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ABSTRACT	
  
The	
   Raks	
   Thai	
   Foundation	
   aims	
   to	
   empower	
   women	
   and	
   promote	
   sustainability	
   in	
  
developing	
   communities	
   in	
   Thailand.	
   	
   Our	
   goal	
   was	
   to	
   assist	
   a	
   Hmong	
   women’s	
   craft	
  
cooperative	
   in	
   the	
   village	
   of	
   Pang	
   Ung	
   Mhai	
   in	
   Northern	
   Thailand	
   to	
   establish	
   a	
   more	
  
profitable	
  business.	
   	
  With	
   a	
   focus	
  on	
   empowerment,	
  we	
  utilized	
  methods	
  of	
  participatory	
  
action	
  research	
  to	
  help	
  the	
  women	
  develop	
  business	
  skills	
  and	
  promotional	
  tools,	
  including	
  
knowledge	
   about	
  marketing	
   strategies	
   and	
   evaluation	
  methods,	
   information	
   and	
   product	
  
tags,	
  a	
  photo	
  book	
  displaying	
  their	
  village	
  and	
  work,	
  and	
  a	
  product	
  portfolio.	
   	
  The	
  findings	
  
developed	
  through	
  our	
  methods	
  led	
  us	
  to	
  propose	
  recommendations	
  aimed	
  at	
  allowing	
  the	
  
women	
   to	
   maintain	
   success	
   on	
   their	
   own	
   in	
   the	
   future	
   and	
   enabling	
   the	
   Raks	
   Thai	
  
Foundation	
  to	
  support	
  other	
  communities.	
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EXECUTIVE	
  SUMMARY	
  
The	
   seventy	
   percent	
   of	
   the	
   world’s	
   population	
   that	
   resides	
   in	
   rural	
   areas	
   depends	
   on	
  
agriculture	
   as	
   their	
   main	
   source	
   of	
   income	
   and	
   employment.	
   	
   These	
   communities	
   face	
  
challenges	
   in	
   their	
   efforts	
   to	
   maintain	
   a	
   sustainable	
   living,	
   and	
   farmers	
   often	
   view	
  
inconsistent	
  earnings	
  as	
  a	
  threat	
  to	
  their	
  livelihood.	
  	
  Inconsistencies	
  in	
  income	
  from	
  farming	
  
can	
  result	
  from	
  harvesting	
  crops	
  only	
  once	
  a	
  year	
  due	
  to	
  short	
  growing	
  seasons,	
  as	
  well	
  as	
  
variable	
  harvests	
  caused	
  by	
  poor	
  weather	
  or	
  soil	
  conditions	
  or	
  pests,	
  which	
  affect	
  the	
  rate	
  of	
  
output	
   and	
   profit.	
   	
   In	
   order	
   to	
   supplement	
   their	
   income	
  members	
   of	
   these	
   communities,	
  
especially	
   women,	
   have	
   been	
   taking	
   advantage	
   of	
   the	
   increasing	
   amounts	
   of	
   tourism	
   by	
  
selling	
   their	
   handicraft	
   products	
   in	
   their	
   villages	
   and	
   popular	
   shops.	
   Efforts	
   to	
   earn	
  
additional	
  income	
  from	
  selling	
  handicrafts	
  are	
  often	
  hindered	
  by	
  various	
  problems,	
  such	
  as	
  
a	
  lack	
  of	
  marketing	
  knowledge,	
  skills,	
  and	
  resources.	
  	
  	
  
	
  
One	
   such	
   group	
   working	
   to	
   overcome	
   these	
   challenges	
   by	
   selling	
   handicrafts	
   for	
  
supplemental	
  income	
  is	
  a	
  women’s	
  cooperative	
  in	
  the	
  Hmong	
  community	
  in	
  Ban	
  Pang	
  Ung	
  
Mhai.	
  	
  Located	
  in	
  the	
  Mae	
  Chaem	
  district	
  of	
  Northern	
  Thailand,	
  Ban	
  Pang	
  Ung	
  Mhai	
  depends	
  
on	
  income	
  from	
  agriculture	
  to	
  support	
  the	
  40-­‐50	
  families	
  that	
  reside	
  there.	
  	
  The	
  women	
  of	
  
the	
  cooperative	
  have	
  been	
  attempting	
  to	
  benefit	
  from	
  an	
  increase	
  in	
  tourism,	
  as	
  their	
  village	
  
is	
   a	
   popular	
   stopping	
   point	
   for	
   people	
   traveling	
   around	
   the	
   Doi	
   Inthanon	
   Mountain	
   and	
  
national	
   park;	
   however,	
   many	
   factors,	
   including	
   their	
   lack	
   of	
   marketing	
   knowledge	
   and	
  
skills,	
  have	
  influenced	
  their	
  ability	
  to	
  maintain	
  a	
  profitable	
  business.	
  
	
  
Our	
  team	
  worked	
  with	
  the	
  Raks	
  Thai	
  Foundation,	
  a	
  non-­‐profit	
  organization	
  whose	
  mission	
  
is	
   to	
   “strengthen	
   the	
  capacity	
  of	
   the	
  poor	
  and	
  disadvantaged	
  communities	
   to	
  analyze	
  root	
  
causes	
  of	
  problems,	
  determine	
  suitable	
  solutions	
  and	
  participate	
  in	
  development	
  activities.”	
  
We	
  aimed	
  to	
  put	
  their	
  vision	
  into	
  effect	
  by	
  helping	
  to	
  empower	
  the	
  cooperative	
  in	
  Ban	
  Pang	
  
Ung	
  Mhai	
  by	
  improving	
  their	
  sales	
  and	
  revenues.	
  	
  Specifically,	
  the	
  goal	
  of	
  the	
  project	
  was	
  
to	
  empower	
  the	
  women’s	
  cooperative	
  in	
  Ban	
  Pang	
  Ung	
  Mhai	
  by	
  promoting	
  skills	
  for	
  
improving	
  a	
  marketing	
  strategy	
  in	
  order	
  to	
  establish	
  a	
  more	
  profitable	
  craft	
  business.	
  	
  
By	
  working	
  with	
  the	
  women	
  using	
  participatory	
  action	
  methods,	
  we	
  intended	
  to	
  equip	
  them	
  
with	
   the	
   skills	
   and	
   techniques	
  necessary	
   to	
  achieve	
  and	
  maintain	
   success	
  on	
   their	
  own	
   in	
  
the	
  future.	
  	
  We	
  shared	
  our	
  methods	
  with	
  the	
  Raks	
  Thai	
  Foundation	
  with	
  the	
  hope	
  that	
  they	
  
could	
  be	
  applied	
  with	
  other	
  hill	
  tribe	
  communities.	
  
	
  

Methodology	
  
We	
  developed	
  the	
  following	
  objectives	
  in	
  order	
  to	
  achieve	
  our	
  goal:	
  
	
  

1. Understand	
  the	
  current	
  social	
  context	
  in	
  which	
  the	
  Cooperative	
  exists	
  
2. Identify	
   components	
   of	
   the	
   Cooperative’s	
   marketing	
   strategy	
   that	
   need	
  

improvement	
  
3. Gain	
  insight	
  from	
  other	
  venues	
  about	
  successful	
  marketing	
  strategies	
  
4. Assist	
   the	
   Hmong	
  women	
   in	
   applying	
   the	
   components	
   of	
   an	
   improved	
  marketing	
  

strategy	
  to	
  promote	
  sustainable	
  business	
  skills	
  
5. Suggest	
  a	
  means	
  to	
  evaluate	
  the	
  effectiveness	
  of	
  the	
  implemented	
  strategy	
  

	
  
It	
  was	
  important	
  to	
  understand	
  the	
  goals	
  and	
  desires	
  of	
  both	
  the	
  Raks	
  Thai	
  Foundation	
  and	
  
the	
  women	
  of	
   the	
  Cooperative	
   in	
  order	
   to	
  establish	
   the	
   scope	
  of	
  our	
  project.	
   	
  These	
  were	
  
also	
   taken	
   into	
   consideration	
   when	
   developing	
   marketing	
   strategy	
   techniques	
   and	
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analyzing	
  the	
  pros	
  and	
  cons	
  of	
  various	
  market	
  options,	
  in	
  order	
  to	
  present	
  the	
  most	
  feasible	
  
solutions.	
   	
   Through	
   the	
   use	
   of	
   participatory	
   action	
   research,	
   the	
   women	
   were	
   involved	
  
throughout	
   the	
   project	
   to	
   assure	
   that	
   the	
   outcome	
   was	
   desirable	
   and	
   feasible	
   for	
   the	
  
Cooperative.	
  	
