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Abstract

This study aims 1. To study quality management trends in order to enhance
value in local product brand by documentation research. 2. To study and develop
quality management in order to promote local brand. 3. To synthesize as a quality
management model to enhance value of local brand.

This research is Mixed Methods between quantitative and qualitative research.
In qualitative research, the potential of communities has been studied and developed by
their own communities by Participatory Action Research (PAR). To determine the sample
size, by studying and developing the potential of communities, consists of 1 community
leader, 2 government officials and 20 members from each community. Five communities
in Phetchaburi. Eight potential entrepreneurs among those communities, who participate
with government in OTOP Tourism Community Project, deliver in-depth interview with
lesson learnt. In quantitative research, by path analysis the guideline to determine sample
sizes is accordance with statistical analysis of components, while, the criteria to determine
sample size is 10 persons per one variable. 420 samples have been studied to synthesize
with documentation research and extract the component in order to create a
questionnaire to determine the sample size used for data analysis.

According to the finding, Quality management model to enhance value in
local product brands include product quality, image quality, and customer relationship
Management. In which product quality affects the value of the community product
brand and customer relationship management including image quality. In vice versa,
image quality also affects to customer relationship management then value of local

product brand. The path analysis results are alisned with the empirical model as

X2/df=1.214, p=0.106, CFI= 0.988, GFI=0.972, AGFI=0.958, RMSEA=0.023

Keyword: Quality management, Value of brand, Local product
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