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Abstract

This main purpose of this research was 1) to analyze the situation of
the processed herbal products 2) to study the needs of the customers 3) to
develop the processed herbal products 4) to rebranding herbal products. There
was research methodology Participation Action Research and Mix Method.
Qualitative research used to in-depth interviews with 3 community enterprise
entrepreneurs to develop herbal products, rebranding herbal products, and
Focus Group to confirm the processed herbal products. The quantitative
research, the questionnaires were used to collect data to inquire about
consumers' satisfaction with 3 herbal products and collect data to Sales of
products before-after development, paired t-test is used to compare two
population. The results indicate perceived situation of the community enterprise,
the market target group and the strengths, weaknesses, opportunities, and threats
of community enterprise. Perceived consumer needs for products, prices, place,
and promotion. The development of processed herbal products by creating
differences and consumer needs, Rebranding by changing the brand name, Logo
design, Packaging design, Marketing communications. The Product testing results
of Consumers were satisfied at a high level involves the products development
and rebranding, a significance level of 0.01. The Community Enterprise of Herbal
Products in Ban Thi District, Lamphun Province increase sales than ever before,
a significance level of 0.05
Keywords: Development Product, Rebranding, Herbal Products, Community

Enterprise Groups
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1) Audstundmiovayulwsdsuiunn 2) geou nannaseniiosad
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g 1wu naulume naunglad 1wy TalasssuvAniudvess visdusidy
naouvdn nsznaeandniinislaaiin fusia (Price) fosnsfiosnlivaulns
T munglusinn 101 - 120 UM AUYBIN1NITIRT MUY (Place) Aoan15lidn
ey ulneiIuNTeIn1aBunesiln waziunsaLEsunIsean (Promotion)
Foansliiinisdeans nslawanuszanduiusiiutomisdedenumeseulat uay
Foamsvoaunn 1 frevn wind sy Wensedunsdadulade
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ai9auuana 19V Nandusilaen1sUsuUdves i dduateursulseniunin
Ba7u I@Sﬁﬂﬂi%L%ﬂUﬁﬁ@qLLﬁ%UQﬂﬁl"IEJZMEJULLﬁJ ilinddsunesy 9 aaigay
Wsudsynu

4. msUunmdnuaindndurivayulng I8 funsdeude Tdewusus
11 “3Tr” Tagnnsiaudi 81uldin e1usenidesin “vn3la” Jeiidinsdefsaln ua
spnlidnsiaud videndoudes finrundumnaliunwidngy Weithdsuslnayn
ngadmine dulald msesnuuulaliliguuandroidunaniiiededediuusznoy
difeuandre Wlmdunady wsseu wardthnady nuderfudundadudves
Uandas uazdnslidevesuusuduneylulald i oliifuilanand dovesnusud
Fruvssatet Wundeundn fddeffednain arududldenn tnseardunnun
aanaeavdnly ilerUszneunisanansafinisoazidenvosadndneild dunng
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HanfuIemtaayulng
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aneusnyurulviuaudInduiamAaguru deanuinuautfvosasiwdadle
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afnd 3) finsesdlensesluniswdn 4) Tingaviwdndilolsey 5) aumnzay fu
An8aU (Weaknesses) 1) luifindu 2) iounduuds 3) ussqstasilians 4) Sondnsiost
Livsvendawdndn 5) Wifidudadu 6) Wilald 7) vinyaainsiiunisnain uazenu
wialulad 8) sanvietey fiulonia (Opportunities) 1) AtuuvoInulnendnsad
ayulnsned 2) waluladddedseuosulall 3) aviadvatslvinisaduayy
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2. Anwiaudosnisvesgnénfiddendnfasioimioayulng s

v

ARG
dulngianusosnslvindnimue (Product) éfaqmﬂﬁﬁé’wmsLf]mﬁlasl,a@jazmmm
nAumeuseu 1 wu naunenldl nduiuy WWudu Fveswmilesayulnsiduniguadie
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F118lusIAT 60 - 69 UM ANUYBININITIATIMUIY (Place) AU ABINITINAN
Fmngemiasayulnsiiun1stoinsBuineside 1wy Facebook Shopee LUudu
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fndanuiuaziianugniusaiuatiug sulaln nisesniuulalidydnuaiienay
douseumneiaudnarledligndnassuazainaisoenun 1naunsinatvuneia
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HanN1sNAdauaNaAgIuAunInalavasfuTlnanddandnd aaiayulng