  
	
  
The	
  following	
  are	
  the	
  methods	
  that	
  were	
  used	
  to	
  accomplish	
  our	
  objectives:	
  
	
  
1. We	
  gained	
   insights	
   from	
  the	
  Raks	
  Thai	
  Foundation	
  and	
  the	
  women	
  of	
   the	
  Cooperative	
  

through	
  conversations	
  to	
  determine	
  the	
  goals	
  and	
  expectations	
  of	
  each	
  group,	
  define	
  the	
  
scope	
  of	
  our	
  project,	
  and	
  identify	
  any	
  positive	
  or	
  negative	
  implications	
  that	
  could	
  result	
  
from	
  our	
  work.	
  

2. We	
  analyzed	
  the	
  current	
  state	
  of	
  the	
  women’s	
  business	
  and	
  their	
  strategy	
  using	
  SWOT	
  
analysis,	
   to	
   identify	
   the	
  Cooperative’s	
   strengths,	
  weaknesses,	
  opportunities,	
  and	
  threats.	
  
We	
   also	
   analyzed	
   the	
  marketing	
  mix,	
   or	
   the	
   4Ps	
   (product,	
   price,	
   place,	
   promotion),	
   in	
  
order	
   to	
   understand	
  which	
   aspects	
   could	
   be	
   improved	
   or	
   altered	
   to	
   produce	
   greater	
  
success	
  in	
  terms	
  of	
  higher	
  profits.	
  

3. We	
  interviewed	
  craft	
  merchants	
  in	
  shops	
  and	
  markets	
  in	
  other	
  locations	
  to	
  identify	
  the	
  
various	
  marketing	
  aspects	
  these	
  merchants	
  consider	
  when	
  selling	
  their	
  products,	
  such	
  
as	
  who	
  their	
  main	
  consumers	
  are,	
  what	
  products	
  are	
  most	
  popular,	
  how	
  they	
  determine	
  
the	
  prices	
  of	
  their	
  products,	
  and	
  how	
  they	
  choose	
  specific	
  locations	
  for	
  selling	
  them.	
  	
  

4. We	
  visited	
  shops	
  selling	
  handicraft	
  items	
  to	
  determine	
  the	
  potential	
  for	
  partnering	
  the	
  
Cooperative	
  with	
  these	
  shops.	
  

5. We	
   observed	
   and	
   interviewed	
   consumers	
   of	
   handicraft	
   products	
   to	
   gain	
   insight	
   into	
  
their	
  purchasing	
  behavior	
  and	
  product	
  preferences.	
  

6. We	
  visited	
  other	
  villages	
  and	
  cooperatives	
  selling	
  handicrafts	
  in	
  the	
  Chiang	
  Mai	
  region	
  
to	
   see	
   if	
   they	
  have	
  problems	
   similar	
   to	
   those	
   faced	
  by	
   the	
  Cooperative,	
   and	
  how	
   they	
  
might	
  have	
  dealt	
  with	
  them.	
  

7. We	
  analyzed	
   the	
  data	
  collected	
   from	
   interviews	
  by	
  compiling	
   the	
  data	
   into	
  charts	
  and	
  
graphs	
  based	
  on	
  the	
  4P’s.	
  

8. We	
  presented	
  the	
  data	
  collected	
  through	
  the	
  4P’s	
  to	
  the	
  women	
  of	
  the	
  Cooperative	
  and	
  
received	
  feedback	
  from	
  them	
  on	
  our	
  ideas.	
  	
  We	
  then	
  evaluated	
  the	
  various	
  options	
  with	
  
the	
   women	
   for	
   them	
   to	
   determine	
   which	
   options	
   were	
   most	
   suitable	
   for	
   the	
  
Cooperative.	
  	
  	
  

9. We	
  researched	
  ways	
  to	
  evaluate	
  the	
  effectiveness	
  of	
  marketing	
  strategies	
  and	
  were	
  then	
  
able	
   to	
   suggest	
   a	
  way	
   for	
   the	
  women	
   to	
   evaluate	
   the	
   success	
   of	
   their	
   business	
   in	
   the	
  
future,	
   as	
   well	
   as	
   a	
   way	
   for	
   the	
   Raks	
   Thai	
   Foundation	
   to	
   analyze	
   our	
   work	
   and	
  
determine	
  if	
  it	
  could	
  be	
  applied	
  in	
  other	
  communities.	
  

	
  

Findings	
  
The	
  analysis	
  of	
  our	
  various	
  data	
  sources	
  led	
  to	
  several	
  findings:	
  
	
  
1. The	
   handicraft	
   business	
   serves	
   as	
   a	
   source	
   of	
   pride	
   and	
   empowerment	
   for	
   the	
  

women	
  of	
  the	
  Cooperative	
  while	
  supplemental	
  income	
  is	
  a	
  secondary	
  concern.	
  	
  	
  	
  	
  
We	
   found	
   that	
   the	
   income	
   from	
   their	
   craft	
   business	
   is	
  not	
   vital	
   to	
   their	
   survival.	
   	
   The	
  
women	
   stated	
   that	
   their	
   families	
   earn	
   anywhere	
   from	
   50,000-­‐300,000	
   Baht	
   from	
  
farming	
  each	
  year.	
  	
  Even	
  when	
  they	
  earn	
  the	
  minimum,	
  they	
  are	
  still	
  able	
  to	
  obtain	
  the	
  
essentials	
  of	
  food	
  and	
  shelter;	
  however,	
  the	
  additional	
  income	
  from	
  embroidery	
  allows	
  
some	
   families	
   to	
   live	
   more	
   comfortably	
   and	
   can	
   help	
   send	
   more	
   children	
   to	
   school.	
  	
  
While	
   the	
   women	
   expressed	
   a	
   wish	
   to	
   establish	
   a	
   more	
   profitable	
   business	
   to	
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supplement	
   their	
   income,	
   they	
   stated	
   that	
   they	
   are	
   more	
   interested	
   in	
   becoming	
  
empowered	
  through	
  the	
  success	
  of	
  their	
  business.	
  	
  The	
  formation	
  of	
  the	
  Cooperative	
  has	
  
given	
  the	
  women	
  a	
  chance	
  to	
  come	
  together	
  and	
  speak	
  amongst	
  themselves,	
  as	
  the	
  men	
  
typically	
  dominate	
  the	
  conversation	
  in	
  village	
  meetings.	
  

2. The	
  women	
  value	
  knowledge	
  over	
  profits.	
  
We	
  found	
  that	
  the	
  women	
  were	
  excited	
  to	
  learn	
  about	
  the	
  4P’s	
  of	
  a	
  marketing	
  strategy	
  
and	
   skills	
   to	
   improve	
   their	
   business.	
   	
   We	
   found	
   a	
   store	
   in	
   Bangkok,	
   called	
   the	
   Lofty	
  
Bamboo,	
  which	
  is	
  associated	
  with	
  the	
  World	
  Fair	
  Trade	
  Organization	
  (WFTO)	
  and	
  sells	
  
handicrafts	
  made	
  by	
  developing	
  communities	
  in	
  order	
  to	
  help	
  increase	
  their	
  standard	
  of	
  
living.	
   	
   The	
   Lofty	
   Bamboo	
   expressed	
   interest	
   in	
   selling	
   the	
   products	
   made	
   by	
   the	
  
Cooperative,	
  and	
  offered	
  to	
  enter	
   into	
  a	
   trial	
  period	
  with	
  them	
  to	
  see	
   if	
   their	
  products	
  
would	
   sell	
   well	
   in	
   the	
   store.	
   	
   The	
   women	
   of	
   the	
   Cooperative	
   agreed	
   to	
   this,	
   but	
  
expressed	
   less	
   excitement	
   than	
  when	
   they	
  were	
   learning	
   about	
  marketing	
   strategies.	
  	
  
This	
   showed	
   that	
   the	
   women	
  were	
  more	
   concerned	
   about	
   their	
   own	
   knowledge	
   and	
  
empowerment	
  than	
  with	
  increasing	
  their	
  profits.	
  

3. Success	
  of	
  the	
  Cooperative	
  will	
  not	
  negatively	
  impact	
  the	
  social	
  fabric	
  of	
  Ban	
  Pang	
  
Ung	
  Mhai.	
  
Since	
  the	
  potential	
  of	
  a	
  disruption	
  of	
  the	
  village’s	
  social	
  fabric	
  as	
  a	
  result	
  of	
  the	
  women’s	
  
business	
   success	
  was	
   a	
   concern,	
  we	
   interviewed	
   several	
  men	
   in	
   the	
  village	
   and	
   found	
  
that	
   they	
   are	
   supportive	
   of	
   the	
   women	
   and	
   their	
   business	
   if	
   it	
   means	
   making	
   more	
  
money	
  for	
  their	
  family.	
  	
