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ABSTRACT

This research examines the capacity of cricket-infused dog treats produced by the Organic Farming Commu-
nity Enterprise of Ban Mae Tad to establish a competitive advantage and explores the formulation of a sustainable
community business model grounded in local engagement. The research aims to assess the product’s market po-
sition by examining both strategic objectives and consumer behaviour. Findings indicate that consumers are open
to adapting to novel products like insect-based treats, especially when they align with trends in sustainability and
health. This growing acceptance has encouraged the community enterprise to diversify its distribution channels, en-
hancing market accessibility and resulting in increased revenue. This progress supports the broader aim of achiev-
ing the United Nations Sustainable Development Goals (SDGs), particularly those related to poverty reduction and
economic resilience in rural communities. Moreover, the study applied the Probit model to analyse key factors
influencing consumer purchase decisions. The model shows that a one-point increase in the average perception
score regarding product attributes boosts the probability of purchase by 55.48 percent. Likewise, a one-point rise
in the perceived value of price increases the purchase probability by 60.99 percent. Both results are statistically
significant, underscoring the importance of product quality and pricing in shaping consumer choices. Overall, the
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research highlights the potential for integrating sustainable agricultural practices with innovative product devel-

opment to enhance local economies. The involvement of the community in business planning ensures long-term

viability and aligns with national and global goals for sustainable development and inclusive economic growth.

Keywords: CBMC; Community Enterprise; Competitive Analysis; Probit Model; Dog Treats

1. Introduction

Over the past decade, Thailand’s pet food indus-
try has demonstrated consistent and significant growth.
Within this sector, the production of dog and cat food
has become a crucial component, contributing notably
to domestic economic performance and enhancing the
country’s export capacity. This growth can be attributed
to several socio-demographic shifts, the most prominent
being the transformation in Thai family structures. In-
creasingly, households are moving away from traditional,
multi-generational living arrangements toward nuclear
or single-person households. As a result, many individ-
uals are opting to raise pets as companions, a trend often
referred to as pet humanization. In this context, pets are
not merely seen as animals but as integral members of
the family, deserving of care, affection, and high-quality
nourishment. This change in societal attitude has led to
a rapid expansion in the demand for pet-related prod-
ucts. With such substantial market potential, businesses,
both large and small, have begun to invest in develop-
ing diverse and innovative pet food offerings, including
functional and premium products that cater to pet health,
taste preferences, and owner expectations.

A key aspect of this shift is the increased awareness
and concern among pet owners regarding the nutritional
quality of the food they provide to their animals. Con-
sumers are now more informed and discerning, often
seeking out products that use natural, safe, and nutri-
tious ingredients. Despite meeting basic nutritional stan-
dards, many commercially manufactured pet foods and
treats continue to employ cost-effective residual materi-
als from meat processing, including bone meal and ani-
mal tissue. Over time, frequent consumption of these in-
gredients may lead to potential health concerns for pets.
In response to this growing concern, researchers and
entrepreneurs have begun exploring alternative protein

sources that are both sustainable and nutritionally rich.

One such promising source is cricket protein. Crickets
are high in protein, easy to farm, and have a low environ-
mental footprint, making them an attractive alternative
to traditional meat-based proteins[!l. In Thailand, this
concept has caught the attention of both researchers and
community-based enterprises aiming to innovate within
the pet food space while promoting sustainable develop-
ment.

One such initiative is the Organic Farming Commu-
nity Enterprise of Ban Mae Tad, situated in Huai Sai Sub-
district, San Kamphaeng District, Chiang Mai Province.
This community enterprise was established with the pri-
mary goal of supporting local farmers in transitioning
from chemical-based to organic agriculture. The enter-
prise also promotes environmentally sustainable prac-
tices, including the cultivation and processing of econom-
ically valuable insects such as crickets. These insects are
used as a key ingredient in innovative products, such as
dog treats, which are not only environmentally friendly
but also nutritionally beneficial. The Organic Farming
Community Enterprise of Ban Mae Tad has collaborated
with various government agencies, to receive technical
training and support in the production of cricket-based
dog treats. Initial experiments and market trials have
shown promise, particularly in terms of product safety
and acceptance among dogs. Palatability tests conducted
with various dog breeds indicated a favourable response
to the taste and texture of the cricket-infused treats. Ad-
ditionally, digestibility tests revealed no significant dif-
ference between these treats and conventional ones, con-
firming their suitability for canine consumption.

Despite the positive reception among pets, the mar-
ket response has been modest, highlighting the chal-
lenges that community enterprises face in entering com-
petitive markets. The group has yet to achieve the de-
sired level of market success, due in part to limitations
in production capacity, branding, marketing, and distri-

bution. Nonetheless, the enterprise remains commit-
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ted to developing a sustainable business model that not
only creates economic value for the community but also
aligns with broader national and global development
goals. Community enterprises like Ban Mae Tad play an
increasingly important role in grassroots economic de-
velopment. They act as engines for local self-reliance
and resilience by generating employment, utilizing lo-
cal resources, and fostering innovation at the village
level. These enterprises also align with government pol-
icy frameworks aimed at enhancing the role of commu-
nities in driving sustainable development, such as Thai-
land’s 20 Year National Strategy (2017-2036), which
emphasizes local economic empowerment and environ-
mental stewardship 2,

Given these contexts, this study aims to examine
the competitive potential of dog snacks incorporating
crickets. The study aims to evaluate the market readi-
ness of such products and to support the development of
a comprehensive business plan that is both community-
driven and market-oriented. By doing so, the research
aspires to provide strategic insights that can guide not
only the Ban Mae Tad enterprise but also other similar
community-based initiatives seeking to penetrate niche
markets with sustainable, locally sourced innovations.
To systematically address this objective, the study em-
ploys a range of analytical frameworks and methodolog-
ical tools. First, it examines the internal capabilities
and external challenges facing the enterprise using es-
tablished strategic tools such as the SWOT (Strengths,
Weaknesses, Opportunities, Threats) analysis and the
TOWS matrix. These frameworks allow for a holistic
understanding of the enterprise’s current position and
prospects. Internal factors such as product quality, ac-
cess to raw materials, and community participation are
assessed alongside external factors like market competi-
tion, consumer trends, and regulatory support.

Moreover, the research utilizes the Probit model,
a statistical technique suitable for analysing binary de-
cision outcomes to examine consumer behaviour and
preferences. This model helps identify which product-
related and price-related attributes most significantly
influence a consumer’s decision to purchase cricket-
based dog treats. By quantifying these effects, the study

provides empirical evidence that can inform market-

ing strategies and product development. Furthermore,
the study incorporates the Community Business Model
Canvas (CBMC), a participatory planning tool adapted
from the traditional Business Model Canvas but tai-
lored specifically for community enterprises. This model
helps the community articulate their value proposition,
target customers, key resources, distribution channels,
and revenue mechanisms in a way that reflects local
strengths and realities. By co-developing the business
model with community members, the research ensures
that the plan is not only theoretically sound but also prac-
tically viable and socially inclusive.

This study aims to fill a critical gap in the existing lit-
erature on community-based agricultural innovation by
focusing on a real-world case of an organic community
enterprise seeking to commercialize an alternative pro-
tein product. It contributes to ongoing discussions on
sustainable development, grassroots entrepreneurship,
and the role of local communities in shaping the future
of food systems. The findings from this research are ex-
pected to offer actionable recommendations for stake-
holders including policymakers, development agencies,
academic institutions, and entrepreneurs who are in-
terested in fostering inclusive and sustainable rural

economies.

2. Literature Review

of
community-based agricultural enterprises requires a

Understanding the competitive potential
multi-faceted exploration of strategic, economic, and
consumer behaviour frameworks. This literature review
aims to situate the study within the broader framework
of existing scholarly and practical knowledge, specifi-
cally in relation to the Organic Farming Community En-
terprise of Ban Mae Tad’s initiative to develop dog treats
incorporating crickets. The emergence of pet humaniza-
tion trends, increasing demand for sustainable protein
sources, and the push for grassroots economic devel-
opment have created new opportunities for innovation
within Thailand’s pet food industry. To assess and en-
hance the enterprise’s competitive capacity, this review
draws upon key strategic management tools, including
SWOT and TOWS analyses, and the Community Busi-
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ness Model Canvas (CBMC) as a participatory planning
framework tailored for local enterprises.

