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Abstract

This research study aimed to 1) study the context of community-based occupational groups
involved in the production of chili paste in the Prachinburi province, 2) analyze the environmental
conditions of community-based occupational groups involved in the production of chili paste, 3)
develop a business model using the Business Model Canvas (BMC) for community-based occupational
groups involved in the production of chili paste, and 4) explore guidelines for the development of
community-based occupational groups involved in chili paste production. The research was qualitative,
with primary data provided by members of the chili paste production occupational group in the Tha
Chao Sanuk sub-district, Tha Ruea district, Phra Nakhon Si Ayutthaya province, totaling 10 individuals,
consisting of 3 group leaders and 7 group members. The tools employed included a SWOT analysis for
business environmental analysis and BMC for business development.

The analysis of the environmental conditions of the occupational group revealed strengths
such as strong mental well-being, happiness in life, and clear division of work responsibilities within
households. Weaknesses included financial instability and lack of experience in chili paste production.
Opportunities included support from government agencies for training and knowledge dissemination.
Challenges faced by the group included the COVID-19 situation, which hindered continuous group
gatherings. Regarding business model development using BMC, the identified customer groups included
local community members and general customers, with proximity to the community and access to
local markets and community health volunteers. Distribution channels included both online and offline
platforms, with standardized production equipment, locally sourced raw materials, logo design, and
appropriate packaging selection. These factors contributed to community participation and the
utilization of BMC in chili paste product development, providing insights into the collaborative

development of community-based occupational groups.

Keywords: Development of Professional Groups, Participation, Community Chili Paste Products
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