  

4. The	
  Cooperative	
  members	
   lack	
  marketing	
  mix	
  knowledge	
  that	
  could	
  make	
  their	
  
business	
  more	
  successful.	
  
We	
   found	
   that	
   the	
   women	
   had	
   little	
   knowledge	
   of	
   marketing	
   strategy	
   components,	
  
particularly	
  the	
  4P’s	
  of	
  a	
  marketing	
  mix.	
  	
  After	
  analyzing	
  the	
  women’s	
  current	
  marketing	
  
approaches,	
  we	
  determined	
  that	
  they	
  were	
  underpricing	
  their	
  products,	
   lacked	
  variety	
  
in	
   their	
   products,	
   and	
   were	
   not	
   using	
   any	
   promotional	
   tactics	
   to	
   advertise	
   for	
   their	
  
business.	
   	
   In	
   response	
   to	
   this	
   finding,	
   we	
   created	
   a	
   presentation	
   about	
   marketing	
  
strategy	
   components	
   in	
   order	
   to	
   build	
   the	
   women’s	
   marketing	
   knowledge	
   and	
   skills.	
  	
  
We	
   also	
   created	
   a	
  marketing	
   strategy	
   booklet	
   for	
   them	
   to	
   refer	
   to	
   in	
   the	
   future.	
   	
   The	
  
booklet	
   included	
   methods	
   outlining	
   the	
   steps	
   for	
   evaluating	
   and	
   improving	
   their	
  
business	
  in	
  the	
  future.	
  

5. Consumers	
  are	
  attracted	
  to	
  smaller	
  handicraft	
  products	
  and	
  are	
  more	
  interested	
  
in	
  product	
  design	
  than	
  functionality.	
  
After	
   compiling	
   information	
   and	
   data	
   gathered	
   from	
   interviews	
  with	
   craft	
  merchants	
  
and	
   consumers,	
  we	
   found	
   that	
   consumers	
   purchase	
  mostly	
   smaller	
   items	
   such	
   as	
   key	
  
chains,	
   small	
   bags,	
   and	
   scarves.	
   	
  We	
   also	
   found	
   that	
   the	
   aspects	
   of	
   a	
   product	
   that	
   are	
  
most	
   attractive	
   to	
   consumers	
   are	
   style,	
   followed	
   by	
   cultural	
   significance	
   and	
   current	
  
product	
  trends,	
  with	
  functionality	
  as	
  the	
  least	
  important	
  aspect.	
  	
  The	
  marketing	
  strategy	
  
booklet	
   we	
   created	
   highlighted	
   the	
   importance	
   of	
   understanding	
   and	
   identifying	
  
consumer	
  product	
  preferences.	
  	
  	
  

6. Conservation	
   and	
   promotion	
   of	
   culture	
   are	
   important	
   to	
   maintain	
   consumer	
  
attraction.	
  
Based	
   on	
   interviews	
   of	
   merchants,	
   the	
   team	
   found	
   that	
   the	
   main	
   consumers	
   of	
  
handicraft	
   products	
   are	
   tourists.	
   	
   Once	
   they	
   were	
   identified	
   as	
   the	
   target	
   consumer,	
  
information	
   was	
   gathered	
   from	
   them	
   to	
   determine	
   their	
   product	
   preferences.	
   It	
   was	
  
determined	
  that	
  the	
  cultural	
  significance	
  of	
  a	
  product	
  is	
  an	
  attractive	
  feature.	
  	
  The	
  team	
  
also	
   observed	
   that	
   merchants	
   who	
   used	
   some	
   form	
   of	
   product	
   promotion	
   had	
   little	
  
difficulty	
  selling	
  their	
  products.	
  	
  In	
  response	
  to	
  this	
  finding,	
  we	
  worked	
  with	
  the	
  women	
  
to	
   create	
   advertisement	
   tools	
   to	
   promote	
   their	
   village	
   and	
   their	
   work.	
   	
   These	
   tools	
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included	
   an	
   information	
   card,	
   product	
   tag,	
   product	
   portfolio,	
   and	
   a	
   photo	
   book	
  
highlighting	
  the	
  history	
  of	
  the	
  Cooperative,	
  village,	
  and	
  their	
  work.	
  

7. Location	
   of	
   product	
   distribution	
   is	
   a	
   key	
   determinant	
   in	
   the	
   amount	
   and	
  
frequency	
  of	
  handicraft	
  sales.	
  
After	
   conducting	
   interviews	
   of	
   craft	
   merchants	
   in	
   villages	
   located	
   within	
   an	
   hour	
   of	
  
Chiang	
   Mai,	
   we	
   found	
   that	
   location	
   is	
   a	
   key	
   factor	
   in	
   determining	
   the	
   number	
   of	
  
products	
  sold.	
  	
  Merchants	
  living	
  closer	
  to	
  tourist	
  attractions	
  did	
  not	
  share	
  the	
  problem	
  
of	
  limited	
  consumers	
  that	
  the	
  women’s	
  cooperative	
  in	
  Ban	
  Pang	
  Ung	
  Mhai	
  faces	
  due	
  to	
  
their	
  remote	
  location.	
  	
  In	
  response	
  to	
  this	
  finding,	
  the	
  team	
  worked	
  to	
  help	
  the	
  women	
  
connect	
  with	
  other	
  distribution	
  locations	
  to	
  increase	
  their	
  product	
  sales.	
  
	
  

Recommendations	
  
After	
   conducting	
   background	
   research,	
   completing	
   our	
   objectives,	
   and	
   analyzing	
   our	
  
findings,	
   the	
   team	
  developed	
   recommendations	
   to	
   assist	
   the	
  women’s	
   cooperative	
   of	
   Ban	
  
Pang	
  Ung	
  Mhai	
  in	
  establishing	
  and	
  maintaining	
  a	
  more	
  profitable	
  craft	
  business.	
  	
  The	
  team	
  
also	
  proposed	
  recommendations	
  for	
  the	
  Raks	
  Thai	
  Foundation	
  to	
  evaluate	
  the	
  implemented	
  
strategy	
   and	
   its	
   potential	
   use	
   in	
   communities	
   similar	
   to	
  Ban	
  Pang	
  Ung	
  Mhai.	
   	
   Finally,	
   the	
  
team	
  suggested	
  possible	
  future	
  projects	
  to	
  be	
  completed	
  by	
  future	
  WPI	
  and	
  Chulalongkorn	
  
students.	
  

	
  
RECOMMENDATIONS	
  FOR	
  THE	
  COOPERATIVE	
  
1. We	
  recommend	
  that	
  the	
  women	
  be	
  mindful	
  of	
  consumer	
  product	
  preferences.	
  

Our	
  findings	
  showed	
  that	
  consumers	
  typically	
  purchase	
  smaller	
  items	
  such	
  as	
  bags	
  and	
  
key	
   chains,	
   but	
   they	
   also	
   indicated	
   interest	
   in	
   other	
   products.	
   	
   Therefore,	
   we	
  
recommend	
   that	
   the	
   women	
   pay	
   attention	
   to	
   consumer	
   preferences	
   and	
   consider	
  
expanding	
   their	
   products	
   to	
   more	
   than	
   just	
   different	
   types	
   of	
   bags,	
   such	
   as	
   scarves,	
  
clothing,	
   or	
   home	
   décor.	
   	
   Since	
   one	
   of	
   the	
   women’s	
   products	
   is	
   a	
   laptop	
   case,	
   we	
  
suggested	
  that	
  they	
  keep	
  in	
  mind	
  the	
  dimensions	
  of	
  popular	
  electronic	
  devices.	
  	
  Finally,	
  
we	
  suggested	
  tips	
  for	
  utilizing	
  appealing	
  color	
  combinations.	
  	
  

2. We	
   recommend	
   that	
   the	
   women	
   continue	
   to	
   use	
   their	
   traditional	
   embroidery	
  
patterns	
  to	
  conserve	
  their	
  culture	
  and	
  maintain	
  consumer	
  attraction.	
  
Based	
  on	
  our	
  research	
  conducted	
   in	
  other	
  Hmong	
  villages	
  and	
  our	
  conversations	
  with	
  
the	
   women	
   of	
   the	
   Cooperative,	
   we	
   recommend	
   that	
   the	
   women	
   preserve	
   their	
  
traditional	
  embroidery	
  designs,	
   the	
   flower	
  and	
  elephant	
  patterns,	
   in	
  order	
  to	
  keep	
  the	
  
cultural	
  identity	
  in	
  their	
  products.	
  	