Additionally, the review integrates empirical per-
spectives on consumer behaviour and market readiness,
particularly through the application of the Probit model,
which helps quantify the influence of product attributes
and pricing on consumer decisions. Complementing
these strategic tools are insights from the evolving Thai
pet food market, where shifts in consumer preferences
and purchasing behaviours underscore the importance
of aligning product development with market expecta-
tions. Overall, this literature review provides a concep-
tual foundation for analysing the feasibility and strategic
direction of introducing innovative, sustainable pet food
products through community enterprise models in Thai-
land.

2.1. Strategic Analysis

Strategic analysis tools are essential for organiza-
tions aiming to understand their internal capabilities
and external environment. Among these, the SWOT and
TOWS matrices are widely recognized frameworks used
to identify and leverage strategic factors in business
planning and decision-making.

2.1.1. SWOT Analysis

SWOT analysis, an abbreviation consisting of
Strengths, Weaknesses, Opportunities, and Threats, is a
foundational strategic tool used to analyse both internal
and external factors that can impact the performance of

3].

an organization[®l. Strengths and weaknesses refer to

internal attributes of an organization, while opportuni-
ties and threats pertain to the external environment [,
The framework facilitates a comprehensive situational
analysis that informs strategy formulation by balanc-
ing internal capabilities against external challenges and
prospects. The simplicity and versatility of SWOT have
made it a popular tool across various industries and or-
ganizational sizes. It supports strategic thinking by en-
abling stakeholders to visualize critical success factors
and areas requiring improvement!®). However, some
scholars argue that SWOT analysis can be subjective and
lacks prioritization of factors, which may limit its effec-

tiveness if not combined with other analytical tools[®].

2.1.2. TOWS Matrix

Building upon SWOT, the TOWS matrix offers a
more structured approach by focusing explicitly on
the strategic implications of the SWOT factors. Intro-
duced by Weihrich, H.[”], the TOWS matrix helps or-
ganizations develop actionable strategies by match-
ing internal strengths and weaknesses with external
Unlike SWOT, which is
often descriptive, TOWS is prescriptive, facilitating

opportunities and threats.

strategic planning through four types of strategies: SO
(strength-opportunity), WO (weakness-opportunity),
ST (strength-threat), and WT (weakness-threat). The
TOWS matrix guides organizations in leveraging
strengths to exploit various opportunities (SO), over-
coming weaknesses by capitalizing on opportunities
(WO), using strengths to alleviate threats (ST), and min-
imizing weaknesses to avoid threats (WT) 78], This dy-
namic interaction promotes a proactive stance in strate-
gic management.

The integration of SWOT and TOWS matrices al-
lows organizations not only to analyse their environ-
ment but also to formulate concrete strategies based
on that analysis. Numerous studies demonstrate the
applicability of these tools in diverse contexts, includ-
ing business development, healthcare management, and

tourism planning* °l,

The combined use enhances
decision-making quality by ensuring that strategies are
well-grounded in both internal assessments and exter-
Nevertheless, the effectiveness of SWOT

and TOWS depends on the accuracy of data and the an-

nal realities.

alytical rigor applied during the process. To improve
strategic outcomes, organizations are encouraged to
complement these matrices with quantitative methods

or scenario analysis %,

2.2. The Probit Model

The Probit model is a type of regression used to
analyse binary outcome variables where the response is
limited to two possible outcomes, such as a “yes” or “no”
decision. In the context of this study, it is employed to
examine the likelihood that a consumer will choose to
purchase cricket-infused dog treats.

This model assumes that there is an unobserved
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(latent) variable that reflects a consumer’s propensity
or inclination to make a purchase decision. This latent
variable is influenced by several observable factors, such
as perceptions of product quality, pricing, distribution
convenience, and promotional effectiveness. The Probit
model estimates how changes in these independent vari-
ables affect the probability that the dependent variable
equals one indicating a positive purchase decision. One
of the key features of the Probit model is that it uses
the cumulative distribution function of the normal dis-
tribution to estimate probabilities, ensuring that all pre-
dicted values fall between 0 and 1. This makes it partic-
ularly suitable for modelling decision-making behaviour
where outcomes are discrete and mutually exclusive.

In this study, the Probit model enables a quantita-
tive understanding of which factors significantly drive
consumer choice. For example, the results show that
higher consumer ratings for product attributes and fair
pricing are associated with a greater likelihood of pur-
chase. These insights are essential for developing tar-
geted marketing and product strategies to enhance mar-
ket acceptance of innovative products like insect-based

pet treats.

2.3. Community Business Model Canvas
(CBM()

The CBMC represents a framework for designing
and managing business operations at the community
level. Central to this model is the ‘Community Business
Plan, a practical tool developed to support the planning
and implementation of community-led enterprises. The
CBMC is adapted from the original Business Model Can-
vas and emphasizes enhancing the efficiency and capac-
ity of local entrepreneurs through capacity building fo-
This in-
cludes strengthening four key components: Knowledge
(K), Skills (S), Networks (N), and Business Models & Op-
erational Plans (B), collectively referred to as the KSNB

cused on mindset and skillset development.

framework (111,

2.4. Related Research

According to a prominent international market in-

telligence and consulting firm %, the pet food industry

has demonstrated robust and multidimensional growth,
evidenced by increasing market value, expanding con-
sumer bases, and a rising number of industry partici-
pants both in Thailand and globally. A study conducted
by Kantar, focusing on Thailand’s pet food market, iden-
tified four key insights. Utilizing data from the Kantar
Worldpanel in Thailand, which collects household con-
sumption data including pet ownership, the first notable
finding is the growing number of households with pets.
A comparison between the third quarters of 2021 and
2022 reveals that pet ownership has increased, with the
most significant growth observed in Bangkok and its sur-
rounding areas. While dogs remain the most commonly
owned pets, the growth rate of cat-owning households
has surpassed that of dog-owning households. Secondly,
pet food sales have steadily increased in parallel with
the rise in pet ownership. Despite this upward trend,
less than half of pet owners currently purchase pack-
aged pet food, indicating substantial untapped market
potential. The cat food segment is particularly competi-
tive, with eight major brands controlling 80% of the mar-
ket share. Conversely, the dog food market is predomi-
nantly controlled by five major manufacturers. Notably,
cat owners exhibit a greater inclination toward purchas-
ing branded products compared to dog owners, despite
the emergence of numerous new brands within the mar-
ket, consumers generally stick to purchasing only two
brands per year. Notably, sales growth is skewed toward
cat food, while dog food sales have declined, underscor-
ing the need for new entrants to implement innovative
marketing strategies to effectively compete in both seg-
ments. The third trend involves the “premiumization”
of pet food, with increasing consumer demand for high-
end products in both the dog and cat food categories.
Although dry food continues to dominate the market,
wet cat food though accounting for less than 15% of to-
tal sales has experienced more rapid growth compared
to wet dog food. This suggests a shift in consumer be-
haviour that brands must address through deeper mar-
ket understanding. Premium and super-premium pet
foods are experiencing the highest growth, while tradi-
tional scoop-style products are being replaced by mod-
ern packaging formats. Fourth, the retail landscape for

pet food in Thailand is evolving. While Provision Stores
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and Pet Shops remain the largest distribution channels
by sales value, modern trade outlets such as hypermar-
kets and convenience stores have shown continuous
growth. Additionally, online shopping has gained trac-
tion, especially among consumers looking to stock up
on supplies. Consequently, pet food brands must be
strategically positioned across both traditional and mod-
ern trade platforms, including e-commerce, to effectively
penetrate the Thai market.