wus3u
A1399 1 negeuauuAguauianalivesruslaanldondndusiayulng
wsgy
drudsraunienisnann N Anade AU S.D. At Sig.
X (2-tailed)
nanduiayayulng “SAAM TAIY
Hamsiusi (Product) 30 4.81 wnnflgn 234 19.069* .000
1A (Price) 30 463 wnnflgn 490 7077 000
Yomedndming (Place) 30 4.77 wnflgn 314 13356 .000
Msduasun1smatn (Promotion) 30 484 wnflgn 180 25.668* 000
nansnaigayulng “3Tri”
HAnSinuei (Product) 30 486  wnilgn 29 15813 000
1A (Price) 30 460 wnilan 675  4.871% 000
Yo edndming (Place) 30 4.77 wnndlgn 301 12304% .000
Msdaaiunismain (Promotion) 30 48  wnflan 407 10.770% 000
nanduTeiasayulng “BAAN THI”

wimsinut (Product) 30 48  wnilan 310 14.667% 000
1A (Price) 30 463 wnilgn 490 7.077 000
Yomedndming (Place) 30 4.75 wnflgn 341 12,002 .000
Msduasun1sma1a (Promotion) 30 477 wnilgn 394 10.670** 000

** JipdAgNszau 0.01

nandaaiayaygulng “SAAM TAI” fuslaadauianelasiunisduasy

N139A1ANINTGA TRIAIWIATUHAAT NI ATUYDINIINITIATIVUIY WATAIUTIAY

AUAIAU

nandmuaivrayulng “3Ti” fuslaadanuianeladundndusiuind ga

FOIANAUNTALATUNITNAIN AUYBINNITIATIVIUNEY WAEATUTIAN AIUEIRY
wansuaiemlesaulng “BAAN THI” uslaaiianuiisnalasiuninsdueiunn
740 9989UIAUNITAUATUNITAAIN AIUYBINNITIATINUIY UAZHIUTIA

AUAIAU

ayulodn senuauudgun 1 Juslaaiiseduanuianeladendniamnfviinig

Wouun wasUSunmanualndadamiayulnsuussy Inediasuuuanuiisnelaeglusedu

1nUlY eg1edidpdAgynsananseau 0.01
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NANAFDUANNRAFIUYIAUIBVDINAASUN

NNTINERAYIENAAANNTDNAMAIYNYY Heanvienoun1siaukazysy
AMNANWAHENTUI (Pre - Test) Wagnaan1siauwazsun ndnyalndnsoe (Post -
Test) fsil

nanfuTayaulng “SAAM TAI”

M99 2 AATgviAnalA sonvieneu - nds MmuILaUTuNNAN Al
ayulng “SAAM TAI”

Aade Mean S.D. Mean of At Sig.
(nav9) differences (2-tailed)
ADUNAIUN 4.00 1.732
wazUSunmanwal
—— -28.000 4,603 0.044*
PAINRIUN 32.00 9.000
wazUSunmanwal

* frdydAgyiszau 0.05

NANTT 2 WUAIERANAZEUANULANG19TENINALRA BYDY 2 Na
5¥NI9EoAvITAYALULNG “SAAM TAI” By - naen1sWaILazUTUANE Nyl
HAnsuel 3e1 Paired Differences Sample = -28.000, df = 2, Sig = 0.044 a5Ulad1
gousuaNNAz LA 2 ngaianAuvundnsasiayayulng “SAAM TAI” duathus
gunetus Jamindnu annsavinganuefindusnn iy udsnsinsiau way
USunmdnue] egnedidedfyvnsadfisedu 0.05

nanfouaigayulng “3Tri”
A15197 3 AASITRAETR 89AVLNBU — Kad NITHAILILASUSUN WA N Bl
andauayulng “3Tr”

Aade Mean S.D. Mean of At Sig.
(navy) differences (2-tailed)
AOUNU 5.33 1.527
wazUSunnanal
e -21.000 -5.044 0.037*
NAINRIUN 26.33 5.859
wazUSunnanwal

* fddAgyiszau 0.05

NANTNA 3 NUIAIATANAABUAIIULANG19TENT AN BVDI 2 NEY

serinpenvieyayulng “3Tr” fow - naansiawILazUSUN AN valEns N 167

o
v

Paired Differences Sample = -21.000, Sig = 0.037 atfauninsefunudrdayiials

]
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(0.05) agulaan sjamuammmuw 2 ﬂammuﬂwmumamulm “3Tr” Aruauius
FITAAINY mmmmaammmwmumammu NAINITVINITHAIUT WagUsu
nwdneel egnsditedfyneadfiisedu .05