  

3. We	
  recommend	
  that	
  the	
  women	
  distribute	
  their	
  products	
  in	
  frequented	
  locations.	
  
Based	
  on	
  our	
  findings	
  from	
  interviews	
  with	
  merchants	
  and	
  tourists,	
  we	
  concluded	
  that	
  
location	
   of	
   product	
   distribution	
   is	
   a	
   strong	
   factor	
   in	
   determining	
   product	
   sales.	
  	
  
Therefore,	
  the	
  team	
  recommends	
  that	
  the	
  women	
  seek	
  alternative	
  distribution	
  channels	
  
to	
  increase	
  the	
  sales	
  of	
  their	
  products.	
  

4. We	
   recommend	
   that	
   the	
   women	
   promote	
   their	
   products	
   and	
   village	
   by	
   using	
  
information	
  cards,	
  tags,	
  and	
  photo	
  books.	
  
Our	
   findings	
   indicate	
   that	
   tourists	
   are	
   the	
  main	
   consumers	
  of	
   craft	
  products,	
   and	
   that	
  
they	
   are	
  more	
   inclined	
   to	
   buy	
   products	
   with	
   cultural	
   significance.	
   	
   This	
   indication	
   is	
  
further	
   supported	
   by	
   evidence	
   from	
   case	
   studies	
   found	
   through	
   our	
   background	
  
research.	
   	
   Therefore,	
   we	
   suggest	
   that	
   the	
   women	
   advertise	
   their	
   culture	
   and	
   village	
  
through	
   the	
   use	
   of	
   information	
   cards	
   portraying	
   their	
   story	
   and	
   production	
  methods,	
  
picture	
   books	
   showing	
   their	
   village	
   and	
   products,	
   and	
   tags	
   with	
   a	
   logo	
   for	
   their	
  
business.	
   In	
   collaboration	
  with	
   the	
  women,	
  we	
   designed	
   and	
   created	
   these	
   items	
   and	
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provided	
  the	
  women	
  with	
  copies	
  of	
  each.	
  	
  The	
  women	
  were	
  enthusiastic	
  about	
  the	
  ideas	
  
and	
   suggestions	
   and	
   said	
   they	
  would	
   like	
   to	
   use	
   them.	
   	
   These	
   promotional	
   tools	
  will	
  
inform	
   consumers	
   of	
   the	
   cultural	
   significance	
   of	
   the	
   products,	
   which	
   may	
   positively	
  
influence	
  their	
  decision	
  to	
  purchase	
  the	
  product.	
  	
  

5. We	
   recommend	
   that	
   the	
   women	
   analyze	
   the	
   marketing	
   strategies	
   of	
   other	
  
merchants.	
  
Through	
  conversations	
  with	
  the	
  women	
  of	
  the	
  Cooperative,	
  there	
  was	
  strong	
  evidence	
  
that	
  the	
  women	
  had	
  little	
  knowledge	
  of	
  markets	
  outside	
  of	
  their	
  village.	
   	
  Based	
  on	
  this	
  
evidence,	
  we	
  recommend	
  that	
   the	
  women	
  of	
   the	
  Cooperative	
  use	
   the	
  same	
  techniques	
  
we	
  used	
  in	
  our	
  own	
  analysis	
  to	
  gain	
  insights	
  from	
  other	
  merchants	
  in	
  order	
  to	
  get	
  ideas	
  
for	
  their	
  business.	
  	
  We	
  discussed	
  with	
  the	
  women	
  the	
  methods	
  we	
  used	
  when	
  collecting	
  
our	
  data	
   from	
  merchants,	
   so	
   they	
  will	
   be	
   able	
   to	
  use	
   these	
   techniques	
   to	
  be	
   aware	
  of	
  
outside	
  markets	
  and	
  improve	
  their	
  own	
  business	
  in	
  the	
  future.	
  	
  The	
  team	
  concluded	
  that	
  
the	
  women	
  would	
  benefit	
  from	
  talking	
  with	
  and	
  observing	
  other	
  craft	
  merchants.	
  

6. We	
   recommend	
   that	
   the	
   women	
   routinely	
   evaluate	
   their	
   business	
   for	
  
improvement.	
  
Information	
  found	
  through	
  background	
  research	
  and	
  interviews	
  of	
  merchants	
  led	
  us	
  to	
  
the	
  conclusion	
   that	
  merchants	
  should	
  continually	
  assess	
  all	
  aspects	
  of	
   their	
  marketing	
  
strategy.	
   	
   Therefore,	
   the	
   team	
   recommends	
   that	
   the	
   women	
   utilize	
   the	
   evaluation	
  
methods	
  described	
  in	
  the	
  marketing	
  strategy	
  booklet	
  we	
  created	
  for	
  them.	
  	
  The	
  women	
  
will	
   be	
   empowered	
   by	
   being	
   able	
   to	
   analyze	
   and	
   improve	
   their	
   business	
  without	
   any	
  
outside	
  guidance.	
  	
  
	
  

RECOMMENDATIONS	
  FOR	
  THE	
  RAKS	
  THAI	
  FOUNDATION	
  
7. We	
  recommend	
   that	
   the	
  Raks	
  Thai	
   Foundation	
  evaluate	
   the	
  effectiveness	
  of	
   the	
  

implemented	
  strategy	
  so	
  that	
  it	
  can	
  be	
  utilized	
  to	
  benefit	
  other	
  communities.	
  
Due	
  to	
  time	
  constraints,	
  the	
  team	
  was	
  not	
  able	
  to	
  perform	
  an	
  evaluation	
  of	
  whether	
  or	
  
not	
   our	
  methods	
  were	
   effective	
   in	
   actually	
   increasing	
   sales	
   or	
   profits	
   and	
   developing	
  
new	
   skills	
   that	
   could	
   be	
   applied	
   by	
   the	
   women	
   themselves.	
   	
   Since	
   the	
   Raks	
   Thai	
  
Foundation	
  will	
  remain	
   in	
  contact	
  with	
  the	
  Cooperative,	
  we	
  recommend	
  an	
  evaluation	
  
plan	
  for	
  them	
  to	
  use	
  to	
  determine	
  if	
  the	
  goals	
  of	
  the	
  project	
  were	
  met	
  by	
  analyzing	
  the	
  
effects	
   of	
   the	
   implemented	
   strategy.	
   	
  We	
   also	
   suggest	
   that	
   the	
   Raks	
   Thai	
   Foundation	
  
make	
   any	
   necessary	
   adjustments	
   to	
   our	
   strategy	
   so	
   it	
   can	
   be	
   implemented	
   in	
   other	
  
communities	
  similar	
  to	
  Ban	
  Pang	
  Ung	
  Mhai.	
   	
  Our	
  findings	
  indicate	
  that	
  there	
  are	
  many	
  
villages	
   in	
  Thailand	
  experiencing	
   the	
   same	
  difficulties	
   as	
   the	
  Cooperative	
  of	
  Ban	
  Pang	
  
Ung	
   Mhai.	
   	
   These	
   developing	
   communities	
   that	
   are	
   in	
   need	
   of	
   marketing	
   strategy	
  
knowledge	
  in	
  order	
  to	
  make	
  their	
  businesses	
  more	
  profitable	
  to	
  increase	
  their	
  standard	
  
of	
  living	
  would	
  benefit	
  from	
  our	
  strategy	
  and	
  methods	
  we	
  utilized	
  in	
  working	
  with	
  the	
  
Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai.	
  	
  	
  
	
  

RECOMMENDATIONS	
  FOR	
  FUTURE	
  PROJECTS	
  
8. We	
   recommend	
   that	
   the	
   Raks	
   Thai	
   Foundation	
   sponsor	
   a	
   project	
   to	
   implement	
  

and	
   assess	
   the	
   effectiveness	
   of	
   our	
   marketing	
   strategy	
   in	
   other	
   villages	
   in	
  
Thailand.	
  
Since	
  the	
  improved	
  marketing	
  strategy	
  was	
  created	
  with	
  the	
  intention	
  of	
  being	
  applied	
  
to	
  other	
  villages	
  in	
  situations	
  similar	
  to	
  the	
  women’s	
  cooperative	
  in	
  Ban	
  Pang	
  Ung	
  Mhai,	
  
the	
   team	
   recommends	
   that	
   the	
   Raks	
   Thai	
   Foundation	
   sponsor	
   a	
   future	
   project	
   to	
  
continue	
   our	
   work.	
   	