In relation to consumer behaviour, several stud-
ies have been conducted. One such study!® explored
the purchasing decisions of dog owners when select-
ing dog snacks, aiming to provide insights for aligning
product offerings with market needs. The findings in-
dicated that income level significantly influences con-
sumer decisions. For instance, respondents earning over
40,000 baht per month were more likely to purchase
multiple snack varieties simultaneously if unsure about
their dog’s preferences. If a snack was perceived as bene-
ficial, they would prioritize its function over price. Addi-
tionally, dog characteristics such as age, size, and health
conditions played a significant role in snack selection. In
general, dog owners expected the snacks to offer health
benefits, and if these expectations were met, purchasing
decisions were made promptly.

Another study!3! examined the factors influenc-
ing dog owners’ purchasing decisions for dry dog food
in Bangkok and nearby regions. The study focused on
personal and marketing mixed factors. Most of the re-
spondents were female individuals between the ages of
21 and 30, possessing educational qualifications below
the undergraduate level, employed in the private sector,
earning between 10,001 and 15,000 baht monthly, and
primarily owning small dog breeds. Hypothesis testing
revealed statistically significant differences in decision-
making based on demographic variables such as age,
gender, education level, and number of dogs owned.
Furthermore, marketing mix elements including prod-
uct, price, distribution channels, and promotional strate-
gies significantly affected the purchasing decisions of
dog food consumers in the Bangkok metropolitan area.
These findings align with broader research on pet food
purchasing behaviour in Thailand, which emphasizes

the significant influence of socioeconomic factors such

as income and age on consumer choices. Higher-income
pet owners tend to prioritize quality and health benefits
in their selections, while marketing efforts especially in-
fluencer credibility and comprehensive marketing mix
components play a critical role in shaping consumer

14-18] " Collectively, these studies highlight

preferences!
the complexity of consumer decision-making and the ne-
cessity for tailored marketing strategies to effectively tar-
get distinct segments within Thailand’s pet food market.

Moreover, the application of SWOT (Strengths,
Weaknesses, Opportunities, and Threats) and TOWS
(Threats, Opportunities, Weaknesses, Strengths) ma-
trix analyses has been widely recognized as an effec-
tive strategic planning tool in various fields, includ-
ing community-based enterprises and product develop-
ment. SWOT analysis serves as a diagnostic instrument
to identify internal capabilities and external environ-
mental factors, while the TOWS matrix facilitates the
formulation of strategic responses by aligning these fac-
tors 7.

In the context of community enterprises, several
studies have demonstrated the utility of SWOT and
TOWS frameworks to enhance competitiveness and
sustainability. For instance, Phimphachanh, S., and
Inthavong, S.[*] utilized SWOT and TOWS analyses to as-
sess the challenges and opportunities faced by a commu-
nity handicraft cooperative in Laos. Their findings em-
phasized that leveraging local craftsmanship strengths
and government support could effectively capitalize on
growing tourism demand, while addressing weaknesses
such as limited marketing skills was critical to overcom-
ing market entry barriers. Similarly, a study by Nguyen,
H. D, Phuc, V. V, Pham, T. H. D,, Le, Q. H., & Ho, H.[?%
on sustainable agriculture startups in Vietnam applied
SWOT and TOWS frameworks to devise strategic path-
ways for scaling production and improving market reach.
The study highlighted that integration of innovative tech-
nologies (a strength) with emerging e-commerce trends
(an opportunity) provided substantial growth potential,
whereas insufficient capital and competitive pressures
necessitated targeted strategies to mitigate risks.

In the pet food industry, the integration of sustain-
able alternative proteins such as insect-based ingredi-

ents is gaining traction globally. Studies such as those
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by van Huis, A., van Itterbeeck, ]., Klunder, H., et al.?! un-
derline the environmental and nutritional advantages of
insect protein, but consumer acceptance remains a sig-
nificant challenge. Applying SWOT and TOWS analyses
in this niche, as demonstrated by Li, X,, Zhang, Y., & Chen,
Y.[221 allows producers to identify market opportunities
driven by premiumization and pet humanization trends,
while addressing threats from established brands and
limited consumer awareness.

While the existing literature review effectively cov-
ers critical aspects of consumer behavior in the pet food
industry, strategic frameworks, and the acceptance of

[23,24] enhancing the generalizabil-

alternative proteins
ity of the proposed business model necessitates the in-
tegration of comparative examples from diverse inter-
national contexts. Examining similar community-based
enterprises or alternative protein initiatives in various
geographical regions can illuminate common challenges,
shared success factors, and unique adaptations, thereby
strengthening the broader applicability of insights de-
rived from the Thai context. For example, in sub-Saharan
Africa, numerous community-led agricultural initiatives
have emerged, often leveraging local resources and in-
digenous knowledge systems to foster sustainable liveli-
hoods %51,

Ghana on smallholder farmer cooperatives or traditional

Studies from countries such as Kenya or

food processing enterprises offer pertinent parallels in
terms of community mobilization, value chain develop-
ment, and strategies for market access, even if the spe-
cific product differs. These examples frequently under-
score the critical importance of local ownership, robust
capacity building, and access to appropriate technology
in cultivating enterprise resilience and scalability within
rural settings. Similarly, Latin American nations, includ-
ing Colombia and Brazil, have witnessed a proliferation
of social enterprises and sustainable agriculture projects
that intricately integrate local communities into value

26] Research

chains for niche or innovative products!
exploring cooperative models in rural areas, or the de-
velopment of novel food sources, can provide invalu-
able insights into consumer adoption patterns, regula-
tory frameworks, and the pivotal role of external sup-
port mechanisms in scaling up community-driven ven-

tures. Such cross-national comparisons serve to iden-

tify universal principles for successful community-based
business models while simultaneously acknowledging
the distinct context-specific nuances that may influence
their implementation and outcomes. By integrating
these international comparative examples, the literature
review not only demonstrates a comprehensive under-
standing of the global landscape of community enter-
prises and alternative protein development but also sig-
nificantly strengthens the argument for the potential
replicability and adaptability of the business model pro-
posed in this study beyond the specific confines of the
Thai market. This broader, comparative perspective en-
hances both the academic contribution and the practical
relevance of the research findings.

The present study on cricket-based dog treats ex-
tends this body of knowledge by employing SWOT and
TOWS analyses to strategically position a novel product
within Thailand’s growing pet care market. By system-
atically identifying internal strengths such as local raw
material availability and external opportunities such as
national policy support, this research aims to provide ac-
tionable strategies for sustainable product development
and market penetration.

3. Methodology

This study examined the competitiveness and mar-
ket viability of dog snacks containing cricket ingredi-
ents, utilizing the framework established by the Organic
Farming Community Enterprise of Ban Mae Tad to eval-
uate market preparedness. The research was structured
around three main objectives, with specific methodolo-
gies employed to address the first objective:

Objective 1: To evaluate the competitiveness and
market entry potential of cricket-based dog snacks de-
veloped by the Organic Farming Community Enterprise
of Ban Mae Tad.

