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Abstract

The objectives of this research were to: (1) study the components of upgrading small
businesses and the marketing mechanism for plastic pellets with network partners in suburban
areas, (2) develop a model for upgrading small businesses and the marketing mechanism for
plastic pellets with network partners in suburban areas, (3) test the model for upgrading small
businesses and the marketing mechanism for plastic pellets with network partners in suburban
areas, and (4) summarize the results of using the model for upgrading small businesses and the
marketing mechanism for plastic pellets with network partners in suburban areas. This research
was conducted using a research and development approach, incorporating both quantitative and
qualitative methods. The research samples consisted of two groups. The first group for studying
the components of the model included 660 small business owners or heads, deputy heads, and
executive board members of plastic pellet businesses in suburban areas, selected through simple
random sampling by drawing lots. The second group for testing the model consisted of 50
participants from 20 companies, including business owners or heads, deputy heads, and executive
board members of plastic pellet businesses, selected through simple random sampling with
voluntary participation. The research instruments included interviews, questionnaires, knowledge
tests, and evaluation forms for planning and design during training. The research team synthesized
qualitative data from the interviews and analyzed basic statistics, including mean, standard
deviation, t-value, and confirmatory factor analysis (KMO and Bartlett's Test) for interpreting the
data.

The research findings were as follows: (1) The components of upgrading small businesses
and the marketing mechanism for plastic pellets with network partners in suburban areas were
confirmed through factor analysis, revealing five components: small business resources,
knowledge and funding sources for small businesses, small business management, marketing
planning, and strategy development for small businesses. (2) The model for upgrading small
businesses and the marketing mechanism for plastic pellets with network partners in suburban
areas was confirmed by experts to be highly appropriate. (3) Knowledge and understanding of
the model for upgrading small businesses and the marketing mechanism for plastic pellets

significantly increased after the development, with a statistical significance level of 0.05.
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The overall average score for planning and designing the upgrade of small businesses using
network partners was very high. (4) The summary of the model's application showed that overall

satisfaction was high, with an average score in the "high" category.
Keywords: Upgrading; Small Business; Marketing; Plastic Pellets
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0.05 LAZNITINUNUBDNLUUNITENITAVIUINTIAVUINLUNITRAIMEanaraRnsen1fasevely
Mufivsunma Aazuuuedsulusesuiunn szdiuldinmsaaadunszuiunis ﬁﬁ’]slﬁléu%zﬂﬂﬁﬂ’]ﬁ

$u3 aula uaznovausonAnAuTEeUINTIUIEMIVE 53R (asmnanmiadenuazaaiainna i
vpansiUAsunUasetsroiieq vilidesdnnsuufmuagimuiuulnuAadunisuimsnisnatn
sunuulnlg emwdisavesssiaegians faaziuldanuuasdunsumsnsnaialuiagiu A
fiansuaziinnuuandsnluefnegraiiulddn Fasazamisautuenuazdnddunuanuanly
M3UIMINIAATN Seninensvesgiavuingen annsautseendunaneyssinn uidsiidfydmiu
s3ivruInilAe nineInsuyue uagnine1nsnisdu Davis et al, 1996 ; Curran J, 2006; Grant and
Perren, 2002) lngauiivhaulugsiadudiuddyesnmdiia Wuninensddiivelvissiadul
waiiannle mMsiinsnensuyudidauausouasianufnaiassrannsotisifiul s ansainnis
yhauuazairsingsiaidaiuaiunsalunisudsdu waznisinsdanismineinsnsiuegiad
Usgansnmidudsddgdmiugsiavungon Bunuilifissweaunsntagligsiasudunuldogae
Usgdviznmuazanunsasiulale

9) prafawelafifndulunsihsuuuunsenssdvauiagsiavunndeuuar nalnnsnaiadin
wanafndaenifiaderieluiiuiiviumma Tuldludeiudinnsliuing nud dunuusdnidniunms
pusuiiamg mnuannsnwaziauuseivlalunisdafansailundsi aenndotu Drucker (1954)
1@ gsfafedBnsfiesdnsmeumauadondn ldud 1) lnsReqndn 2) exlshedsignAndesnis
waz 3) gafvasiilignénldsudsidosnisldedndls mameumammdrifenstwunsuuuunnagsiad
53nagldlunisafiuaiy uag Pickle and Abrahams (1990) lang1igsiauuingey (Small business)
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Y
=) v

wienauamuinuuldfeu 3) iufinsufURnuedluseiuiesdunnsianised wasiluanuiegves
Wwesianiskagniineu 4) Aanmsazfvuiadn WerlFeuisudiuianisvuialugluduvessenaie
FIUIUANIIU kargINTUINgRN Tanvaznulunisusenaue i

29ARNSmiaNNTITY

psrmnuilvlldgunuunsenssivaungsisvundesiieramnnalnnisnaiaiiewaiadnge
miadodgluiiuiiviunma dWoduuumdifusznounisgsharuiaden vimsdants dnsdewse
sewisAnuazte afanterisfiteliiussnaunisindedugndldiety Wefiuauanusaly
msudsdu IngasdusznausuhuumsenszausuIngsisvuingeuuaznalnnsnanlanalafindaend
wdotneluiiuiiviunmes fifessyamudululianfeduing (model identification) Sl

1. n$NeINTY3g3NVUINg 0u (business resources) Usenaunae 5 AuwUs 1.1 na9910
andunisadandlvzdesdnisianauazUssifiuna 1.2 Msiauinagnsnisnainwasnsvingsianis
Y 1.3 MaindyrinazgUassanig q Anvurudlasaly 1.4 psdndunisauuauiongs
1.5 madminensidlegultliAnuselovigegn

2. AN UAZLE LI UNUTSAATUIAE BN (Knowledge and funding sources) Usenausag 6 6ia
w5 2.1 msudndua drednd wazdieyaaing 2.2 Msdanisuazesrnud 2.3 1a59a393Nanisdanig
2.4 M3a51ATRYI8TINVWINGRN 2.5 NAENSNITUTIIINNISATEYIE 2.6 NIRUNTTANIINSUYT

3. MIUIMIINNITFINVUINEGRN (business management) Usenaume 8 fwds 3.1 3501390
g3RauazANTIile 3.2 mIdamamineinsyana 3.3 mydeseitadenglu 3.4 nmsdanisanandes
AUYAINT 3.5 ANUAINNIOLUNTUIMTINNTGT 3.6 Mslaszidadenisuen 3.7 nMsaruaun1suifnuy
3.8 MINWUIUKUNAENS

4. NMTIUNUAIUNITAAIN (Marketing planning) Usenaunag 8 AuUs 4.1 1nadaAN15I19uHY
4.2 Finwenen1Inana 4.3 Nagnsan nwIndeunIguen 4.4 nalnn13IANIsiATeuty 4.5 NMIHAILILKUNG
gnduedndng 4.6 msldszuumaluladifienisnaununinain 4.7 msdanisamidss 4.8 nsWamn
UAAINTAUNITANETUNITAAN

5. 115719NaYNSAMSUSINIVUINGaY (Strategy planning) Usenaundy 7 fawds 5.1 n1swaiun
wAnANeIT595UANLFBINNTANA 5.2 MIAnwIdeanudesnisvesgndn 5.3 nisldinaluladifients
Usgwnduius 5.4 mswannndndeifisesiuanudiosnisgnin 5.5 nslimaluladilonisusyunduiug
5.6 mathdisgndn 5.7 msldmalulaBilonisnmsdnnisnsnaia
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