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ABSTRACT

This research aimed to 1) study the components, 2) develop the model, 3) study
the results of use, and 4) conclude the results of using the model for upgrading small
businesses and plastic pellet marketing mechanisms through networks in the metropolitan
area. The research was conducted using quantitative and qualitative research and
development (R&D) with 4 research steps: 1) study the components, 2) develop the
model, 3) train on the use of the model, and 4) conclude the results of using the model.
The research sample consisted of 2 groups: a group studying the components of 660
people and a group trying out the model of 50 people from 20 companies. The
instruments used were interviews, questionnaires, and knowledge tests. The statistics used
included mean, standard deviation, t-test, and factor analysis (KMO and Bartlett's Test).
The research results found that 1) the components of business upgrading and marketing
mechanisms consisted of 5 components: resources, knowledge and funding sources,
business management, marketing planning, and strategy planning 2) The developed model
was confirmed to be appropriate by experts at the highest level (X = 4.52, SD. = 0.59)
3) Participants had significantly increased knowledge after using the model (p < 0.05) and
the design planning had an average score at a very good level (X = 2.70, SD. = 0.43)
4) The results of using the model were highly satisfied ( X = 4.12, S.D. = 0.71)
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