The researchers undertook a systematic process
to develop the questionnaire, ensuring its clarity, rele-
vance, and alignment with the study’s objectives. To es-
tablish the validity of the research instrument, a com-
prehensive quality assessment was conducted. The ini-
tial draft of the questionnaire was submitted for eval-
uation by three subject matter experts specializing in
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marketing and consumer behaviour. Their expertise
was utilized to assess the content validity of the instru-
ment by calculating the Index of Item-Objective Congru-
ence (I0C) for each questionnaire item in relation to the
specific constructs delineated in the research objectives.
Based on the feedback provided by the three experts,
the consistency between each questionnaire item and
the defined research attributes was evaluated. The ex-
perts also reviewed the overall content validity, compre-
hensiveness, appropriateness, and clarity of the ques-
tionnaire items. The resulting I0C values for the items
ranged from 0.0 to 1.0. In accordance with established
guidelines, items with IOC values exceeding 0.50 (I0C >
0.50) were considered to possess acceptable content va-
lidity. Subsequently, the researchers refined the ques-
tionnaire by incorporating the experts’ recommenda-
tions to enhance its validity and ensure its suitability for
data collection. Following the expert validation process,
the questionnaire underwent a pilot test with a small
sample of 30 participants whose characteristics were
similar to the main study’s target population. This pilot
test aimed to evaluate question comprehension, clarity
oflanguage, and the suitability of response formats, iden-
tifying any issues that might lead to confusion or inaccu-
rate data. Feedback gathered from the pilot test was then
incorporated to refine the questionnaire further, ensur-
ing its final integrity prior to the main data collection.
To address this objective, data were collected from
asample 0f 400 Thai individuals aged 25 and above. This
sample size was determined based on the population
data from the National Statistical Office (2023), which
reported a total of 41,445,457 individuals aged 25 to 70
years in 2021[?7), Using Taro Yamane’s formula and a 5%
margin of error, a sample size of 400 was deemed appro-
priate. The data collection aimed to determine the pri-
mary market factors affecting consumer purchasing de-
cisions regarding dog snacks infused with crickets. Prior
to data collection, all survey participants were informed
about the purpose of the study, the voluntary nature of
their participation, and their right to withdraw at any
point without penalty. Informed consent was obtained
from all respondents before they proceeded with the
questionnaire, ensuring their understanding and will-

ingness to contribute to the research.

Moreover, to analyse the variables that shape pur-
chasing behaviour toward cricket-infused dog treats.,
the researcher employed inferential statistical analysis
using a Probit model. This model is a type of binary
choice model suitable for situations where the depen-
dent variable has two possible outcomes. The model
specification is as follows:

Y = B1iXui + B2iXoi + P3iX3i + BasXas + s (1)

Where;

Y; is the dependent variable, defined as 1 if the
respondent chooses to purchase the cricket-based
dog treat from the community enterprise, and 0 oth-
erwise.
b1, B2, B3, B4 represent the coefficients of the
model.
X, denotes the average score for product-related
factors.
X5 denotes the average score for price-related fac-
tors.
X3 denotes the average score for distribution
channel-related factors.
X, denotes the average score for promotional-
related factors.
 is the error term.
1 = 1,2,--- 400 represents individual observa-
tions in the sample.
The probability that a consumer will choose to pur-
chase the cricket-based dog treat can be calculated using

the following equation:
/
prob(Y; =1) =@ (m)
o

Conversely, the probability thata consumer will not

(2)

choose to purchase the product is given by:
xip
prob(Y; =0)=1—prob(Y;=1)=1—- ~ 3)

In these equations, @ denotes the cumulative dis-
tribution function (CDF) of the standard normal distri-
28] Additionally,

the preparedness of the Organic Farming Community En-

bution, as described by Greene, W.H.

terprise of Ban Mae Tad to compete in the cricket-based
dog snack market was assessed through a comprehen-
sive SWOT and TOWS matrix analysis.
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Objective 2: The objective aimed to formulate
a community-driven business plan for cricket-infused
dog snacks facilitated by active participation from lo-
cal stakeholders. Insights derived from the analysis
of the Organic Farming Community Enterprise of Ban
Mae Tad’s cricket-based dog treat product informed the
creation of this plan, incorporating contributions and
collaboration from community members. Additionally,
market testing was conducted to broaden distribution
channels and enhance income opportunities for mem-

bers of the enterprise group.

4. Empirical Results

Next, an analysis was conducted on the competitive
potential of the dog snacks containing crickets produced
by the Benmatad organic agriculture community enter-

prise.

4.1. Influential Market Variables on Con-
sumer Buying Patterns of Cricket-
Based Dog Treats

An analysis of data obtained from 400 dog owners
who purchased dog snacks in the past year identified
various demographic and behavioural patterns. Most re-
spondents were female, reporting an average monthly
income between 30,001 and 50,000 baht. Most partici-
pants were employed as state enterprise employees or
civil servants, predominantly single, and possessed at
least a bachelor’s degree. Despite efforts to ensure a ro-
bust sample size, the demographic composition of the
respondents exhibited a potential skew towards specific
socioeconomic strata, which warrants consideration as
a limitation. Specifically, the observed predominance
of female participants, those with monthly incomes be-
tween 30,001 and 50,000 baht, employment in state
enterprises or civil service, and a bachelor’s degree or
higher, suggests a sample that may not fully represent
the broader spectrum of Thai dog owners. These charac-
teristics might influence purchasing behaviours and ac-
ceptance of novel products like cricket-based dog treats
differently compared to other demographic segments.
Consequently, while the findings offer valuable insights

into the preferences of this particular consumer group,
their direct generalizability to segments of the popu-
lation with significantly different income levels, educa-
tional backgrounds, or occupational profiles should be
interpreted with caution. Future research could enhance
external validity by employing stratified sampling tech-
niques or oversampling specific demographic groups to
achieve a more balanced representation across all so-
cioeconomic categories.

Regarding dog-raising behaviours, findings indi-
cate that most owners regard their dogs as family mem-
bers, a phenomenon consistent with the concept of
pet humanization documented in previous research 31,
The sample predominantly raised two to three medium-
sized dogs, weighing between 11 and 25 kilograms, with
an average age of one to five years. The predominant
preference for dog snacks was centred on dental health
benefits, particularly those aimed at polishing the dogs’
teeth, as presented in Table 1.

Regarding the purchasing behaviours of the sam-
ple group, the primary motivation for buying dog snacks
was the dogs’ preferences, with the most significant
concern being the flavours preferred by the dogs. Ad-
ditional factors affecting purchasing decisions encom-
passed price and nutritional content, which were re-
garded as secondary considerations. The majority of re-
spondents reported purchasing dog snacks on a monthly
basis, primarily from general pet supply stores. Fam-
ily members emerged as the most influential figures in
shaping consumers’ purchasing decisions. On average,
the expenditure per transaction was approximately 200
baht or higher, as presented in Table 2.

An examination of the collected data with respect
to the market factors that impact consumers’ choices in
selecting dog snack products indicates that the primary
consideration among most dog owners was affordability,
with an average importance rating of 4.33. This was fol-
lowed by product quality and attributes. The product re-
ceived an average rating of 4.15. Distribution channels
were rated moderately influential, with an average score
of 3.88, whereas marketing promotions were perceived
as less impactful, receiving an average rating of 3.64, as
presented in Table 3.
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Table 1. Dog-rearing Behaviours of the Sample Group.

Dog Raising Behaviour Quantity Percentage
. . Be a family member 145 72.5
The status of the dog in your family As a pet (raised to watch over the house, etc.) 55 27.5
1 dog 80 40.0
. 2-3 dogs 94 47.0
Number of dogs you raise 3-5 dogs 20 10.0
More than 5 dogs 6 3.0
X-Small (1-5 kg.) 56 25.2
. Small (6-10 kg.) 32 14.4
(Choosilrzl‘fo(;fa}]tc})ll;;cioagnswer) Medium (11-25 kg,) 88 396
Large (26-45 kg.) 44 19.8
X- Large (more than 45 kg.) 2 0.9
1-5 years 90 45.0
5-7 years 30 15.0
Age of dog 7-10 years 48 24.0
More than 10 years 32 16.0
dog dental snacks 138 36.1
Dog snacks: dry chicken tenderloin, Dried Chicken 104 27.2
Biscuits for dogs 54 14.1
Type of dog snacks you choose to buy Fish snacks for dogs 40 105
(You can answer more than 1 question) Human snacks 14 37
4 Dog snacks in bar type 12 31
Dog snacks in cowhide type 8 2.1
Dog snacks in Fish type for dogs allergic to chicken 6 1.6
Licking snacks 6 1.6

Source: Author’s estimations.

Table 2. Dog Snack Purchasing Behaviour.

