N1SNAIUIYBINIINITIRIMNENEASuNUTTTUNINTULY
nguuitusvawiuintvad dnadunsng Janinieslns
Development of Distribution Channels for the Leaf Packaging
Product of Mae Faek Mai Sub-District Housewives Group,
San Sai District, Chiang Mai Province

N39VUN Snasey’ aneatld inw’ uwavealganu ana’

Suangchanok Rakcharoen' Saisunee Kasem? and Nattachan Suphon’
Received: February 11, 2025

Revised: February 25, 2025

Accepted: April 1, 2025

UNANED
NuITeUTTngUszasaliie 1) Ainsznanmdynilunisvmuideminisdnd g

s

wamﬁmsﬁmi@ﬁm%mﬂiﬂﬁmaﬂﬂduLLajﬁmﬁmaLLajLLNﬂ’Lm Wag 2) AUATIEIRUINNTHAIUY
199M19N159991Ye Smdenisimuremansiadimiiendndusivssydnsiainluld
vosngus MeiTeiidunsifodenmnm flidoyaddy fo amszmﬂa:uLLaJmumuaLLer;Jﬂim
gnedunsy Jamdadedlugd 91w 16 Ay Imaaumaamwumw 191999 {I8LNUTIVTI
Toyalnenisduniwalifedinuagnisussgungudon n¥aniudsld SWOT Analysis wae Five
Forces Model Liiahiasgsiiion nan1sfinwinudn 1) wdndnsiussysueianlulives
nquusivusuanidn Tgauds Ao nsiingAuiifisaneluyuvu 9ageu Ao Yeamia
msdndmineiilinarnvats Tena fo m'ﬁ"l,mumiauuauumﬂmm% wazgUassn Ao
qumimmi%mamUiiﬂmﬂaauwmlﬂ AUNTITUYITUNUTY muwwlmmmlmw
m3sieseandL e niiingiuiissme MIsiesegnaas LuaamﬂmmaaLaaﬂmimmfﬁlm
AUANANUNENANTVARVIUGUNTIZIIANGNNTT UaY 2) LU SIRILNTB IS T me
WU NN mmauimaaﬂmaama Facebook Fanpage Lutosn1an1sdndiming 1iesan
Hudosmefidunudn TWamie aundnivinuelunsly Seilvingus dvemanisdadmine
fiuseavsnm uareenglomamemsnanaldau

o a

ANEARY: YoINN15INTMUNEY HERSTIUTIYTYIaNTulY NMsa1nRTva

' 919138U597 @19139INIRAIN ANTUIUNTTING UnTINedEnEn SLneiiies S iadedlng
50000 Lecturer Marketing Department Business Administration Payap University Mueang Chiang Mai
50000 Tel. 053-241255 ext. 409 e-mail: suangchanok@gmail.com

2 JYa8fans1a158 @1971391n139AN13 ANEUINITTING U Inerdemdn snnewies Jamin
\Weslual 50000 Assistant Professor Management Department Business Administration Payap University
Mueang Chiang Mai 50000 Tel. 053-241255 ext. 409 e-mail: t.kasem27@gmail.com (Corresponding author)

> 919158U58A1 @197139IN13AAIN AMYUIITEIND W Inendemdn enneies Yamindasluy

50000 Lecturer Marketing Department Business Administration Payap University Mueang Chiang Mai
50000 Tel. 053-241255 ext. 409 e-mail: nattachan36@gmail.com



mailto:suangchanok@gmail.com
mailto:t.kasem27@gmail.com
mailto:nattachan36@gmail.com

NIFITUMIINE NI T 35 Uil 1 (unTIeu - dguign 2568)

Abstract

This research aims to 1) analyze the challenges in developing distribution
channels for leaf packaging products produced by the Mae Faek Mai Sub-District
Housewives Group and 2) synthesize and develop strategies for improving distribution
channels for the group’s leaf packaging products. This qualitative research involved
16 key informants, who were members of Mae Faek Mai Sub-District Housewives Group
in San Sai District, Chiang Mai Province, and were selected through purposive sampling.
Data were collected through in-depth interviews, and focus group discussions- analyzed
using the SWOT analysis and Five Forces Model, along with content analysis. The findings
revealed that 1) the group’s leaf packaging products have notable strengths, including
an adequate supply of raw materials within the community. However, the group faces
weaknesses, including limited distribution channels. Opportunities arise from government
support, while threats include changing consumer behavior. Regarding market competition,
new entrants can easily penetrate the market. The bargaining power of producers is low
due to the availability of raw materials, whereas the bargaining power of customers
is high as they can choose alternative packaging. Additionally, the threat of substitute
products is significant due to lower prices. 2) Regarding strategies for developing distribution
channels, the group decided to use Facebook Fanpage as the primary channel due to
its low cost, ease of use, and the members' existing skills in managing the platform.
This decision has led to more efficient and diversified distribution channels, increasing

market reach and expanding business opportunities for the group.

Keywords: Distribution channels, Leaf packaging product, Digital marketing
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Figure 2 Conceptual Framework
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Figure 3 SWOT Matrix
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Figure 4 Five Forces Model
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