19FDE15AMA DD

PR
=

AR aungRLalnaTuasnag

Tuszdunlaune n1AsgATETDERNNITENTTAUNIATTIRHARTINUAZNITAIN

'
o/

v i v o o ¢ Y ! ! o o v Aa
ATNRUANT VAU A AN TUN U DYNTALTU mm@uﬂuu@gum'ﬁ%mﬂTuTﬂﬁm@ [ L YUY



1416 | 975815ANINLINVINHELYAIARTUALAIANAnT 07 9 RULT 3 (WosnIAK — J1Ien 2569)

$1973uBLANN9afinauas QR Code FMTUNTIABBINARN N e @aN g msE ey
wusruLAsEgRaRsNaTIAsrAULlsmmea g Ue s
¥ 0 a v A’S '
2. amauauurlun1sinddensinaly
dm5un1939eTuenian aasgefiuiirnenUdidmdnduiindndmndnane o
Uszimifgain ewBauifiaulassasenisiugdaaneniuazgluuulenianisnisnainly

a, A Y & S e oA ¥ A @ > S
UTUWW%@ﬂWWQﬂM‘H@ﬂ@W?ﬂJﬂQ5TﬁQﬁﬂquNWQ@EWQW@WNWiﬂ@WQ@GWﬂﬂqrﬂrﬂﬂqﬂﬂuLW@UWN

¥ 1
aan o

A NLEILTNBeTndaudt BnvvA TR NILL US89 EI T RTUgIA e ANEULNLINZE
dnanmalugursiauls@ensznanlen1anen1snatnfiunagnsaanLszann19n1IAaIn

Tﬂﬁmiﬁ

I ENA19B19E

NUNTAN WITLIILY, AN BHHT UAs HATUNG Tanna. (2567). ﬂﬂﬁﬂ’lﬂ@l%@dﬁjuﬁﬂ’ﬁ
W AR DR QR YUAZARAMNTRLETIH. 215a1TANINEINTT
Ni;!k/i/ﬁﬁﬂﬁ?fﬂmﬁ?ﬁﬂwﬂ7ﬁﬁ7{ 75), 3089-3107. RUAWATN https://s004.tci-thaijo.org/
index.php/imhs1_s/article/view/272824

3 Tamsan, ngquﬁ °ZlifJY;ILL‘V1|u, ANTIA wnalaas uaz Unde WasBaasy. (2567). N9
A NTTIALAZH AN N TR TS IR R ABRE TN, 21781 7aWANEINT,
21(2), 42-58. AuAwan https://s0086.tci-thaijo.org/index.php/citujournal/article/view
/274686

Beverland, M. B., & Farrelly, F. J. (2020). The authenticity dilemma: Brand authenticity and
consumer responses. Journal of Consumer Research, 47(2), 260-280.
https://doi.org/10.1093/jcr/ucz047

Chantanee, M., & Yansombat, N. (2023). Development of products and brands from crocodile
meat to increase competitiveness of Community Enterprise Kon Sawangha, Ang Thong
Province. Arts of Management Journal, 74), 1327-1346. Retrieved from
https://s002.tci-thaijo.org/index.php/jam/article/view/265487

Cochran, W.G. (1977). Sampling techniques. (3rd ed.). New York: John Wiley & Sons.

Homburg, C., Theel, M., & Hohenberg, S. (2020). Marketing process management: Aligning
marketing strategy and execution. Journal of Marketing, 84(1), 1-24.
https://doi.org/10.1177/0022242919882128


https://so06.tci-thaijo.org/index.php/citujournal/article/view
https://doi.org/10
https://doi.org/10.1177

Journal of Multidisciplinary in Humanities and Social Sciences Vol. 9 No. 3 (May — June 2026) 1417

Jarusen, J., & Virojrut, T. (2022). Marketing channel management for the loincloth products on the
community identity cotton design community enterprise group, Pathum Thani Province.
Arts of Management Journal, 6(1), 160-174. Retrieved from https://s002.tci-thaijo.org/
index.php/jam/article/view/252299

Kotler, P., & Armstrong, G. (2023). Principles of marketing. (18th ed.). London: Pearson Education.

Kotler, P., & Keller, K. L. (2021). Marketing management. (16th ed.). London: Pearson Education.

Liu, X., Burns, A. C., & Hou, Y. (2022). Comparing online and in-store shopping behavior. Journal
of Retailing and Consumer Services, 64, 102751.
https://doi.org/10.1016/j.jretconser.2021.102751

Mahatamnuchok, N., & Klamsakul, S. (2025). Creative innovation of Thai local woven product in
Phetchaburi Province. Business Administration and Management Journal Review, 17(2),
217-231. Retrieved from https://so01.tci-thaijo.org/index.php/bahcuojs/article/view/274556

Morgan, N. A., Feng, H., & Whitler, K. A. (2022). Marketing capabilities in SMEs. Journal of the
Academy of Marketing Science, 50(1), 34-57. https://doi.org/10.1007/s11747-021-
00778-2

Napoli, J., Dickinson-Delaporte, S., & Beverland, M. B. (2021). The brand authenticity continuum.
Journal of Business Research, 123, 492-505. https://doi.org/10.1016/j.jbusres.2020.10.038

Nudang, S. (2023). Designs of graphic and packaging of hand-woven fabrics to promote sales of
a group of woman weaving loincloths, Thai Song Dam, Ratchaburi. Parichart Journal,
36(3), 65-81. https://doi.org/10.55164/pactj.v36i3.262077

Rui, H., Whinston, A., & Liu, Y. (2024). Digital platforms and consumer decision-making.
Information Systems Research, 35(1), 88-105. https://doi.org/10.1287/isre.2023.1204

Solomon, M. R. (2020). Consumer behavior: Buying, having, and being. (13th ed.). London:
Pearson Education.

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2021). From multi-channel to omnichannel retailing.

Journal of Retailing, 97(2), 174-181. https://doi.org/10.1016/j.jretai.2020.10.001


https://doi.org/10.1016/j.jretconser.2021.102751
https://doi.org/10.1007/s11747-021-