Dog Snack Purchasing Behaviour Quantity Percentage
Dog dental snacks 138 36.1
Dry chicken tenderloin, Dried Chicken 104 27.2
Biscuits for dogs 54 14.1
Fish snacks for dogs 40 10.5
Types of dog snacks Human snacks ° 14 3.7
thatyou choose to buy Dog snacks in bar type 12 31
Dog snacks in cowhide type 8 2.1
Dog snacks in Fish type for dogs allergic to chicken 6 1.6
Licking snacks 6 1.6
What is the most Dog s preference ' . 92 46.0
. Health aspects, e.g., helping to floss dogs’ teeth as a dietary
important reason to 74 37.0
buv snacks for vour supplement for dogs, etc.
doy7 y For training dog discipline 18 9.0
& Stimulate the dog’s food intake 10 5.0
For the happiness of the dog 6 3.0
Dog dental snacks 138 36.1
Dry chicken tenderloin, Dried Chicken 104 27.2
Biscuits for dogs 54 14.1
Fish snacks for dogs 40 10.5
Types of dog snacks Human snacks ° 14 3.7
thatyou choose to buy Dog snacks in bar type 12 31
Dog snacks in cowhide type 8 2.1
Dog snacks in Fish type for dogs allergic to chicken 6 1.6
Licking snacks 6 1.6
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Table 2. Cont.

Dog Snack Purchasing Behaviour

Quantity Percentage

What is the most Health aspects, e.g hlzfp%jgp:: ffil;z: Eii)gs‘ teeth as a dietary 72 10
important reason to T 74 37.0
buy snacks for your supplgment for df)gs', e.tc.
dog? .For training dog dlsc1p.11ne 18 9.0
Stimulate the dog’s food intake 10 5.0
For the happiness of the dog 6 3.0
Dog’s favourite flavour 56 28.0
Reasonable price 54 27.0
What is your first Nutri.tional vallue 52 26.0
consider when buying Packing quantity 18 9.0
dog treats? N unseas_oned _ . _ 6 3.0
The nutritional value that dogs will receive according to their age 6 3.0
Place of distribution 6 3.0
Appearance of dessert, smell 2 1.0
1 time per month 75 37.5
1 time per week 26 13.0
How often do you buy 2 Fimes per month 79 39.5
dog snacks? 1 t}me per 2 months 8 4.0
1 time per 5 months 8 4.0
1 time per 4 months 2 1.0
Everyday 2 1.0
General animal feed store 145 72.5
Where do you most ) .
frequently purchase . Online shopping 26 13.0
Convenience stores e.g.,, 7-11, Lotus Express 23 11.5
dog snacks? . )
Massive retail stores such as Makro, Lotus 6 3.0
Family members 112 56.0
The most powerful Salesperson 30 15.0
person in purchasing Myself 42 21.0
dog snacks. Friends/acquaintances 10 5.0
Veterinarian 6 3.0
Less than 30 Baht 6 3.0
The amount that you 30 - 50 Baht 25 12.5
pay each time when 50 - 100 Baht 57 28.5
buying dog snacks 101 - 200 Baht 34 17.0
More than 200 Baht 78 39.0
Source: Author’s estimations.
Table 3. Factors Affecting Purchasing Decisions.
Factors Affecting Purchasing Decisions Average Interpret
Product factors 4.15 Good
It is a well-known and trustworthy brand. 3.49 Average
Contains essential nutrients 4.15 Good
Using quality raw materials 4.34 Good
Fully inform the details of the product components. 4.39 Excellent
Special properties have been clearly announced, such as high protein and calcium, etc. 4.40 Excellent
Price factor 4.33 Good
The price is appropriate for the quality of the product. 431 Good
The price is appropriate for the quantity. 4.34 Good
Distribution channel factors 3.88 Average
The sales location is close to residence or workplace and convenient to buy. 4.22 Good
The sales location has convenient parking. 3.90 Average
Sales locations are decorated and clean. 3.51 Average
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Table 3. Cont.

Factors Affecting Purchasing Decisions Average Interpret
Marketing promotion factors 3.64 Average
Organize advertisements through various media regularly. 3.41 Average
Employees or veterinarians can clearly give advice or recommend product features. 3.77 Average
0 i 1 ti larly, e.g., pri ductions, fi duct les, , free-

rganize sales promotions regularly, e.g., price reductions, free product samples, coupons, free 376 Average
bies, sweepstakes, etc.
Additional infq ti ice by ph Li lication is fast and 11 ti -

itional information service by phone or Line application is fast and answers all questions com 362 Average

pletely.

With respect to consumer interest in cricket-
infused dog snacks, the findings revealed that approx-
imately 83% of respondents indicated a willingness to
purchase the product, whereas 17% expressed disinter-

est. Furthermore, the data suggest that a majority of the
sample population demonstrated a favourable attitude
towards making a purchase, reflecting a significant mar-
ket potential for this product as shown in Table 4

Table 4. Consumer Interest in Cricket-Infused Dog Snacks.

Consumer Interest in Cricket-Infused Dog Snacks Quantity = Percentage
Regarding product samples Cricket-Infused Dog Snacks sell Not purchase 34 17.0
for 30 baht per piece. Purchase 166 83.0
Indifferent 34 17.0
. . . Not really interested 14 7.0

- ?

Are you interested in Cricket-Infused Dog Snacks? Interested 138 690
Extremely Interested 14 7.0

Source: Author’s estimations.

Based on the survey results, the participants of-
fered several suggestions regarding the product. The ma-
jority of comments centred on the pricing, with partici-
pants perceiving the product to be relatively expensive
compared to alternative options available in the mar-
ket. Additionally, concerns were raised regarding po-
tential allergic reactions to insect-derived proteins, such
as crickets. Participants further suggested increasing
the product quantity to more appropriately correspond
with the current selling price, thereby improving its per-
ceived value, as presented in Table 5.

This study employed a Probit regression model to
examine the factors influencing consumers’ purchase
decisions regarding the cricket-infused dog treats pro-
duced by the Organic Farming Community Enterprise of
Ban Mae Tad. The analysis focused on two primary la-
tent variables: product attributes and price perception.

The estimated Probit model revealed that a one-
unit increase in the average score of the product fac-
tor significantly increases the probability of consumers
choosing the cricket-infused dog treats by approxi-
mately 55.48%. Similarly, a one-unitincrease in the aver-

age score of the price factor raises the purchase probabil-
ity by about 60.99%, indicating strong statistical signifi-
cance. These findings suggest that the intrinsic qualities
of the product, including brand reputation, perceived
trustworthiness, nutritional content, and clear disclo-
sure of ingredients and special features, play a critical
role in enhancing consumer preference. Furthermore,
consumers’ sensitivity to price fairness where price is
perceived as commensurate with the quality and quan-
tity offered also substantially affects their purchase like-
lihood.

Consequently, the implementation of strategic com-
munication that highlights the distinctive features and
nutritional advantages of the product, combined with
competitive and transparent pricing strategies, is cru-
cial to enhance market penetration and foster consumer
acceptance of the cricket-infused dog treats produced
by the Ban Mae Tad Organic Farming Community En-
terprise. Table 6 presents the detailed coefficients and
marginal effects derived from the Probit model analysis,
confirming the significant impact of these factors on con-
sumer choice behaviour.

420



Research on World Agricultural Economy | Volume 06 | Issue 04 | December 2025

Table 5. Suggestions for Cricket-Infused Dog Snacks.

Suggestions for Cricket-Infused Dog Snacks Quantity Percentage
Priced at a higher level relative to comparable products available in the market. 18 34.6
Not sure about your dog’s insect allergy? 8 15.3
Increase the quantity to suit the price. 6 11.5
Reframing the product description from “mixed with cricket” to “chicken flavour mixed with
crickets” may enhance its perceived value and make the offering appear more acceptable to
consumers. This phrasing emphasizes the familiar and appealing “chicken flavour” while pre- 115
senting the inclusion of crickets as a complementary ingredient, which can encourage greater '
openness to experimentation and reduce potential aversion associated with insect-based ingre-
dients.
Test the first market with 2 sizes. Customers may buy the smaller size since they raise small

. . 6 11.5
breed dogs or try the testing product then back and buy a bigger one later.
Make the packaging more attractive. 6 11.5
Increase the ratio of crickets 2 3.8

Source: Author’s estimations.

Table 6. The Detailed Coefficients and Marginal Effects Derived from the Probit Model Analysis.

