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Abstract

This research aims to examine the income distribution patterns within the seedless tamarind
business supply chain, analyze online content factors affecting consumer interest, and empower
"Community Salespeople" through technology transfer. The study was conducted in key production
areas, including Uttaradit, Loei, and Phetchabun provinces. Using a mixed-methods approach, data
were gathered from 15 key informants across the supply chain, a survey of 409 consumers, and a
development group consisting of 100 farmers and unemployed individuals trained to become
community salespeople. The findings reveal a significant income disparity within the supply chain,
with the majority of profits concentrated among processors and distributors, while upstream farmers
received the lowest share. Elevating the role of farmers to community salespeople proved to be a
vital mechanism for redistributing income more equitably. Regarding digital marketing, the content
styles that most effectively stimulated consumer purchase interest were entertainment-based
content and unique, personal branding (Vlog style). Furthermore, the capacity-building process
through practical technology transfer successfully equipped participants with digital marketing skills,
resulting in a substantial average income increase of 222.22% and the highest level of participant
satisfaction. This study demonstrates that establishing a local digital presence serves as a sustainable

prototype for expanding market channels and stimulating the grassroots economy.

Keywords: Community Salespeople, Seedless Tamarind Supply Chain, Online Media Content,

Income Distribution, Local Economy
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Y
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A15199 3 (M)

4 n133nNINTIUNITANENanAUSLazInAlulaE ZRU
N . . M SD -
nsiugusznauniseaulal Ausnala
4 | AUNSWsENNITIANANTINBUTY 4.48 | 0.50 ly
anuilunsdneusufimunza 4.45 | 052 ly
nsdnganalunisineusuiinumsigay 4.48 | 045 Gl
MsdaSeusueILaziATeshl 4.32 | 042 N
iwsesiioflliusznounsaneveniinnuauysalivanzay 4.67 | 0.62 Wniian
5 | uamsimvemsaniulasinis 470 | 0.54 Wniian
Anunsenvewmniglunisailiulasinis 4.78 | 048 Wniiae
AnuUserivlalunissulasens 4.63 | 0.52 Wniian
ANNazAINaLIEluNSAUNIAiIINlATINIg 4.57 | 0.58 Wniian
AnuAuAlunsldgsuyszinalulaseinis 481 | 0.56 Wniiae
5 457 | 0.49 wniian

3.3 UsgdnSnmuaznadugnsnmsasiadnueyuy msiausednsnimnisatenaamalulag
naujiRgusunsifudnuegusu leennanssiedui annisnageunainfoulasnaananssy s
Wheenuelu 1 lasuna egit 100,000 v (200 Alansy) inmsmeeanenutvane (Fevaz) Melsans
MNENN1TN (2) Han1sIvgdumuanslunsed 4

RLLREITRIEEK

Wheenwe (Segay) = x 100 2)
Whgeaung

A15199 4 MSWUIPUMIBURNANITINMUNEAUAIABULATUAINITANENBAWNALLLAE

naunTsaenaamalulag nasn1saenannalulag

AU yaA/UTun tiu yaA/UTun
WYY 10,500 U / 21 nn nINgIAY 26,500 UM / 53 An.
NOBNIAU 15,500 um / 31 An RRAGEY 32,000 um / 64 nn.
damey 10,000 U / 20 nA. fugey 21,500 um / 43 nn.
39 36,000 U / 72 nn. 39 80,000 UM / 160 nn.
Wrinen1santig 100,000 U1%1/200 nn. Wrnenisaandieg | 100,000 U1/ 200 nn.
% ganvienul 36% % ganvigmudl | 80%
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A15199 5 NMSWUTBUMEUNANTISINVUNGFUALTIAN (NBU WAT NHINITWRIUN)

FTYLLIANTIANG Ysuawne (nn) ¥an1v1e (V) % anutmune (1 uwsuum)
Aewiaun (w.e. - .8.) 72 36,000 36%
waaiaw (n.A. - n.8.) 160 80,000 80%
drushanmsUasuulas +88 (+122%) +44,000 (+122%) +449%

lun1sdmedud nudneunsatgneawmalulad Juenue 72 Alansu vieseuas 36 veudn
gonv1efAdll ndanisateneawmalulaguds 3 WWeou Jueaueiinduegn 160 Alansu wisdesas 80 ves
Wheeavenadld wazdlofeunanisdmienzuuliudnnounasndmudn ndsnisasiauwazimuntdnue
Uy idnsIinei Ty Sesay 222.22 wavselavesinuiegusuiianiunisvieniudesoulad
=~ v oo & a A v & Y @ | i
fselaindundey 1,000-1500 s kansliiuiin1saseunuegsusIuN sz UIUN1TaENen
wialulag aalJURgusunasn1snauas oallon1sd oa1sn1anisnaineaulad @1unsaui el