   The	
   project	
   would	
   involve	
   WPI	
   and	
   Chulalongkorn	
   students	
  
implementing	
   our	
   marketing	
   strategy	
   and	
   methods	
   we	
   used	
   in	
   other	
   villages	
   and	
  
evaluating	
  the	
  effects.	
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9. We	
   recommend	
   a	
   project	
   assessing	
   the	
   problem	
   of	
   the	
   “slash-­‐and-­‐burn”	
  
technique	
  used	
  in	
  agriculturally	
  dependent	
  communities.	
  
During	
   our	
   site	
   visits	
   to	
   Ban	
   Pang	
   Ung	
   Mhai	
   and	
   other	
   local	
   villages,	
   the	
   team	
   was	
  
informed	
   of	
   the	
   “slash-­‐and-­‐burn”	
   technique	
   employed	
   by	
   agricultural	
   communities	
   in	
  
Northern	
   Thailand.	
   	
   This	
   technique	
   involves	
   the	
   farmers	
   burning	
   leftover	
   crops	
   and	
  
plots	
  of	
  land	
  that	
  are	
  unable	
  to	
  be	
  consumed	
  or	
  utilized.	
  	
  This	
  has	
  proven	
  to	
  be	
  a	
  serious	
  
health	
  hazard	
  to	
  residents	
  in	
  these	
  areas.	
  	
  The	
  team	
  suggests	
  a	
  further	
  project	
  assessing	
  
these	
   “slash-­‐and-­‐burn”	
   techniques	
   in	
   agriculturally	
   dependent	
   villages	
   in	
   Northern	
  
Thailand,	
  and	
  to	
  investigate	
  safer	
  ways	
  of	
  clearing	
  land	
  and	
  disposing	
  of	
  excess	
  crops.	
  
	
  

Conclusion	
  
This	
   project	
   empowers	
   women	
   by	
   promoting	
   skills	
   to	
   allow	
   them	
   to	
   improve	
   their	
  
marketing	
   of	
   crafts	
   in	
   order	
   to	
   provide	
   additional	
   income	
   for	
   their	
   families,	
   thereby	
  
increasing	
  their	
  standard	
  of	
  living.	
  	
  Working	
  with	
  the	
  women	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  was	
  one	
  
step	
   in	
  achieving	
   the	
  Raks	
  Thai	
  Foundation’s	
  goal	
   to	
  create	
   “a	
  civil	
   society	
  with	
   improved	
  
quality	
   of	
   life,	
   rights	
   and	
   equality	
   where	
   people	
   determine	
   their	
   own	
   destinies	
   and	
  
development	
   is	
   sustainable.”	
   	
  Our	
  methods	
  of	
  participatory	
  action	
  when	
  working	
  with	
   the	
  
women	
  of	
   the	
  Cooperative	
  to	
   improve	
  their	
  business	
  and	
  achieve	
  greater	
  success	
  can	
  also	
  
be	
   used	
   by	
   the	
  Raks	
  Thai	
   Foundation	
   to	
   assist	
   other	
   communities	
  who	
   are	
   facing	
   similar	
  
difficulties.	
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INTRODUCTION	
  
The	
  seventy	
  percent	
  of	
   the	
  world’s	
   rural	
  population	
  depends	
  on	
  agriculture	
  as	
   their	
  main	
  
source	
  of	
  income	
  and	
  employment.	
  These	
  agricultural	
  communities	
  face	
  challenges	
  in	
  their	
  
efforts	
  to	
  maintain	
  a	
  sustainable	
  living	
  (World	
  Bank	
  Group,	
  2013).	
  For	
  example,	
  in	
  areas	
  of	
  
high	
   altitude,	
   growing	
   seasons	
   are	
   short	
   and	
  many	
   crops	
   are	
   harvested	
   only	
   once	
   a	
   year.	
  
Additionally,	
   variable	
   harvests	
   due	
   to	
   poor	
   weather	
   or	
   soil	
   conditions	
   can	
   affect	
   crop	
  
output,	
   causing	
   inconsistent	
   earnings,	
   which	
   farmers	
   view	
   as	
   a	
   threat	
   to	
   their	
   livelihood	
  
(Phelan	
   &	
   Sharpley,	
   2012).	
   On	
   the	
   other	
   hand,	
   there	
   are	
   also	
   circumstances	
   in	
   which	
  
communities	
   earn	
   substantial	
   income	
   for	
   their	
   family,	
   but	
   find	
   themselves	
   heavily	
  
dependent	
  on	
  an	
  external	
  party	
  to	
  do	
  so.	
  	
  
	
  
For	
  instance,	
  Monsato,	
  a	
  multinational	
  agricultural	
  biotechnology	
  corporation,	
  has	
  allegedly	
  
monopolized	
   many	
   agricultural	
   markets	
   around	
   the	
   world	
   (Anonymous,	
   2004).	
   The	
  
company	
   produces	
   a	
   genetically	
   modified	
   seed	
   that	
   requires	
   specific	
   farming	
   techniques	
  
and	
  chemicals	
  only	
  obtainable	
  from	
  them.	
  Some	
  communities	
  are	
  experiencing	
  debt	
  due	
  to	
  
crop	
  failures,	
  but	
  have	
  few	
  alternative	
  options	
  as	
  they	
  have	
  become	
  completely	
  dependent	
  
on	
   Monsato	
   (Amelia,	
   2006).	
   Similarly,	
   after	
   the	
   banishment	
   of	
   opium,	
   communities	
   in	
  
Northern	
  Thailand	
  were	
  left	
  without	
  a	
  cash	
  crop,	
  until	
  large	
  companies	
  provided	
  them	
  with	
  
the	
  means	
  to	
  farm	
  and	
  sell	
  new	
  items.	
  Since	
  these	
  companies	
  controlled	
  all	
  components	
  of	
  
the	
  agriculture	
  business,	
   from	
  seeds	
   to	
  sales,	
   the	
   farmers	
  were	
   forced	
  to	
  rely	
  on	
  them.1	
  In	
  
response,	
   communities	
   have	
   begun	
   to	
   seek	
   alternative	
   income	
   through	
   a	
   variety	
   of	
  
sustainable,	
  self-­‐reliant	
  methods.	
  
	
  
In	
   addition	
   to	
   selling	
   crops,	
   some	
   communities	
   have	
   begun	
   taking	
   advantage	
   of	
   the	
  
increasing	
  amounts	
  of	
  tourism	
  by	
  selling	
  items	
  in	
  their	
  villages	
  and	
  in	
  shops	
  frequented	
  by	
  
tourists.	
  This	
  approach	
  to	
  earning	
  additional	
  income	
  is	
  often	
  hindered	
  by	
  various	
  problems,	
  
such	
  as	
  a	
  lack	
  of	
  marketing	
  knowledge	
  and	
  resources.	
  Furthermore,	
  issues	
  regarding	
  gender	
  
roles	
   may	
   arise,	
   especially	
   since	
   the	
   women	
   are	
   the	
   ones	
   to	
   craft	
   and	
   sell	
   items	
   to	
  
supplement	
  their	
  family’s	
  income	
  (Long,	
  2008).	
  In	
  many	
  of	
  these	
  communities,	
  women	
  are	
  
thought	
  to	
  have	
  a	
  secondary	
  status	
  to	
  men	
  and	
  to	
  also	
  have	
  specific	
  roles	
  or	
  duties	
  (Brandth	
  
&	
  Haugen,	
  2010).	
  Due	
  to	
  this	
  view,	
  disruption	
  of	
  the	
  community’s	
  social	
  fabric	
  can	
  occur	
  if	
  
success	
  of	
  their	
  business	
  leads	
  to	
  greater	
  production	
  demand	
  and	
  causes	
  the	
  women’s	
  focus	
  
to	
   stray	
   from	
   their	
   norm	
   (Millett,	
   2002).	
   For	
   instance,	
   women	
   of	
   hill	
   tribe	
   groups	
   in	
  
Northern	
   Thailand	
   such	
   as	
   the	
   Akha,	
   Lahu,	
   Karen,	
   and	
   Hmong,	
   specialize	
   in	
   different	
  
products	
  and	
  techniques,	
  and	
  are	
  using	
  their	
  unique	
  skills	
  to	
  produce	
  and	
  sell	
  handicrafts.	
  	
