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Model of Marketing Learning Peanut Community in Mukdahan Province.

Tiwakorn laoluecha
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ABSTRACT

This research purpose To study the state and problems and develop marketing
management model of peanut community in Mukdahan province. There are groups of
farmers, sovernment, private sector and customers. And the group of experts. The sample
consisted of 820 samples. The statistics used were frequency, percent, standard deviation,
and factor analysis. 05 The findings of this research are as follows: 1) The state and problems
of community learning management. bring the feedback of entrepreneurs and customers.
Using SWOT tools, Value Chain, Ansoff's matrix. The lack of learning development in
marketing. Product development 2) The analysis of the components of the marketing
learning model of the community found that there are 8 components and the elements of
marketing management. 7P 3) The researcher developed the model. CML: CML: Community
Marketing Learning and Developing 45-Hour SMART Marketer Program4) The models and
curriculums that were developed to be piloted with the target communities were found to
have high levels of learning outcomes and 5) the results of the development of the models
developed using the concept. BSC in 4 perspectives has the most learning outcomes in view
of the process within marketing, followed by the learning perspective and development.
Financial perspective And the view of customers in the marketing organization, respectively,

is at the highest level.

Keywords: Community marketing learning management, marketing management, peanut

marketing
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