nsdndmhelituiussnaunisuusglugnl fudnluguouls

A3UNan15Y
ﬂﬁiiﬁﬂﬂ%ﬂﬁLﬁuﬂWiﬁwuwgﬂLLUUmia%ﬁaﬁ“ﬂmaﬁqmmﬁaaﬂizﬁumegﬁagmmﬂiuﬁuﬁﬁwi’m
9nsAng 1 uazmesysal nansAnwimuilassaddgumuininisnszaeseldiliauga noinunsns
Issuduudmelsidiosiosas 8.6 Tuvasiyadfisdnilvajnszandegfinguinuussuuaziinue egrslsfinmg
dedufiunisareneamaluladaiaujsagusu (KM:CPP) il eldsuunuininwnsnsuazsinenulidy
"nuneyuvy” luunanlesy TikTok wudrgidrsamdmnufiemelalussiuanniign W = 4.57) uazannsa
a¥wendmnedudifintuegraininsslandedosar 222,22 neluseziien 3 ou efigaillfifiudn

%

inwen1smanfdviailunguadidglunisuuaunaseldluleaunu

aAUT8Na

1. maudledgmearand oualuldguniudisuuAnnisaduaiiamdasuns (Community
Empowerment) nams3sudliiuiilassadnelfifudamumienangs Tnsinunsnsldsuduuaios
Yovaz 8.6 Fan19WA suunuinwasnsiidutnueyusuieidunisiasuadiandsdunaguay
(Community Empowerment) agnaifiugussau uundnitieuiqnseuddnuoanunanslusfniiingnsidn
unumegifissnsidugnan (Price Taker) wagdosfianmaiaunardlunsszuiedudn msldunanvlosy
ooulatddeliinumsnsnaedugdmunsauazdeasiuguilnalalnenss (Direct-to-Consumer) &
denAdoetuLIAAYeY Sar et al. (2023) Aszyinisduaiurinuemsnanddvalungussiavuindndae
g nansaesesuazaiansEnuBsuInsalasugRiagusnldetnedsdy

2. N3UsudgeARdia (Digital Transformation) wagnagws Social Commerce ANEL5AVBY

Unugyusunaunsaineenuelifeiesay 222.22 avviouiisuszansnmues Digital Transformation Tu
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[ a =

seugavL Kunsld TikTok Bsiidanosfiuiidranderivssniudionasfneviosiu Ussiulaonados
fuauideves Lareo (2024) fiedu1edn Social Commerce Hupdasiiafivhanefiunanisnisnainsais
yliAu e sadndsgugninsesuUssmaldfesunuiiiinihinseainein uenaintl wamsidei
wu7n ievmanutiufineg3iin (Vog) fdvEnarenrwaulateuniian Ssaenadasiuanuidoves
Cheng et al. (2022) finuinufduiusuuuFoalniuaranudusssumAvesmaiiauetisairerud o
ifuguslareauladlafiniinislavanuuuitiudeyaiieset1aufes

3. MINALIANEAINHIUNTEUIUAISEEVeamAluladwuuidIusn Ran1sUTedunuNanela
wazmiintuveselfiade 1,000-1,500 uvmdenusewiou denndesiucuideves Hermawati (2019)
Lo Inthuwong (2015) Ainudinisaeneamaluladiiunszuiunisuisiade (Practice-based) Aagli
inwasnsandnazivinuyluldldessannniinseusdmgul nsdnusgueuanansaaing "neniidud”
waz "delavan’ lies Lﬁ‘jum'ssﬂisﬁugﬁﬁmiywﬁaa?{uiﬁﬁmmﬁuaﬁs AOAAADINUAULAUUDS
Chaiyaphon and Masae (2019) finaniinnisdmsnennslusiesduinadrassduiudomisesulateie
nsERuMIRsTnuaradeTeldesaiios

4. msagurnudusunuudmsunisimunduiigusu (Research Prototype) namsIvonseiilail
Lflul,ﬁmmit,l,ﬁ’ﬂzgmLawwwﬁﬂuﬂdummm%’mﬁ@whﬁ?u uaanunsadn lUlgdu "duuuu (Prototype)”
dmsumsiamsyuutnuegusulududinuasuasdual OTOP AU 9 ﬁLN%iyJﬂﬁyMﬂﬂiﬂﬁ%’NMQUVl’m
fndaluanuurifeinuy lnenseuiun1s KM:CPP (Knowledge, Motivation, Connection, Practice, Profit)
wargULuumMsieszidadnelddmemaila MCPMT azdunseuwmnfnddglisnuninigusenid
aduayuiluvenena (Scale-up) weasunalnnsnssmeneldfaumalifugumunuasnssduluyssmalng