  
If	
   these	
  women	
   choose	
   to	
   forego	
   farming	
   responsibilities	
   and	
   focus	
   on	
   their	
   crafts,	
   other	
  
members	
   of	
   the	
   community	
   may	
   be	
   required	
   to	
   take	
   on	
   extra	
   work.	
   Second,	
   without	
  
understanding	
  the	
  skills	
  needed	
  to	
  be	
  successful	
  in	
  competitive	
  craft	
  markets,	
  these	
  groups	
  
may	
  have	
  trouble	
  selling	
  enough	
  products	
  to	
  earn	
  a	
  substantial	
  living.	
  Hill	
  tribe	
  villages	
  may	
  
even	
  be	
  faced	
  with	
  additional	
  problems	
  because	
  of	
  their	
  remote	
  location,	
  which	
  may	
  force	
  
them	
  to	
  travel	
  several	
  hours	
  to	
  major	
  cities	
  to	
  obtain	
  materials	
  or	
  distribute	
  products.	
  Their	
  
location	
   also	
   hinders	
   their	
   ability	
   to	
   observe	
   other	
   markets	
   and	
   gain	
   knowledge	
   about	
  
successes	
  and	
  failures	
  of	
  marketing	
  strategies	
  being	
  implemented	
  elsewhere.	
  	
  	
  	
  	
  
	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
1	
  See	
  Appendix	
  A	
  for	
  full	
  transcript	
  of	
  information	
  gained	
  by	
  Khun	
  Visit,	
  a	
  local	
  resident	
  of	
  Mae	
  
Chaem	
  District	
  in	
  Chiang	
  Mai	
  Province.	
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In	
  response	
  to	
  these	
  communities’	
  struggles,	
  many	
  organizations	
  have	
  offered	
  guidance	
   in	
  
order	
  to	
  assist	
  them	
  in	
  developing	
  their	
  businesses	
  to	
  earn	
  higher	
  profits	
  for	
  their	
  families	
  
and	
   increase	
   their	
   quality	
   of	
   life.	
   For	
   instance,	
   the	
   mission	
   of	
   the	
   World	
   Fair	
   Trade	
  
Organization	
  is	
  “to	
  enable	
  producers	
  to	
  improve	
  their	
  livelihoods	
  and	
  communities	
  through	
  
Fair	
   Trade”	
   ("WFTO,"	
   2013).	
   	
   Fair	
   Trade	
   is	
   “a	
  trading	
   partnership…it	
   contributes	
   to	
  
sustainable	
  development	
  by	
  offering	
  better	
  trading	
  conditions	
  to,	
  and	
  securing	
  the	
  rights	
  of,	
  
marginalized	
   producers	
   and	
   workers,”	
   especially	
   artisans	
   and	
   farmers	
   in	
   developing	
  
companies	
   (ibid.).	
  There	
   are	
   also	
  numerous	
  organizations	
   that	
   follow	
   the	
  10	
  Principles	
   of	
  
Fair	
  Trade2	
  in	
  their	
  businesses	
  in	
  order	
  to	
  aid	
  groups	
  in	
  selling	
  their	
  products.	
  	
  For	
  example,	
  
Lofty	
  Bamboo3	
  and	
  Thai	
   Tribal	
   Crafts4	
  are	
   two	
   shops	
   in	
   Thailand	
   that	
  work	
  with	
   the	
   Fair	
  
Trade	
  Organization	
  “to	
  provide	
  opportunities	
   for	
   improving	
  the	
  quality	
  of	
   life	
  of	
   the	
  tribal	
  
people	
  in	
  Northern	
  Thailand”	
  ("Thai	
  Tribal	
  Crafts	
  Fair	
  Trade	
  Co.,Ltd.,"	
  2013).	
  	
  Similarly,	
  the	
  
Raks	
   Thai	
   Foundation	
   works	
   directly	
   with	
   the	
   artisans	
   by	
   promoting	
   skill	
   building,	
   the	
  
empowerment	
   of	
   women,	
   and	
   business	
   sustainability.	
   	
   Their	
   goal	
   is	
   to	
   “strengthen	
   the	
  
capacity	
   of	
   poor	
   and	
   disadvantaged	
   communities	
   to	
   analyze	
   root	
   causes	
   of	
   problems,	
  
determine	
  suitable	
  solutions,	
  and	
  participate	
  in	
  development	
  activities"	
  (Foundation,	
  2006).	
  	
  
	
  
As	
  mentioned,	
  the	
  Raks	
  Thai	
  Foundation	
  and	
  similar	
  organizations	
  help	
  communities	
  foster	
  
skills	
  that	
  will	
  allow	
  them	
  to	
  develop	
  solutions	
  to	
  their	
  problems	
  and	
  to	
  thrive	
  on	
  their	
  own	
  
in	
   the	
   future.	
   To	
   best	
   assist	
   a	
   community	
   in	
   obtaining	
   supplemental	
   income	
   through	
   the	
  
development	
   of	
   their	
   business,	
   the	
   various	
   aspects	
   of	
   a	
   marketing	
   strategy	
   should	
   be	
  
understood.	
   	
   Markets	
   can	
   be	
   very	
   competitive,	
   and	
   many	
   groups	
   in	
   Thailand	
   selling	
  
traditional	
   merchandise	
   are	
   struggling	
   to	
   reach	
   desired	
   sales	
   due	
   to	
   both	
   internal	
   and	
  
external	
   influences	
  (Kean,	
  Niemeyer,	
  &	
  Miller).	
   Internally,	
   they	
  may	
  lack	
  the	
  knowledge	
  of	
  
marketing	
  strategies	
  necessary	
  to	
  maximize	
  profits;	
  meanwhile	
  externally,	
  mass-­‐produced	
  
products	
  may	
  be	
  cheaper	
  and	
  more	
  alluring	
  to	
  consumers	
  (ibid.).	
  Additionally,	
   the	
  desires	
  
of	
  consumers	
  in	
  different	
  venues	
  vary,	
  which	
  is	
  important	
  to	
  note	
  in	
  order	
  to	
  sell	
  products.	
  
For	
  example,	
  many	
  Thai	
  locals	
  care	
  less	
  about	
  cultural	
  significance	
  and	
  more	
  about	
  cheaper	
  
prices,	
   while	
   tourists	
   may	
   be	
   more	
   interested	
   in	
   the	
   quality,	
   cultural	
   relevance,	
   and	
  
emotional	
  connection	
  of	
  a	
  product.	
  	
  
	
  
The	
  Raks	
  Thai	
  Foundation	
  has	
  many	
  branches	
   throughout	
  Thailand,	
  offering	
  assistance	
   to	
  
groups	
   in	
   all	
   parts	
   of	
   the	
   country.	
   	
   In	
   Northern	
   Thailand,	
   the	
   Raks	
   Thai	
   Foundation	
   is	
  
assisting	
  the	
  Hmong	
  community	
  in	
  Ban	
  Pang	
  Ung	
  Mhai.5	
  	
  In	
  this	
  rural	
  village,	
  members	
  are	
  
striving	
  to	
  increase	
  their	
  income	
  in	
  order	
  to	
  provide	
  additional	
  economic	
  support	
  for	
  their	
  
families	
  by	
  selling	
  their	
  handicrafts.	
  	
  Working	
  with	
  the	
  Raks	
  Thai	
  Foundation,	
  the	
  goal	
  of	
  our	
  
project	
  was	
  to	
  empower	
  the	
  women’s	
  cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  by	
  promoting	
  skills	
  
for	
   improving	
  a	
  marketing	
   strategy	
   in	
  order	
   to	
   establish	
  a	
  more	
  profitable	
   craft	
  business.	
  
Information	
   about	
   the	
   village	
   and	
   the	
   Cooperative,	
   as	
   well	
   as	
   other	
   markets	
   and	
  
organizations,	
   was	
   needed	
   to	
   develop	
   suggestions	
   for	
   the	
   women.	
   	
   To	
   do	
   this,	
   the	
   team	
  
investigated	
   the	
  current	
  social	
   status	
  among	
   the	
  villagers,	
  as	
  well	
  as	
   the	
  overall	
  goals	
  and	
  
limitations	
   of	
   the	
   women	
   themselves.	
   When	
   gathering	
   information,	
   participatory	
   action	
  
research	
   was	
   incorporated	
   by	
   working	
   with	
   the	
   Hmong	
   women	
   to	
   include	
   them	
   in	
   the	
  
process,	
  which	
  supported	
  the	
  Raks	
  Thai	
  Foundation’s	
  goals	
  of	
  empowerment	
  and	
  capacity	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
2	
  See	
  Appendix	
  D	
  for	
  full	
  description	
  of	
  10	
  Principles	
  of	
  Fair	
  Trade.	
  
