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Abstract

The objectives of this research were to study environmental situation and
operational issues, and to develop the food processing business of Al-lhzan
housewife group, Yala province. This paper was a research & development study. Its
data was collected via in-depth interview, focus group discussion, and business
development. The instrument employed in the research included 1) in-depth
interview form, interviewing 5 members of Al-lhzan food processing housewife group,
about the situation and operational issues of their business, 2) focus group discussion
record, brainstorming towards product and packaging development from customers
and Al-lhzan housewife group members, totally 10 subjects, and 3) business
development evaluation form, examining the creative thoughts and commercial
usability of the creative thoughts from 14 members of Al-lhzan food processing
housewife group. The research resulted as follows.

1. Business environmental situation of Yala province food processing business
of Al-lhzan housewife group: The business started in 2012 by coalition of Ms. Piyarat
Kijnikorn and friends under business title of “Al-lhzan food processing housewife
group”, with the aim to make supplemental income to housewife members in the
community by producing products relevant to Islamic teachings. Currently there
were 14 members. The establishment was located at 22 Soi 12, Sirorot road, Sateng
sub-district, Muang district, Yala province. Daily average productivity was 300 pots.

Market situational information was as follows. Most customers were female, Muslim,



aged 35-45 years, married status; occupation of housewife, government servant, state
enterprise worker, company or store employee; middle-level revenue; family-loving
and friend-caring; good human relations; purchasing behavior — 2 pots, 2 flavors a
time; and buying frequency - monthly 2-3 times. The processed chili paste products
were produced and distributed in 4 flavors including Namprik Rotsaab, Namprik
Sawan, Namprik Taipla, and Namprik Budu, sold at 25 baht per pot. Direct sale was
the major channel: the products were sold at manufacturing place by group
members themselves, or at a sale booth in provincially held festivals, at members’
restaurants, and directly to their friends when religious teaching sessions were held.
Occasionally, marketing promotion was also favoredly broadcast through the radio
program of D.J. Pohsulee.

2. Operational issues of food processing business of Al-lhzan housewife group,
Yala province: Orderly listed problems were 1) production issues — the members
rotated to standby along each shift of 4-6 hours which was exhausting and
troublesome, 2) marketing issues — packages and labels did not look good and were
substandard, including that the group lacked of distribution and marketing promotion
knowledge, and 3) financial issues — the group lacked of knowledge in cost analysis
and its financial record practice was inferior to standard.

3. Business development according to creative economy of Al-lhzan food
processing housewife group, Yala province: The development focused on creating
uniqueness by setting the market position for “Namprik Somkaek” which had been
developed in 6 aspects including product, label, package, distribution, marketing
communication, production, and finance. As a result, the new product of Al-lhzan
housewife group was characterized with prominent identity distinctive from that of
competitors, being attractive to both domestic and foreign customers, making the

business gain 30% higher sales and profits than before.