L

J9AIMNAVDINISIVY

'
aa v a

HAN153IT80719ANUUANFANAUANUTUNN U kAT N UG IUTINweATTAE UAYR SIS UN1TaUTY

nsveneratusuInnAITAtdisrunsenvegunsaideansvesnuluguvusIne g

VOLEUDLLUY

1%
=1

1. anududunuy (Research Prototype) nani1sadadanunsaldidu aunuu (Prototype) d1mu

gy

nsawssuutnusgueuluduiineaselindunddnyasldgunulndifesiu lnaiunishsdneninves

'
a

auluiiunududduindounisnainfisia
2. Tolauawuzidulouiy mitenuninsguazesdnsunasesdiuissiuasatuayulasaasia
fugIufdviauaznsdidyaraBumesideiadiosluiiuiivinglna sudinisaduayunissiunguiamia

LWDE519WUTUATIM (Co-branding) LiBLLBIWIANTTABDTBY
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A13F6500195 Tauuszana 2565 warlasun135usesasesssumsidulunyed uminedesvdgansang

AULBNEITTUTDILATINTSIVY URU-REC No. 036/65

LONE1991984

Chaiyaphon, P., and Masae, A. (2019). Application of local wisdom on livelihood to drive
development towards a strong community: A case study of Khiriwong community, Lansaka
District, Nakhon Si Thammarat Province. Journal of Social Development and Administration
Strategy, 22(1), 48-68.

Cheng, J,, Zeng, X, and Zhu, Y. (2022). Marketing strategy analysis of short video platforms in the
era of internet economy - Taking TikTok as the case. BCP Business and Management, 20,
1082-1092.

Chomya, R., and Tairueakham, S. (2023). Sample size determination techniques for behavioral
research. Journal of Humanities and Social Sciences, Maha Sarakham University, 42(4),
566-584.

Haschu, M. (2020). Supply chain and value chain analysis for the development of community
enterprises and OTOP product entrepreneurs. Thesis of the Degree of Master Program.
Nakhon Pathom: Silpakorn University.

Hermawati, W. (2019). Technology transfers from public research institutes to community. Journal
of STI Policy and Management, 4(1), 1-15.

Inthuwong, K. (2015). Technology transfer for innovation acceptance in the community. Uttaradit
Rajabhat University Academic Journal, 10(2), 1-10.

Kasie, F. M., and Belay, A. M. (2013). The impact of multi-criteria performance measurement on
business performance improvement. Journal of Industrial Engineering and Management,
6(2), 595-625.

Kotler, P., and Keller, K. L. (2016). Marketing management. 15" ed. Pearson Education.

Largo, G. R. (2024). The impact of technological advances on the development of digital marketing
on TikTok. PEOPLE: International Journal of Social Sciences, 10(3), 1-11.

MarketingOops. (2024). When the heat of TikTok Shop drives the growth of Affiliate Marketing
strategies, how should brands and influencers prepare. [Online]. Retrieved from:

https://www.marketingoops.com/exclusive/how-to/tiktok-shop-affiliate-marketing/

INYIAYUINNSSUIIA-NISYANIS UNITNEIGYSaoUguun?
21



onsasudmnssuliazn1sdanas OR 11 aUURA 1 (UNS1AL-DNUNBU 2569)

Matichon Online. (2023). Revealing the top 10 “carry-on” products at 3 airports. The Ministry of
Commerce reveals “dried sweet tamarind with seeds” as the champion. [Online].
Retrieved from: https://www.matichon.co.th/economy/news 4185718

Natchit, B. (2021). Consumer lifestyles have changed since we've been living with COVID-19 for 2
years. Marketeer Online. [Online]. Retrieved from:
https://marketeeronline.co/archives/235119

Nukulsomprathan, P. (2024). Collection of important statistics and insights of Thai people with the
use of digital and social media 2024. Popticles. [Online]. Retrieved from:
https://www.popticles.com/insight/thailand-digital-and-social-media-stats-2024/

Sari, J., Mildawati, T., Widyawati, D., Suwitho, L., Laily, N., and Triyonowati. (2023). Community
empowerment through digital marketing optimization-based socio-preneurship training.
South Asian Journal of Social Studies and Economics, 20(4), 90-120.

Sriharan, P., Petchmonta, T., and Chawalit, A. (2022). Development of marketing strategies and
distribution channels through community participation process to increase income from
woven products in Lipao, Nakhon Si Thammarat Province. Dusit Thani College Journal,
16(1), 94-105.

TNN Thailand. (2024). Top 10 social media that Thai people use the most in 2024. [Onlinel.
Retrieved from: https://www.tnnthailand.com/news/tech/164516/

INYIAYUINNSSUIIA-NISYANIS UNITNEIGYSaoUguun?

22