3	
  See	
  Appendix	
  E	
  for	
  more	
  information	
  about	
  Lofty	
  Bamboo.	
  
4	
  See	
  Appendix	
  F	
  for	
  more	
  information	
  about	
  Thai	
  Tribal	
  Crafts.	
  	
  
5	
  Ban	
  is	
  the	
  word	
  for	
  village	
  in	
  Thai,	
  the	
  two	
  words	
  will	
  be	
  used	
  interchangeably	
  throughout	
  the	
  
paper.	
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building.	
   After	
   collecting	
   information	
   in	
   the	
   village,	
   further	
   analysis	
   included	
   observing	
  
markets	
   in	
  Thailand,	
   specifically	
   those	
  around	
  Chiang	
  Mai	
  and	
  Bangkok.	
  This	
  was	
  done	
   in	
  
order	
   to	
   understand	
   merchants’	
   approaches	
   in	
   selling	
   items	
   in	
   these	
   venues	
   and	
   to	
  
determine	
   the	
   feasibility	
  of	
   integrating	
   their	
  marketing	
   techniques	
   into	
   the	
  Ban	
  Pang	
  Ung	
  
Mhai	
  shop.	
  Consumer	
  insight	
  on	
  product	
  preferences	
  was	
  also	
  gained	
  by	
  interviewing	
  both	
  
tourists	
  and	
  Thai	
  locals	
  in	
  markets	
  and	
  shops	
  in	
  Chiang	
  Mai	
  and	
  Bangkok.	
  	
  
	
  
Based	
  on	
  our	
  findings,	
  we	
  were	
  able	
  to	
  share	
  useful	
  information	
  gained	
  about	
  the	
  steps	
  of	
  a	
  
marketing	
   strategy	
  with	
   the	
  Cooperative	
  and	
   the	
  Raks	
  Thai	
  Foundation.	
   	
  We	
  also	
  worked	
  
with	
   the	
  women	
   on	
   the	
   advertising	
   aspects	
   of	
   their	
   business	
   by	
   helping	
   them	
   to	
   develop	
  
promotional	
  tools	
  for	
  their	
  products,	
  including	
  information	
  cards	
  and	
  tags,	
  a	
  photo	
  book	
  of	
  
their	
   village	
   and	
   Cooperative,	
   and	
   a	
   product	
   portfolio.	
   	
   An	
   informational	
   booklet	
   was	
  
provided	
  to	
  the	
  Raks	
  Thai	
  Foundation	
  and	
  the	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai,	
  outlining	
  
methods	
  and	
  findings	
  related	
  to	
  developing	
  a	
  marketing	
  strategy	
  for	
  a	
  successful	
  business.	
  
Through	
   our	
   work,	
   the	
   women	
   became	
   empowered	
   by	
   gaining	
   the	
   knowledge	
   and	
   skills	
  
necessary	
   to	
   continue	
   to	
   adjust	
   and	
   improve	
   their	
   business	
   on	
   their	
   own	
   in	
   the	
   future.	
  
Finally,	
   we	
   provided	
   the	
   Cooperative	
   and	
   the	
   Foundation	
   with	
   a	
   means	
   to	
   evaluate	
   our	
  
methods	
  so	
  that	
  they	
  may	
  improve	
  them	
  and	
  utilize	
  them	
  to	
  assist	
  similar	
  communities	
  in	
  
Thailand	
  that	
  are	
  also	
  seeking	
  independence	
  and	
  additional	
  economic	
  support.	
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BACKGROUND	
  
This	
   chapter	
   presents	
   information	
   about	
   the	
   context	
   of	
   our	
   project.	
   	
   It	
   begins	
   with	
   an	
  
overview	
  of	
  the	
  various	
  problems	
  facing	
  agriculturally	
  dependent	
  communities,	
  followed	
  by	
  
an	
  explanation	
  of	
  specific	
  issues	
  facing	
  the	
  rural	
  Hmong	
  village	
  of	
  Pang	
  Ung	
  Mhai.	
  	
  It	
  further	
  
explains	
   a	
   women’s	
   craft	
   cooperative’s	
   attempts	
   to	
   overcome	
   these	
   problems	
   by	
   selling	
  
their	
   products	
   in	
   their	
   village.	
   	
   Our	
   sponsor,	
   the	
   Raks	
   Thai	
   Foundation,	
   encouraged	
   the	
  
empowerment	
   of	
   these	
   women	
   through	
   business	
   success	
   and	
   skill	
   building,	
   specifically	
  
through	
   improving	
   their	
   current	
   marketing	
   strategy.	
   The	
   chapter	
   concludes	
   with	
   an	
  
exploration	
   of	
   the	
   steps	
   to	
   developing	
   a	
   marketing	
   strategy	
   as	
   well	
   as	
   two	
   methods	
   for	
  
analyzing	
  and	
  improving	
  marketing	
  strategies	
  implemented	
  in	
  our	
  project.	
  	
  	
  

2.1.	
   Agriculturally	
   Dependent	
   Communities,	
   the	
   Problems	
   they	
   Face,	
   and	
   the	
  
Impacts	
  of	
  Tourism	
  as	
  a	
  Solution	
  	
  
Communities	
   that	
   rely	
   on	
   farming	
   as	
   their	
   main	
   source	
   of	
   income	
   encounter	
   numerous	
  
difficulties	
   that	
   can	
   largely	
   affect	
   the	
   livelihood	
   of	
   the	
   entire	
   community.	
   	
   Many	
   of	
   these	
  
problems	
   are	
   caused	
   by	
   uncontrollable	
   external	
   factors,	
   such	
   as	
   the	
   environment	
   and	
  
government	
   regulations.	
   Bad	
   weather	
   conditions,	
   loss	
   of	
   an	
   essential	
   cash	
   crop,	
   and	
  
monopolized	
   markets	
   are	
   all	
   additional	
   examples	
   that	
   have	
   large	
   social	
   and	
   economic	
  
impacts	
   on	
   these	
   agriculturally	
   dependent	
   communities.	
   As	
   a	
   result,	
   many	
   communities	
  
search	
   for	
   solutions	
   by	
   seeking	
   alternative	
   sources	
   of	
   income.	
   The	
   following	
   sections	
  
explain	
   the	
  various	
  hardships	
   facing	
  agriculturally	
  dependent	
   communities.	
   	
   In	
  particular,	
  
the	
  issues	
  and	
  causes	
  of	
  inconsistent	
  earnings	
  will	
  be	
  addressed,	
  as	
  well	
  as	
  the	
  attempts	
  to	
  
overcome	
  these	
  problems	
  by	
  taking	
  advantage	
  of	
  tourism.	
  Finally,	
  the	
  positive	
  and	
  negative	
  
effects	
  of	
  financially	
  benefitting	
  from	
  tourism	
  are	
  discussed.	
  	
  	
  	
  

2.1.1.	
  Inconsistent	
  Earnings	
  Due	
  to	
  Crop	
  Conditions	
  
The	
   most	
   prominent	
   external	
   factor	
   that	
   can	
   negatively	
   affect	
   a	
   farmer’s	
   income	
   is	
   the	
  
environment.	
   	
  As	
  uncontrollable	
  weather	
  and	
  soil	
  conditions	
  vary	
  year	
   to	
  year,	
  so	
  can	
  the	
  
harvest	
   and	
   farmers’	
   earnings.	
   In	
   terms	
   of	
   soil	
   treatment,	
   economic	
   and	
   geographic	
  
constraints	
   force	
   some	
   communities	
   to	
   overuse	
   soil	
   by	
   continually	
   planting	
   crops	
   in	
   the	
  
same	
   location	
   season	
   after	
   season,	
   resulting	
   in	
   nutrient-­‐poor	
   soil	
   insufficient	
   for	
   farming.	
  
Additionally,	
  some	
  communities	
  have	
  resorted	
  to	
  “slash-­‐and-­‐burn”	
  methods,	
  which	
  severely	
  
deplete	
   the	
   soil	
   of	
   nutrients,	
   leaving	
   it	
   essentially	
   useless	
   for	
   crops.	
   	
   Even	
   in	
   the	
   best	
   of	
  
conditions,	
  farming’s	
  seasonal	
  trade	
  causes	
  earnings	
  to	
  vary	
  depending	
  on	
  the	
  time	
  of	
  year.	
  	
  
For	
   instance,	
   in	
   regions	
   of	
   high	
   altitudes	
   in	
   Thailand	
   where	
   many	
   of	
   agricultural	
  
communities	
   reside,	
   the	
   short	
   growing	
   seasons	
   only	
   allow	
   for	
   one	
   annual	
   harvest.	
   This	
  
unreliable	
   source	
   of	
   income	
   places	
   a	
   burden	
   on	
   these	
   agricultural	
   communities	
   since	
  
devastating	
  effects	
  last	
  until	
  the	
  next	
  harvesting	
  season.	
  	