A19197 4 Baszvianadn senvneneu - wds MINawILazUUNINEnval
AR veIaulng “BAAN THI”

ARy Mean s.D. Mean of At Sig.
(W) differences (2-tailed)
ADUNMIUI 7.00 2.645
wazUSunmanwal
— -30.000 -4.404 0.048*
NAIWRUN 37.33 10.692

wazUSunnanwal
* fvddAgyiszau 0.05
AINAITT 4 WU ANEDANAFDUAINULANFIITEUINANAA UUBI 2 hH

JENINL0AYIBE ML BIayULNT “BAAN THI” nou- wﬁamiﬁ’wmuazﬂ%mwé’ﬂmﬁ
NAMAM9 dA1 Paired Differences Sample = -30 000, Sig = .048 Faouninsesu
Hoddnyiisald 0.05) asuldin sewsuauufgiuil 2 nauis gL vesEyuln
“BAAN THI” siuatiud snnothu dmindmu annsavisenuefistuminniify
WIS warUfunmédnue] egrelituddymnsadnfiseiu .05

n1seussaaulall

N198UTNAINTAUAITHAIUT kazn1sUTuUTsnmanwalndndueiliiu
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FeBu Tnwasdanudrdniifusznaunisidainnsousy asulddsd 1) nsduan
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wAnSwt dlugunisaeuanudesnisresuilag wagnsademuuaneswes

wanfasililansumiiogudstu susudunounszurumetaundesosilv auiilug
MsadsuAnveInAneifiandnluguvuidusin vinisdansesuuanuanid
pnudululduninseilagldndnnisneniseainlun1siasizsigsia wu STP SWOT
aps \Judu e linandamiiiuseansnm 3) msusuawdnvalndndas Tneisuain
nsfRasanifidndaidesniinisuiulss nswasuie nseenuuulald nseenuuy
UsTYS I warnnsdeasnianisnan anuAnatasiAdeldudsdAnylunisuiu

ANENWA 4) NN5EBNAWUU karn15USUAasUlaln ABIln1sANUARLAINLEAAA DY
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Aunande wasiinsusuldsuldedasiugiulisunsunisesniuy 5) n1sldde
depunaulall Facebook ian13A1 Tunsuendnsiue Ussyduius n1sneugnen
wazNISINENendn (Live)

afUseNa

1. gnrunisalvemdndudiayulnsuussuiamisgusy a.0us 1935015
dunmwalidedn fudmthianasamauna Usesiu sesUszsmungaiamiaguu 1
Awnsizvinquitinung (STP) uwazdinsizianinuwingdou (SWOT) wigauds lond
wazUSuUsnsoutean e Jeafuguassafiaziiaty Foyadilduniamiuas
USunmdnuaindndaueilaegneliussd@nsnm aonadaaiu giuan Beuasney wasley
T wysnd seydn maa%ﬁmﬂaf-ﬁ%ﬁﬂﬁﬁuﬁuﬁw fduneulvelq Ao dsramenenn
YosyuTY AnwinAnsusivesyYY oAU AN vEIALYRHAR NI TaNsN TARRI
ponudugaugld Wanndnenmvewdnsum ieaiunnsgiuvemwdnsamlmnud
gousulunatn (g3umn Wenrined wavdeTu wwysvdl, 2560)

2. prwidieanmsvesiuslaaditlvenansnsiayulnsuussy vilinsudeyaluide
ANAUAIUABINITVRIIUTLAA MUKERSNA 5917 FoM9aN1TInT e wazAanssy
daasunanann easshmstamuadadasllinsstuduilnadesnsde aonadoaiy
Woojung Chang & Steven A. Taylor gsiauiaian aasbiamudidyiuaaudanis
vosgnan Tiseleviannsidusmvesuilanluidesn ieanazdavatisany
wola wazdesdumulinelavew{uilaald (Woojung Chang & Steven A. Taylor,
2016)

