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Abstract 

This research article aimed to 1) study and compare the perceptions of marketing communication regarding 

local products that aimed to enhance the income of the elderly in Srisunthon Subdistrict, Thalang District, Phuket 

Province, in various aspects between the elderly residents and customers who have purchased local products made 

by the elderly in the same area and 2) to study and recommend approaches for developing marketing communication 

strategies for local products in order to enhance the income of the elderly in Si Sunthon Subdistrict, Thalang District, 

Phuket Province. This research is a mixed-method research. The data were collected from a total of 797 people, 

including quantitative data by questionnaires with both 384 elderly living in Srisunthon Subdistrict and 384 customers 
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who purchased local products of the elderly in Srisunthon Subdistrict, 14 in - depth interviews and focus group 

discussions with 15 participants from representatives of executives from government agencies, private sectors, and 

leaders or members of senior citizens club. The quantitative data were analyzed by percentage, mean, standard 

deviation. While the qualitative data were content analyzed by classification and comparison of the data.  

The study revealed that elderly participants and customers expressed statistically significant differences  

(p < . in all aspects of marketing communication, particularly in the areas of personal selling, direct and database 

marketing, and special events and experiences. The development of marketing communication strategies should 

therefore emphasize advertising, promotional package design, and the effective use of social media. It is also 

essential to integrate collaboration among the Subdistrict Municipality, elderly associations, government agencies, 

private sectors, and educational institutions in order to elevate local products and expand their reach to broader 

customer groups. The findings of this research can be applied to systematically plan marketing strategies to promote 

local products especially in the context of elderly individuals seeking to generate income from their local wisdom. 

Furthermore, these insights can be adapted to similar localities to foster sustainable grassroots economic 

development. 
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