Factors Affecting Purchasing Decisions Coefficient Std. Error z-Statistic Prob.
Product Factors 0.5548** 0.2444 2.2696 0.023

Price Factors 0.6099*** 0.1960 —3.1109 0.002

Distribution Channel Factors 0.2588 0.2150 1.2039 0.228
Marketing Promotion Factors 0.0894 0.2018 0.4431 0.657

Source: Author’s estimations.

Note: *** Significant at 1 percent level, ** Significant at 5 percent level, * Significant at 10 percent level.

4.2. An Assessment of the Organic Farm-
ing Community Enterprise of Ban Mae
Tad’s Readiness to Compete in the Mar-
ket for Cricket-Infused Dog Snacks was
Conducted Using SWOT Analysis and
the TOWS Matrix

This section presents a SWOT analysis of the cricket-
based dog treat product developed by the Baan Mae Tad
Organic Agricultural Community Enterprise. The analy-
sis identifies the internal and external factors affecting
the development and competitiveness of the product.

Strengths: The enterprise possesses several key
strengths that support the development of cricket-based
dog treats. Notably, it receives ongoing support from
government agencies and academic institutions, particu-
larly in the areas of product development and the trans-
fer of production technology. For example, the Depart-
ment of Livestock Development has contributed to en-
hancing production efficiency. Furthermore, the enter-
prise has a stable and sufficient supply of cricket protein

sourced from its own farming operations. Labor avail-
ability within the local community is adequate to sup-
port the production process. In addition, consumer be-
haviour trends such as pet humanization have led to in-
creasing demand for high-quality, nutritionally rich pet
products. This socio-cultural shift presents a favourable
environment for the development of innovative pet food
products such as cricket-based treats.

Weaknesses: Despite its strengths, the enterprise
also faces several internal challenges. The current pro-
duction process is largely manual, particularly in the
shaping and moulding of treats, resulting in inconsistent
product quality especially in thickness and texture. The
available machinery is not sufficiently advanced to sup-
port scalable production, which hinders mass manufac-
turing potential. Moreover, the enterprise lacks expe-
rience in marketing and has not yet established formal
distribution channels. These limitations make it difficult
to compete with larger producers in terms of both price
and product quality.

Opportunities: There are numerous market op-
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portunities for cricket-based dog treats. The increas-
ing humanization of pets in Thailand has expanded de-
mand for high-quality and health-oriented pet products.
As reported by the Thai Pet Products Industry Asso-
ciation and the USDA (2021)?°], Thailand had an es-
timated pet population of approximately 14.5 million
in the year 2020, with dogs comprising the majority.
This growing market presents an opportunity for new
and differentiated pet food products. Additionally, the
trend toward “premiumization” in pet products creates
space for niche products that emphasize nutritional
benefits, such as those containing alternative protein
sources like crickets. The rise of digital marketing and
e-commerce also provides accessible and cost-effective
channels for product promotion and distribution. Fur-
thermore, government policy particularly the 20-Year
National Strategy (2017-2036) supports community-
based enterprises by fostering entrepreneurship, up-

grading production capabilities, and promoting grass-
roots economic development, which can help facilitate
market entry for community-based products.

Threats: However, several external threats may
hinder the product’s success. The pet food market
in Thailand is highly competitive, dominated by estab-
lished brands with significant market share and market-
ing power. There is also an influx of new, smaller brands
entering the market. Consumer awareness and accep-
tance of insect-based protein for pet food remains rela-
tively low, which may pose a challenge for product posi-
tioning and market adoption. Entry into modern trade
and online markets requires investment in packaging,
logistics, and brand development, which may be finan-
cially burdensome for the enterprise. Without standard-
ized product quality and strong branding, the enterprise
may struggle to sustain a competitive advantage in the
long term. as presented in Table 7.

Table 7. SWOT Analysis of Cricket-Based Dog Treats.

Strengths

Weaknesses

S1. Support from government agencies and academic
institutions for product development

S2. Availability of cricket protein from local farming
operations

S3. Adequate labour force within the community

S4. Increasing demand due to pet humanization trends

W1. Manual production process resulting in inconsistent
product quality

W2. Lack of modern machinery for scalable and
standardized production

W3. Absence of formal marketing strategies and
distribution networks

W4. Limited capacity to compete with established brands
in terms of price and quality

Opportunities

Threats

01. Expanding pet ownership and spending behaviour in
Thailand

02. Emerging trend toward premium pet products

03. Growth of online marketing and e-commerce platforms
04. Government support via the 20-Year National Strategy
for community-based economic development

T1. Highly competitive market dominated by large,
established brands

T2. Low consumer awareness of insect-based protein in pet
foods

T3. Financial constraints in entering modern trade and
digital markets

T4. Risk of limited long-term competitiveness without
strong branding and standardized product quality

The TOWS Matrix facilitates the generation of
strategic responses by aligning strengths and weak-
nesses with opportunities and threats.

The
enterprise should leverage its strengths to capitalize

Strengths-Opportunities (SO) Strategies:
on identified opportunities. Governmental and aca-
demic partnerships can be utilized to develop premium
dog treat products that resonate with pet humanization

trends. Furthermore, the community’s resource avail-

ability and labour capacity enable scaling production to
serve modern trade and e-commerce channels. Empha-
sizing sustainability and product quality aligns well with
growing consumer demand for eco-friendly pet foods.
Strengths-Threats (ST) Strategies: To counteract
external threats, the enterprise can capitalize on inter-
nal strengths such as its integrated cricket farming and
production expertise to differentiate its products amidst

market saturation. Collaboration with academic part-
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ners can facilitate consumer education to improve ac-
ceptance of cricket protein. Highlighting product trace-
ability and sustainability will provide competitive advan-
tages in a crowded marketplace.
Weaknesses-Opportunities (WO) Strategies:
Addressing internal weaknesses by harnessing external
opportunities is critical. The enterprise should pursue
investments or partnerships to acquire modern produc-
tion technologies, thus improving product consistency.
Engaging digital marketing platforms and pet industry
influencers can help overcome marketing deficiencies.
Additionally, leveraging government training programs
will enhance branding and promotional capabilities.
Weaknesses-Threats (WT) Strategies: Minimiz-
ing vulnerabilities requires strategic efforts to stan-
dardize production processes to ensure quality control,
thereby bolstering consumer confidence. Building a
strong brand identity is necessary to withstand competi-
tion from well-established players. Positioning the prod-
uct as a niche offering in sustainable and insect-based
petnutrition can reduce direct price competition and en-

hance market differentiation.

Table 8 shows the TOWS Matrix analysis, which re-
veals that the cricket-based dog treat product holds signif-
icant growth potential, contingent upon strategic leverag-
ing of strengths and opportunities while effectively miti-
gating weaknesses and threats. The enterprise’s future
success will depend on improving production efficiency,
elevating consumer awareness through education and
marketing, and capitalizing on government and policy
support. Through these efforts, the Baan Mae Tad Organic
Agricultural Community Enterprise can establish a sus-
tainable competitive advantage within Thailand’s emerg-

ing alternative protein pet food market.

4.3. Community Business Model Canvas

Drawing on the insights from Section 4.1, which in-
vestigated determinants influencing both demand and
supply aspects, The research team jointly formulated a
community-oriented business plan aimed at fostering
long-term sustainability. The implementation outcomes
of this plan are illustrated in Table 9 and are discussed
in detail below.

Table 8. TOWS Matrix of Cricket-Based Dog Treats.

