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ABSTRACT

The research and development purpose was to examine the state and problem
community marketing learning of the development of Community Marketing Learning Model
of Peanut Community in Mukdahan Province (CML). Operation research in 2014-2018. The
group of farmers, public sector, private sector and consumers as well as senior experts, in
a total of 800 persons, was the target research. The statistics used in this research were the
frequency, percentage, standard deviation and factor analysis at statistically significant level
of .05. The following research findings were found. 1) Regarding the state and problem of
community marketing leaming, using SWOT, Value Chain and Ansoff’s Matrix based on the
hierarchy level of importance. It was revealed that the marketing execution lacked the
marketing learing development, product development and Peanut Community’s value chain
management. 2) The factors analysis was carried revealing 8 factors of community marketing
learning model and 7P factors of marketing management. 3) The author-developed community
marketing learning model was based on the ‘Community Marketing Learning’ (CML) concept
with 3 processes and 8 steps of learning. Their details were as follows: Process 1 (community
learning) involved Step 1 (marketing analysis). Meanwhile, Process 2 (marketing learning)
concerned Step 2 (marketing learning) and Step 3 (marketing planning). Lastly, Process 3
(execution of marketing learning) comprised Step 4 (marketing team), Step 5 (marketing
implementation), Step 6 (marketing presentation), Step 7 (marketing evaluation and
controlling) and Step 8 (marketing reflecting). Besides, 7P factors of marketing management,
applied in the development of 45-hour SMART Marketer Program, included1) planning, 2)
physical characteristics, 3) productivity, 4) process, 5) participation, 6) practice and 7)
presentation. 4) The developed model and program were experimented by being
implemented in the trainings of 3 groups of target communities. A high level of learning
outcomes was found. And 5) the effectiveness of developed model was examined using BSC
concept in 4 perspectives. The learning results in the marketing internal process perspective
were at the highest level, followed by learning and development perspective, marketing
finance perspective and customer perspective of marketing management, respectively. Indeed,

all perspectives were at the highest level.
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