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Abstract

The purposes of this research were (1) to explore the attitudes and demands of tourists
towards Crotalaria juncea products, (2) to examine the factors affecting the consumption behavior
of Crotalaria juncea products and (3) to analyze and synthesize suitable marketing methods and
business plans for Crotalaria juncea products in the community of Ramdang community,
Singhanakhon District, Songkhla Province. The study was conducted under the concept of applied
research. The researcher considered and explored the needs of tourists, the potential and the
business model that led to the strategy formulation, and then developed a selling plan suitable
for the type of Crotalaria juncea products.

The findings reveal the Ramdang community was an area that has interesting natural
resources, culture, and way of life, along with 7 learning bases. In addition, the villagers in the
community as well as government agencies are decided to develop the community all the time
to become a tourism community that has tourism activities and community products. Information
from Thai tourists about marketing mix factors that influence goods purchasing behavior, revealing
ways to produce products that meet the needs of them as follows:

1. Product. On average, local tourists have commented product factors undoubtedly have
the most influence on product purchase decisions. The tourists place importance on
environmentally friendly production processes. The social goods will sufficiently demonstrate
local uniqueness and excellent quality. Aside from that, local tourists equally focus more proper
attention to the local goods' appearance. Local products made from crude fibers, despite the
coarse or natural texture of the fibers, are still considered attractive products. Therefore, the
unique design of local goods from the Crotalaria juncea can respond to the specific needs of
nature lovers. The raw material from local plants, when made into fibers, is durable and can be
designed to keep a variety of products. The product position is, therefore, a natural fiber product

reflecting the contemporary community identity at a value-for-money price level.



2. Price. Local tourists have commented positively price factors undoubtedly have a great
influence on product purchase decisions. Price must be suitable for quality and usability. In the
case of products manufactured from crude fibers and made by hand, even though the prices are
higher than conventional products, they are reasonable. In addition, in the event that the product
price has different price levels depending on the quality, size, type or style of the product, it will
make the product more interesting and attractive to purchase. Therefore, to set the price of
products made from Crotalaria juncea, the price should be set granting to the purchasing power.
For local tourists with high purchasing power (price range 1,000 Baht) , it should be a product of
interior decor like portable lamps, hanging scenes, wall decorations, floor mats. For local tourists
with medium purchasing power (price range 199 - 599 baht) , it should be local souvenirs like
refrigerator magnets, key chains, bags, hats, tableware decorations (coasters) , ornaments (cross
body bag, wrist tie, earrings) , food (glutinous rice dumplings, Chinese pastries) and cosmeceutical
(soap bar, liquid soap, lip bar).

3. Distribution. Overall, local tourists have commented favorably that distribution factors
influence the purchase decision of the innovative product at a relatively high level. Tourists pay
attention to the shops, which should be the atmosphere that shows the community identity,
must be clean and beautiful. The location should be located in the community area, but at the
same time, customers or tourists must be able to contact or order products from many channels
such as trade shows, websites, social media such as Facebook, LINE or email, etc. In addition,
another distribution channel for the products is consignment through Thai dessert shops and local
shops in Nang Ngam Road or the Old Town area, Mueang District, Songkhla Province. This is to be
a base for expanding the market and directing tourists to the community. More than that the
distribution channel that creates good awareness for tourists is the use of Crotalaria juncea
products decorate a hotels or hostels in the old town, which can stimulate the awareness of
tourists as well. In additional, design and integration with pottery products, such as entrepreneur
in Bang Klam Pottery Industry, Bang Klam District, Songkhla Province, or joint designs with wicker
entrepreneur, such as the Node-Ting Group, Sathing Phra District, Songkhla Province, which are
product groups That can create value together perfectly.

4. Marketing promotion. Local tourists have commented favorably that marketing

promotion factors influence the production purchasing decision at a high level. Local tourists pay



attention to the unique characteristics of the responsible seller, for notable example, must have
knowledge of the innovative product, acquire necessary expertise in local production, can tell
the story of the product. It is necessary to promote products through various media like official
websites or social media. There should also be marketing promotion with other local agencies
like the local government or private entrepreneurs in order to further expand and distribute the
product and to add value to the product.

The direct results of this empirical research can be utilized as follows: (1) The local
community has received key concepts and necessary knowledge about marketing planning
guidelines for selling community products by connecting to local tourism and distributing
products to external markets. (2) The community has effective strategies and business plans for
equitably distributing Crotalaria juncea products to consumers. These effective strategies include
establishing links with community-based tourism, creating marketing mechanisms for provincial,
national and international sales. Establishing partnerships with business alliances consisting of
production, marketing and operators as well as creating networks to support product
development with both official and private agencies. This will result in the sophisticated operation

of the community and continuous development.
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