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Abstract

The research aims to study identity and marketing channels of community
products. Qualitative data was collected by brainstorming a leaders community of 60
people and interviewing of questionnaires 400 people. The results of the qualitative
and quantitative analysis were as follows:

The results reveal that the identity Tumbun Workaew Amphur Hang Chat,
Lampang Province. Identity of Geographic Area and community management. The
participate of coordinates thinking, doing, develop and responsibility. The coordinates
of the international organic agriculture WORKAEW ORGANIC. and the character a
represents on gentle font that represents the value of organic products. An indicate of
green to a variety of organic green areas. In addition, found that the appropriate
marketing channel Comprised of products is a product that is quality and safe. Pricing
is appropriate. Distribution of sales should be in agricultural markets, OTOP, grocery,
souvenirs shop and online channels. Promotion should be a souvenir product in
festivals. Because it is a product that create from the wisdom of the people in the
community, resulting in pride for both the giver and the recipient.

From this study, the Community Enterprise Tumbun Workaew can be

knowledge that has been developed to create additional value for the product and

distribute it to other occupational groups within the community and other areas.

Keywords : identity, marketing channel, Market Expansion