Opportunities (0)

Threats (T)

SO Strategies

(Using strengths to exploit opportunities)

ST Strategies
(Using strengths to minimize threats)

Leverage government and academic support to
develop premium products that align with pet

humanization trends (S1, S4 = 02)

Use existing cricket farming and production
know-how to differentiate product in
competitive market (S2 — T1)

Strengths (S)

trade platforms (S2, S3 — 03)

Utilize adequate local labour and raw materials
to expand production via online and modern

Collaborate with academic institutions to raise
awareness and educate consumers on the
benefits of cricket protein (S1 - T2)

Position product as a sustainable and healthy
alternative in response to rising demand for

quality pet products (S4 = 01, 02)

Highlight traceability and sustainability as
unique selling points against larger, less agile
competitors (S2 = T3)

WO Strategies

(Overcoming weaknesses by exploiting

opportunities)

WT Strategies
(Minimizing weaknesses to avoid threats)

Seek public or private investment for machinery
upgrades through government development

initiatives (W1, W2 - 04)
Weaknesses (W)

Develop standardized production methods to
improve product quality and consistency (W1,
W2 - T4)

Partner with e-commerce platforms and pet
influencers to overcome lack of distribution and

marketing experience (W3 — 03)

Build brand identity with support from local
agencies to establish competitiveness against
known brands (W3, W4 — T1)

Use government support to train staff in digital

marketing and branding (W3 — 04)

Establish niche positioning in insect-based pet
nutrition to reduce direct price competition (W4
- T1,T2)
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Table 9. The CBMC of Cricket-Infused Dog Snacks by the Organic Farming Community Enterprise of Ban Mae Tad.

Key Partners

Retail chains such as
Lotus and Makro
offering fresh chicken
products

Local markets
specializing in fresh
meat sales

Logistics providers
for online order
fulfilment

Support from
government agencies
and community
development
institutions

Key Activities

Brand building and
launching
promotional
campaigns

Product innovation to
meet market trends
and customer needs

Expansion of
distribution through
latest sales channels

Key Resources

Financial capital for
operational
continuity

Production
equipment,
particularly for
roasting and
processing

Skilled human
resources including
production and
administrative staff

Value Proposition

High nutritional value
and use of natural,
locally sourced
ingredients

Free from artificial
additives and safe for
animal consumption

Supports dental
health, behavioural
training, and pet
well-being

Affordable pricing
relative to quantity
and quality

Convenient and
ready-to-use, saving
time for pet owners

Customer
Relationships

Charitable outreach
for stray and
disadvantaged
animals

Combines digital and
traditional marketing
methods

Participates in events
and expos with free
samples and
promotions

Channels

Online Platforms:
Shopee, Lazada,
Facebook, Line OA,
company website

Offline Channels: Pet
shops, animal feed
stores, veterinary
clinics, grooming
salons, Makro, Lotus

Customer Segments

Pet owners who treat
pets as family
members (“pet
parents”)

Inclusive of all
genders, including
LGBTQ+

Primarily nuclear
households, especially
childless or with adult
children

Cost Structure

Raw materials (cricket flour, chicken, ingredients)

Labor costs (production and management)
Logistics and transportation

Production expenses (machinery, utilities, packaging)

Marketing and promotional activities

Administrative overhead (rent, utilities, accounting)

Revenue Structure

Product sales of cricket-based dog treats
Revenue through online channels (e.g., Shopee, Lazada, Facebook)
Sales via offline stores and retail chains

Event-based income from markets and expos

Future opportunities: subscription services, bulk sales, private

labelling

Community enterprises play an essential role in ad-
vancing local economies, particularly in rural Thailand
where grassroots innovation and sustainable practices
are increasingly emphasized in national development
agendas. The Organic Farming Community Enterprise of
Ban Mae Tad represents a prime example of such an ini-
tiative, combining organic agriculture with alternative
protein innovation in the pet food industry. We analyse
the enterprise’s business model using the nine compo-
nents of the Business Model Canvas framework, empha-
sizing how each component contributes to its competi-
tive advantage and long-term viability as follows:

Key Partners: The foundation of the enterprise’s

success lies in its ability to forge strategic partnerships
with various stakeholders. Key partners include promi-
nent retail chains such as Lotus and Makro, which not
only supply fresh chicken but also serve as potential dis-
tribution platforms. Local markets further support the
supply chain by providing raw materials sourced within
the region. Logistics and delivery service providers play
a vital role in ensuring efficient fulfilment of online or-
ders, while government agencies and community devel-
opment organizations offer institutional support through
training, policy guidance, and technical resources. These
partnerships enhance the enterprise’s supply chain effi-
ciency, market access, and knowledge base.
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Key Activities: The enterprise engages in a se-
ries of interrelated core activities aimed at sustaining
operations and driving growth. These include brand-
ing, promotional campaigns, and continuous product in-
novation. By actively engaging in marketing, the enter-
prise enhances consumer awareness and brand visibility.
Product development is driven by evolving market trends
and health-conscious consumer preferences, particularly
within the growing pet care segment. Furthermore, the
enterprise is committed to expanding its distribution net-
work through both digital and physical channels, thereby
increasing product accessibility and market penetration.

Key Resources: To support these activities, the en-
terprise relies on a combination of tangible and intangi-
ble resources. Financial capital is critical to cover op-
erational and marketing costs. Specialized equipment
for roasting and processing ensures product consistency
and quality. In addition, a trained workforce compris-
ing both production and administrative personnel is es-
sential to maintain efficient business operations. These
resources are strategically leveraged to uphold product
standards and respond effectively to market demands.

Value Proposition: Atthe heart of the enterprise’s
strategy is its compelling value proposition, which inte-
grates nutrition, sustainability, and convenience. The
cricket-based dog treats are formulated using high-
quality, locally sourced ingredients, and are entirely free
from artificial additives. The product supports pet den-
tal health, facilitates training, and enhances overall well-
being. These attributes resonate strongly with pet own-
ers who prioritize health, ethics, and environmental sus-
tainability. The treats are also competitively priced, of-
fering excellent value for money in terms of both quan-
tity and quality. Moreover, the ready-to-use format ap-
peals to modern consumers seeking convenience.

Customer Relationships: The enterprise builds
and maintains strong customer relationships through a
combination of social engagement and strategic commu-
nication. It participates in charitable efforts, particu-
larly those supporting stray and disadvantaged animals,
thereby enhancing its public image and community con-
nection. Its marketing approach spans both digital and
traditional media, enabling it to reach a wide and diverse

customer base. Furthermore, participation in pet-related

events and expos, where free samples and promotional
items are offered, helps foster trust and brand loyalty.

Channels: A multichannel distribution strategy en-
sures that the enterprise reaches consumers through
a variety of touchpoints. Online sales are facilitated
through platforms such as Shopee, Lazada, Facebook,
and the Line Official Account, as well as the enter-
prise’s own website. These platforms allow for direct-to-
consumer transactions and provide a scalable sales in-
frastructure. Offline channels include pet shops, groom-
ing salons, veterinary clinics, and major retail outlets
like Makro and Lotus. This dual-channel approach max-
imizes visibility, enhances consumer convenience, and
diversifies revenue streams.

Customer Segments: The enterprise targets a
clearly defined customer segment: pet owners who re-
gard their animals as family members, often referred to
as “pet parents.” This group is typically health-conscious,
socially aware, and willing to invest in high-quality pet
products. The customer base includes individuals of all
genders and is notably inclusive of LGBTQ+ communi-
ties. Demographically, the enterprise primarily appeals
to nuclear households especially those without young
children who tend to allocate a greater share of discre-
tionary income toward pet care and lifestyle products.

Cost Structure: The cost structure of the enter-
prise is composed of several primary components. Raw
material costs include the procurement of cricket flour,
chicken, and other ingredients. Labor costs encompass
wages for both production and administrative staff. Lo-
gistics expenses are incurred through transportation
and distribution services. Production costs consist of en-
ergy consumption, equipment maintenance, and pack-
aging. Marketing costs are allocated to advertising and
promotional efforts, while administrative overheads in-
clude rent, utilities, and professional services such as ac-
counting and legal compliance. Effective management of
these costs is essential to maintain competitive pricing
and ensure financial sustainability.

Revenue Structure: The enterprise’s revenue
model is diversified across multiple sales channels. The
primary source of income derives from direct sales
of cricket-based dog treats. Online sales through e-

commerce platforms and social media constitute a grow-
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ing share of total revenue. Offline sales are generated via
partnerships with physical retailers. In addition, event-
based sales from participation in fairs, expos, and com-
munity markets provide supplementary income. Look-
ing ahead, the enterprise anticipates future revenue op-
portunities through subscription models, bulk purchas-
ing arrangements, and private-label production, all of
which offer potential for scalable growth.

