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Abstract

This study aims to 1) study the operating conditions of community enterprises
cultural product groups in Maha Sarakham province 2) study the success factors related
to the operation of community enterprises cultural product groups in Maha Sarakham
province to the international market 3) evaluate the management potential of
community enterprises cultural products groups in Mahasarakham province to foreign
markets and 4) create a prototype of community enterprise management of cultural
products in Maha Sarakham province for international market. The study was
conducted by mixed-method research with incorporating quantitative research and
qualitative research. However, conducting quantitative research using questionnaires
with survey research from Thai and foreigner consumers and conducting qualitative
research from in-depth interviews, focus groups from government agencies, private
entrepreneurs and related agencies. The study found that;

1. The operating conditions of community enterprises, cultural product
groups in Maha Sarakham Province found that; 1.1) Lat Pattana rattan furniture
products community enterprise group using rattan raw materials from purchasing from
neighboring countries such as Laos, Indonesia. Therefore, raw materials are a limitation
of operations because cannot be procured locally. The most of them will produce in
their own families. When more products are produced, more merchants will come
from the province to buy to the village or the place of production. At present, rattan
furniture and rattan weaving machines have a variety of styles and certified as OTOP
products 4 stars. 1.2) Ban Phaeng mat products community enterprise group. When
the mat production is finished. Then, the community will deliver it to the OTOP center.
This Reed mat product won the award of OTOP 4-star and 5-star OTOP products with
an important distribution strategy is fast forward, online marketing, diligently post and
update products and public relations via TV, NBT, Channel 3, Channel 5 and Tourism
Authority of Thailand. 1.3) Benjarong house community enterprise group received the
award of OTOP 5 stars and that’s has been distributed in foreign countries such as
America, England, Germany and Japan. Which is a variety of works, both as pictures,
local traditions, portrait of Northeastern people or images of beliefs in the Mekong
Basin civilization. In addition to writing Benjarong designs on pottery. Also brought
villagers in the village to teach or seize a career at the factory as well. The important
marketing is a road show that various agencies have invited to participate in the

national product exhibition as well.



2. The key success factors related to the operation of community enterprises
cultural product groups in Maha Sarakham province to foreign markets consisting of;
production, marketing, management, financial, labor, interaction with the outside,
participation, leadership, member cooperation and information factors. All groups have
been accepted at the level of OTOP 5 stars and have the potential to develop
products to step into foreign countries.

3. Evaluate the management potential of community enterprises cultural
product groups in Mahasarakham province to foreign markets found that; 3.1) product
potential: The ability to develop products by creating new strengths and innovations
that are different and able to create added value to designing and developing new
products, bringing creativity to create innovations for higher value products And meet
the international market groups that are specific customers. And branding of Thailand
to be perceived as a high value product. 3.2) Labor potential: The 3 groups of
enterprises have local workers that can produce enough products to meet the needs
of customers. 3.3) Market management potential: Linking marketing channels to easily
reach consumers in foreign countries, online technology enables fast communication
and product introduction and able to reach many customers for making the entry into
the international market effective. 3.4) Leadership potential: The local community
enterprise with strong leaders will lead to successful group activities because members
of the faith group trust and give importance to leaders. 3.5) Building a network of
cooperation with government and private agencies. Which can create cooperation from
upstream to downstream including; joint production, Production partners,
Manufacturing to intermediaries affecting the delivery of goods to foreign countries and
distribution of goods to consumers in foreign countries.

4.  Create the prototype of community enterprise management of cultural
products in Maha Sarakham province for international market to creating the leadership
of community enterprises with knowledge and technology to advance Thailand 4.0
and developing new skills for members combined with wisdom to create value-added
products causing higher income in order for community enterprise groups to be able
to promote and develop societies for self-reliance with stability and sustainability.
Campaign for young people to apply for membership In order to create the heirs of a
new generation of cultural capital products to remain forever because the new
generation will be able to combine work that supports new technology Such as
management by using the application to manage storefront, product design, branding
until becoming a global innovation product. In addition, the linkage for the creation of

learning processes, including the development and cooperation of many parties,



creates cultural capital as a concrete value addition to export abroad. Which will lead
to increased economic income, able to upgrade the status of citizens, solve poverty,
reduce social inequality and resulting in a quality of life that will result in a truly stable,

prosperous and sustainable nation.
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