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ABSTRACT

This participatory action research aims to: 1) analyze the current situation of the Nam
Prik Larb producers’ group in Lampang, 2) explore suitable online market platforms and business
planning for the group, and 3) develop and implement an online market platform and business
plan to enhance the group’s income. The research employed semi-structured interviews with 38
purposively selected participants. Data were categorized, reduced, and analyzed using content
analysis.

The findings revealed that the leader effective management and diversified distribution
channels, including storefront sales, online platforms, and self-delivery. However, challenges
remain in terms of fluctuating raw material prices and inconsistent production standards. Currently,
the group utilizes LINE Official Account and LINE MyShop as primary online sales channels. The
business plan focuses on delivering safe ingredients, standardized production, and suitable
packaging. Both online and offline methods are used for customer outreach.

A prototype of an online market platform was developed and tested via Facebook and
LINE MyShop with stakeholder participation. The business model was structured around nine
components: target customer segments, value propositions, distribution channels, customer
relationships, key activities, key resources, key partnerships, cost structure, and revenue streams.
The implementation resulted in improved self-management of product and sales data, reduced
reliance on intermediaries, and data-driven marketing strategies. Ultimately, the project enhanced

public recognition and strengthened the image of local products.

Keywords: Online Marketing Platform, The Development of the Platform, Business Plan, The Nam

Prik Larb producers’ Group
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