The Organic Farming Community Enterprise of Ban
Mae Tad demonstrates a robustand innovative approach
to community-based business development. By align-
ing local agricultural strengths with market-driven inno-
vation in the pet food sector, the enterprise has estab-
lished a sustainable and socially responsible business
model. Through strategic partnerships, diversified rev-
enue channels, and a clear value proposition, the enter-
prise is well-positioned to navigate competitive market
dynamics and expand its impact. The Business Model
Canvas framework not only provides insight into the in-
ternal logic of the enterprise but also highlights the repli-
cability of such models in similar rural contexts across
Thailand and beyond.

5. Discussion

The study of cricket-based dog treats produced by
the Organic Farming Community Enterprise of Ban Mae
Tad offers a compelling case of how rural innovation, sus-
tainable agriculture, and shifting consumer behaviour
can intersect to create new market opportunities for
community enterprises. One of the most significant find-
ings in the research is the impact of consumer behaviour
trends, particularly the rise of “pet humanization.” Con-
sumers increasingly treat their pets as family members,
which has reshaped the pet food market in Thailand and
globally. This shift has led to rising demand for premium,
nutritious, and safe pet products, aligning well with the
unique selling proposition of cricket-infused dog treats,
which are high in protein, sustainable, and novel. The
data shows that 83% of surveyed consumers are willing
to purchase the product, and 69% express clear interest
an encouraging signal for market penetration.

Another key element of the discussion is the em-

pirical evidence from the Probit model analysis, which

quantifies the influence of different factors on purchase
intention. The results show that both product quality
and pricing perception significantly affect consumer de-
cisions. These findings align with prior research in the
pet food industry, indicating that pet owners prioritize
nutritional value, transparency, and price fairness. The
product’s detailed labelling, high-protein content, and
eco-friendly positioning appeal to educated consumers,
especially in urban and semi-urban areas where pet hu-
manization is most prevalent.

On the supply side, the study reveals the strengths
of the Ban Mae Tad community in terms of local raw
material availability (cricket farming) and support from
government and academic institutions. These relation-
ships provide technical training and knowledge trans-
fer, which are crucial for grassroots enterprises aiming
to introduce innovative products. However, the enter-
prise faces several internal limitations that must be ad-
dressed. The manual production process limits scalabil-
ity and leads to inconsistent quality, especially in prod-
uct thickness and texture. In a competitive market dom-
inated by large corporations with advanced machinery,
consistent quality is critical to consumer trust. Further-
more, the group lacks formal experience in marketing,
packaging, and distribution factors that are essential for
product positioning and brand building.

The SWOT and TOWS analyses highlight how these
internal weaknesses intersect with external threats such
as low consumer familiarity with insect protein, intense
market competition, and barriers to entering modern
trade or online platforms. Despite growing interest in
sustainable proteins, a lack of consumer education re-
mains a hurdle. This is evident in the survey findings,
where some consumers express concerns about insectal-
lergies or find the price-point uncompetitive. To address
these issues, the TOWS analysis suggests several strate-
gic pathways:

SO strategies (strength-opportunity): Leverage
academic partnerships and government support to pro-
duce premium, sustainable treats and promote con-
sumer education on insect protein benefits.

WO strategies (weakness-opportunity): Invest in
machinery and packaging technology using government

support to improve production standardization.
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WT strategies (weakness-threat): Build branding
and digital marketing capacity to differentiate the prod-
uct from mass-market competitors.

ST strategies (strength-threat): Use existing ex-
pertise in cricket farming to emphasize traceability and
sustainability in branding.

An important contribution of this research is the de-
velopment and application of the Community Business
Model Canvas (CBMC). By incorporating participatory
planning with local stakeholders, the enterprise is not
only developing a business model tailored to its context
but also enhancing community ownership and economic
resilience. This bottom-up approach strengthens the link
between sustainable agriculture and rural enterprise,
echoing national policies such as the 20-Year National
Strategy (2017-2036) and supporting the UN Sustain-
able Development Goals (SDGs), particularly those on
poverty alleviation and sustainable production. Lastly,
consumer feedback suggests valuable improvements, in-
cluding rebranding the product name, introducing trial-
size options, and enhancing packaging practical recom-
mendations that reflect real market expectations and can
be implemented at low cost. In response to the identi-
fied need for more detailed technical information regard-
ing production scalability, this study acknowledges that
the current manual production process constrains the en-
terprise’s capacity to approximately 50-70 units per day.
To achieve production volumes that are competitive with
larger industrial producers, it is estimated that investing
in small-scale machinery for mixing, forming, and bak-
ing could expand daily output to between 300 and 500
units. The initial investment required for such equip-
ment is projected to range from 150,000 to 200,000 THB,
which may be partially offset through government sup-
port programs aimed at fostering rural innovation. Pro-
viding this level of detail offers clearer guidance for fu-
ture operational planning, cost management, and break-
even analysis, thereby enhancing the technical and finan-
cial feasibility of the proposed scalability strategy.

6. Conclusions

A study examining the competitive landscape of
cricket-infused dog treats produced by the Organic

Farming Community Enterprise of Ban Mae Tad hasillus-
trated both the viability and limitations of community-
based agricultural innovations in a niche but growing
market pet food with alternative protein sources. The
first conclusion is that market trends such as “pet hu-
manization” and growing concern for pet health are ma-
jor opportunities. The study confirms that a majority of
consumers now treat pets as family members and are
willing to invest in premium, health-oriented, and sus-
tainable products. This trend creates fertile ground for
differentiated pet food products like cricket-infused dog
treats. The enterprise is well-positioned to capitalize on
this, given its organic farming background and sustain-
able insect protein sourcing.

Secondly, the Probit model analysis offers strong
empirical support for two key purchase drivers: prod-
uct quality and price perception. A one-unit increase
in consumer perception of product attributes led to a
55.48% increase in purchase probability, while a simi-
lar increase in price value perception led to a 60.99% in-
crease. These findings affirm the importance of ensuring
consistent quality, transparent ingredient information,
and competitive pricing in building consumer trust and
boosting sales.

Thirdly, the study’s SWOT and TOWS analyses
demonstrate that while the enterprise has meaningful
strengths such as government support, local raw materi-
als, and growing consumer interest it must also address
significant weaknesses, particularly in production stan-
dardization, branding, and distribution. The absence of
modern machinery leads to inconsistent product texture,
and the lack of marketing experience limits brand reach.
Without addressing these operational gaps, the enter-
prise risks falling behind in a highly competitive mar-
ket dominated by established brands. In terms of strate-
gic planning, the development of a Community Business
Model Canvas (CBMC) allowed the research team and
community to co-create a practical, locally-driven busi-
ness plan. This participatory approach ensures not only
economic viability but also community ownership and
sustainability. It supports the United Nations Sustain-
able Development Goals (SDGs), particularly those re-
lated to poverty reduction, economic resilience, and sus-

tainable consumption. The research further reveals that
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consumer hesitations such as concerns over insect pro-
tein allergies, high prices, and unfamiliar product for-
mats must be strategically addressed through market-
ing communication, product design, and education cam-
paigns. Suggestions like modifying product descriptions
and offering trial sizes illustrate the potential to over-
come psychological and behavioural barriers.

In conclusion, the Organic Farming Community En-
terprise of Ban Mae Tad shows promising potential to
thrive in the alternative pet food market. However, its
success hinges on addressing internal weaknesses, lever-
aging external opportunities, and implementing data-
driven strategies. Strengthening production capabilities,
branding, and consumer education, while expanding dis-
tribution via online and retail channels, will be essential
for long-term competitiveness. This case study serves as
amodel for how community enterprises can integrate lo-
cal resources, innovation, and participatory planning to
build resilient, sustainable rural economies in Thailand

and beyond.
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