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ABSTRACT

Background and Aims: This research investigated how AR technology could enhance local product mar-
keting and competitiveness in Khlong Khuean District, Thailand. Methodology: Using action research
methodology with four stages (diagnosing, planning, action, and evaluation), the study collected data
from 400 respondents aged 20-60 through validated questionnaires and analyzed results using t-test,
ANOVA, and multiple regression analysis. Results: The findings revealed that all six AR features - product
information, interactive experiences, brand storytelling, real-time information, product demonstrations,
and promotions - influenced purchasing decisions (R> = 0.585). The "Khlong Khuean Local Market"
app received high user satisfaction with a mean rating of 4.68. Conclusion: The implementation of AR
technology effectively enhanced product marketing, improving visualization, engagement, and purchase
decisions while maintaining cultural authenticity. This project serves as a model for communities seeking
to implement digital marketing strategies.
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INTRODUCTION

Community-based marketing has emerged as a fundamental approach in developing products and
services that genuinely reflect and serve local needs. This marketing strategy emphasizes the creation
and nurturing of strong relationships between local communities and their customers, fostering an envi-
ronment where shared interests and values become the cornerstone of product development and promo-
tion. Through various digital channels, this approach maintains continuous engagement with customers,
creating vibrant communities where experiences and opinions are freely exchanged (Miyazoe, 2022).

A key strength of community-based marketing lies in its organic nature, where experienced customers
naturally become guides and advocates for new community members. This peer-to-peer interaction facil-
itates authentic communication about product value, creating a trustworthy environment for information
exchange. Companies benefit significantly from this approach as they provide real-time insights into
local needs through direct observation of customer interactions and feedback within the community. This
valuable data enables more effective planning and response strategies, leading to genuine co-innovation
where new product values are discovered through actual customer usage patterns (Miyazoe, 2022).

Marketing promotion of community products plays a vital role in local economic development and
product sustainability. In today's competitive market, community businesses must understand and adapt
to market and consumer needs to address a key weakness - the lack of clear marketing planning, which
has historically led to the failure of many community initiatives (Jaroenwanit & Saiyot, 2013).

This approach enhances product quality and standards, develops new products, expands market op-
portunities, and increases value and competitiveness. These improvements generate sustainable income
and community economic development while promoting the preservation and development of local
wisdom (Jaroenwanit & Saiyot, 2013).

In the context of modern digital technologies, consumer technological innovation significantly in-
fluences the adoption and effectiveness of tools such as Augmented Reality (AR). Research indicates
that consumers with higher levels of technological innovation capability tend to derive greater benefits
from AR experiences, which can significantly impact their purchasing decisions. These technologically
savvy consumers demonstrate an enhanced ability to perceive the benefits of AR, particularly in terms
of image enhancement and product visualization (Kim & Choo, 2021).

AR technology improves online shopping experiences in three key areas: customer satisfaction, product
evaluation, and consumer engagement, particularly for high-risk products. While AR doesn't significantly
reduce purchase uncertainty or directly increase purchase intention, it creates more engaging and satis-
fying online experiences (Trinidad, 2020). As a digital marketing innovation, AR enables businesses to
present products creatively through virtual try-ons, simulated test drives, and virtual tourism experiences,
showing high potential to revolutionize future product and service presentation (Son-sue, 2023).

This research, focused on promoting digital technology marketing for community products in Khlong
Khuean District, Chachoengsao Province, Thailand, represents a significant step toward developing
local economies through digital innovation. The project aims to Enhance the competitiveness of local
products through digital technology application in marketing, increase community income through im-
proved market reach and engagement, Strengthen the digital capabilities of local entrepreneurs, Expand
market access opportunities for community products and Serve as a model for digital marketing strategy
development in other Thai communities.
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