3. NINAUINE AT U 09 T989AIINABINITVOIH VT LA kazas19Ay
wansaliiundndue aenndeaiu nquay A15I389 AnviAnusesnisvesuilnaly
MsannHAnfusln q Anevaussiuaudeimsvesmain mswaalnsuUssy
n 03 fnrsadisanuuand sl fundndasiunnsisaingudstused u fedu
sudnwal iiuauAn aanmndnduel i edunisadisanulansiuinaulalsiiy
HandaatulnsuUsIy (N A1511304, 2560) ABAARDINY dANUDN AULITHY
wiuadaeuuansnsnusglendlfacs anuasna auawiiR venaniunEestosl
auulnsuussuivatnug Insasianuvesndnduelviinnuiuaiowiuyaady
wnBetu draudeweminensluiiosduinainsnuuansslitundosiose s
nsfnugshavssiamdsatuianislusaznisuanussna il efnwinaziiun
Usvgndldiugsnandnduaiagulnsulssy (@nouey Auasey, 2560) @anndodiu
UUNITIN 3990 UavAny ﬁmia%ﬁqmmLmﬂ&mmﬂisqﬂmﬁlﬁﬁmamﬁaqﬁ{]mmﬁmﬁu



84 | Journal of Social Science and Buddhistic Anthropology Vol.5 No.8 (August 2020) (3%?9*@
wuuRaRunyszgndlliituady dnsysannsensedundidyywiosdu ymss
979U LagAedy, 2557)

4. mavsunmdnualvesnandasiayulnsussuivatsdunou Wy ey
Fo mawasulali mswasuussyfusilitauiuaioaieassd uaznsiinsdons
namsnaradunisussnduiuslituduilaangududmine dsasnndesdu
anouoy fuadn lneiuainnsnmseenuuuusIafusiiriauasny Susslomnild
aeufiBesiofuilan TheamnuansseazBesvomaniase dosaznammiraula Fans
sonuuuidussdvszneudAnyiivielinandusiayulnsuussudvatiuidaiiy
Uhaulaumnsnaaingueedu wu nslddluniseonuuulald AdanmiAeideaiungs
JamAayuvy Smdandnnisesnuuuiiiinisldsreying (Active White Space: AWS)
ileliAnnsandildine uazmseenuuuussatasiiuangiunsldaes (aaouou fu
1938y, 2560) @pAAABITU Barbara Mroz - Gorgon 58y nswasunndnvaideaiy
Anuew uaznsideslesfuuusus ielifuslaafianisfunsdudadndae Wy
MaAgugUnmlald nud uazUiuussussaiust saufansdearsnisnan (Barbara
Mroz - Gorgon, 2016)

wan1snaaeunanfusilunsldayulnslunsifivgan vesnguiaviaguy
fvatug dwnetnus damrinaiyu wansvageueandu 2 8813 1) NInedeuAIy
fawelanudrfuslaadaudioneladendntomtayulnsuuszuia 3 wandaei fvhms
Wawdndmel waznisusuamdneal lnslduuuasuniuaundndiudssaunis
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W Fedelaaruduendnualunndainudndneidy 1 il R RFERIERE
naukuslnalaunnInay 2) Minaaeusenvienandugayulng 3 ndndae laens
Auteyasenvieneu-nasainnsiaundadasiuazusunmansal 3 Wheu wui
ndnnITRUIUTUAEnvalnanSeidsenuaiuduainiy (@lams Sauasade
LavALE, 2562) Tadenadostu aund dufnayd uazans wuinsiduanulaginis
DONLUULATHAUN m5mﬁ’mﬁﬁﬁuaﬁamﬁaﬁqmﬁuuammuisqLﬂmmamuﬁﬁi’maq
Tasen1s Ao mafimeldifutuinnnindy (@und dufinayd wasans, 2559)

N159UTNYIBLATUAT1IAINT kagTnYen 1N TV RIS UNINE Nwal
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5INA WINUAIT  dnauas waz aila dwushi na1adn Sndudediniseusuaiing
inwgandndamnalidvinvennuaiunse Sgagresatuayumenislianuy way
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faurdusing 4 Snnsevsuaindniavisgusuayulnsulssy o 0us Hedunis
AWIAUNY N13AMUATIAT NMsuedudeaulall aaenaunisesnwuulalilazyussy
it ilelviuszneunsanansathanusluldldselulumenianth Gema wsvuanen
0 anauAs way giia deusml, 2557) aenndeiu Uian1 nSuiu seydn n1seusy
ndngnsszorduiianuidiunadu manan nsousuvlvaindnianiague
annsath Ul Avansausely (Uidnan Tnauna, 2560)

ayU/Taiauaunue

nAfedifunifedaufoRuuunsiidiusiuvesvu (Participation Action
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sU uarldiEmeiseuuunaunau (Mix Method) fan153seidenaunin wagns3denda
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Fondndasinrsfinnuduendnual ligriuuusuddu insenauauly azdiely
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