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Promotion of Marketing Strategies from local Wisdom of Drum Maker Village
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Abstract

Research on "Promotion of Marketing Strategies from local Wisdom of Drum Maker Village" is a qualitative research. The
objectives are to 1) study the overall operating conditions of the business, 2) study the environment, and 3) determine the marketing
strategy for drum products from the wisdom of the drum making village, Ekarat Sub-district, Pa Mok District, Ang Thong Province. By
collecting data by observation method Structured interview and group meetings the main informants are the group chairmen and 10
members of the drum village brought in information about business operations, marketing and internal and external environment. From
the study of overall business operation condition, it was found that the drums are unique There is an ancient production process based
on Thai wisdom. High quality is very famous. It takes a long time to produce There are specialized and direct distribution channels. The
descriptive analysis was used to determine the marketing strategy. By using SWOT Analysis and TOWS Matrix tools to define 4 marketing
strategies as follows: by strategy, the price is higher than the market price to create brand image and develop the market in the international
market, using the strengths that are unique, good quality, and the opportunity is few competitors; there is a specific customer group.
3) Corrective strategies by training strategies and production management in the form of cooperatives teaching drumming classes to
increase young workers. Using weaknesses is that the drum process takes a long time to complete, there may be delays and opportunities:
the government supports 4) A supportive strategy by developing distribution channels and communicating marketing through online
platforms. The weakness is that there are few distribution channels and obstacles to the economic downturn from the COVID-19 pandemic.
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