  	
  	
  

2.1.1.1.	
  Communities	
  in	
  Thailand	
  Stripped	
  of	
  Essential	
  Cash	
  Crop	
  
Opium	
   farming	
   provided	
   significant	
   income	
   for	
  many	
   communities	
   in	
   Northern	
   Thailand	
  
until	
  the	
  government	
  banned	
  the	
  crop	
  in	
  1959	
  (Costa,	
  2006).	
  	
  The	
  loss	
  of	
  opium	
  as	
  a	
  source	
  
of	
  income	
  resulted	
  in	
  harsh	
  periods	
  of	
  financial	
  struggle	
  for	
  many	
  rural	
  communities	
  in	
  the	
  
north	
  (Crooker,	
  1988).	
  	
  The	
  farmers	
  were	
  suddenly	
  forced	
  to	
  start	
  over	
  completely	
  and	
  find	
  
a	
  new	
  cash	
  crop	
  that	
  would	
  grow	
  as	
  efficiently	
  as	
  opium	
  in	
  order	
  to	
  support	
  their	
  families.	
  	
  
Khun	
   Visit,	
   a	
   local	
   of	
   Mae	
   Chaem,	
   explained	
   that	
   in	
   light	
   of	
   these	
   difficulties	
   facing	
   the	
  
farmers,	
  produce	
  companies	
   in	
  the	
  Mae	
  Chaem	
  Province	
  sought	
  to	
  assist	
   the	
  communities	
  
by	
  providing	
  them	
  with	
  all	
  of	
  the	
  materials	
  necessary	
  to	
  grow	
  and	
  harvest	
  new	
  crops	
  such	
  
as	
   corn,	
   cabbage,	
   and	
   potatoes.	
   	
   The	
   companies	
   then	
   bought	
   back	
   the	
   crops	
   from	
   the	
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farmers	
  and	
  sold	
  in	
  grocery	
  stores	
  and	
  markets.	
  	
  The	
  new	
  source	
  of	
  income	
  relieved	
  some	
  of	
  
the	
   financial	
   burdens	
   of	
   the	
   community,	
   but	
   in	
   some	
   cases,	
   it	
   was	
   still	
   not	
   enough	
   for	
  
sustainable	
  living.	
  Since	
  the	
  communities	
  were	
  highly	
  dependent	
  on	
  the	
  produce	
  companies	
  
in	
  all	
  aspects	
  of	
  growing	
  and	
  selling,	
  the	
  companies	
  were	
  able	
  to	
  buy	
  the	
  crops	
  back	
  at	
  very	
  
low	
  rates.	
  

2.1.2.	
  Additional	
  Economic	
  and	
  Social	
  Burdens	
  	
  
A	
  lack	
  of	
  independence	
  and	
  sufficient	
  income	
  can	
  lead	
  to	
  other	
  burdens	
  for	
  the	
  community,	
  
particularly	
   poor	
   education.	
   The	
   United	
   Nations	
   Educational,	
   Scientific	
   and	
   Cultural	
  
Organization	
   (UNESCO)	
   has	
   found	
   correlations	
   between	
   economic	
   status,	
   education,	
   and	
  
health.	
   	
   In	
   both	
   developed	
   and	
   underdeveloped	
   communities,	
   families	
   with	
   insufficient	
  
income	
   often	
   have	
   less	
   educational	
   background	
   than	
   those	
   with	
   more	
   money	
   ("UNESCO	
  
Institute	
   for	
   Statistics:Data	
   to	
   Make	
   a	
   Difference,"	
   2013).	
   	
   In	
   agricultural	
   communities	
  
where	
  families	
  rely	
  on	
  farming	
  for	
  all	
  of	
  their	
  needs,	
  children	
  may	
  be	
  kept	
  home	
  from	
  school	
  
to	
   help	
   with	
   these	
   responsibilities	
   or	
   because	
   low	
   earnings	
   make	
   them	
   unable	
   to	
   afford	
  
sending	
   their	
   children	
   to	
   school	
   (Creates,	
   2010).	
   	
   It	
   is	
   suggested	
   that	
   in	
   communities	
   in	
  
which	
  older	
  generations	
  have	
  not	
  attended	
  school,	
  these	
  societal	
  and	
  economic	
  factors	
  often	
  
continue	
  to	
  hinder	
  the	
  education	
  of	
  younger	
  generations	
  (Baker,	
  2013).	
  	
  Even	
  if	
  community	
  
members	
  are	
  able	
  to	
  obtain	
  the	
  basic	
  necessities	
  of	
  food	
  and	
  shelter,	
  they	
  become	
  stuck	
  in	
  a	
  
cycle	
   of	
   low	
   income	
  and	
  poor	
   education,	
  which	
   can	
  be	
   linked	
   to	
   agricultural	
   dependence,	
  
and	
  prevents	
  them	
  from	
  moving	
  forward	
  and	
  increasing	
  their	
  quality	
  of	
  life.	
  	
  	
  As	
  an	
  attempt	
  
to	
   break	
   the	
   cycle,	
  many	
   groups	
   began	
   adopting	
   new	
  ways	
   of	
   earning	
  money	
   other	
   than	
  
agriculture.	
  	
  

2.1.3.	
  Handicraft	
  Production	
  to	
  Provide	
  Supplemental	
  Income	
  
Some	
   communities	
   have	
   been	
   converting	
   their	
   leisure	
   hobbies	
   into	
   sources	
   of	
   profit	
   by	
  
taking	
  advantage	
  of	
   tourism	
  ("Visitors	
  are	
  good	
   for	
  you,"	
  1989).	
   	
   In	
  general,	
  women	
  often	
  
take	
   on	
   the	
   role	
   of	
   producing	
  handicraft	
   items	
   as	
   a	
  way	
   to	
  provide	
   additional	
   income	
   for	
  
their	
  families.	
   	
  For	
  example,	
  “Padong	
  women	
  are	
  able	
  to	
  supplement	
  the	
  family	
  income	
  by	
  
weaving	
  and	
  making	
  crafts”	
  and	
  “the	
  people	
  who	
  come	
  to	
  visit	
  the	
  Padong	
  villages	
  provide	
  a	
  
much	
   needed	
   source	
   of	
   income”	
   (Kaeru,	
   2005).	
   Despite	
   additional	
   income,	
   there	
   are	
  
concerns	
   that	
   this	
   change	
   in	
   role	
   could	
   potentially	
   disrupt	
   the	
   social	
   fabric	
   of	
   the	
  
community.	
   	
  In	
  many	
  developing	
  communities,	
  the	
  roles	
  and	
  duties	
  of	
  family	
  members	
  are	
  
clearly	
   divided.	
   	
   Males	
   serve	
   as	
   the	
   leaders	
   and	
   decision-­‐makers	
   of	
   the	
   family,	
   while	
   the	
  
women	
  are	
   responsible	
   for	
   raising	
   children,	
  preparing	
  meals,	
   and	
  performing	
  agricultural	
  
labor.	
   	
  According	
  to	
  the	
  Food	
  and	
  Agriculture	
  Organization	
  of	
  the	
  United	
  Nations,	
  “Women	
  
comprise,	
   on	
   average,	
   forty-­‐three	
   percent	
   of	
   the	
   agricultural	
   labor	
   force	
   in	
   developing	
  
countries”("Women	
   in	
   Agriculture:	
   Closing	
   the	
   gender	
   gap	
   for	
   development,"	
   2010).	
  
Unfortunately,	
   there	
   is	
   a	
   significant	
   “gender	
   gap”	
   found	
   between	
   men	
   and	
   women	
   in	
  
agriculture,	
   limiting	
   the	
   women’s	
   resources	
   and	
   hindering	
   their	
   productivity	
   (ibid.).	
  	
  
Although	
  women	
  are	
  seen	
  as	
  having	
  a	
  secondary	
  status	
  to	
  men	
  despite	
  their	
  importance	
  to	
  
the	
   family’s	
   livelihood,	
   their	
   role	
   has	
   begun	
   to	
   change	
   to	
   one	
   of	
   greater	
   importance	
   and	
  
power	
  because	
  of	
  their	
  craft	
  production	
  (Brandth	
  &	
  Haugen).	
   	
  As	
  women	
  take	
  on	
  a	
  higher	
  
position	
  in	
  the	
  household,	
  it	
  is	
  possible	
  that	
  their	
  focus	
  may	
  shift	
  from	
  their	
  original	
  duties	
  
towards	
  the	
  production	
  of	
  handicrafts,	
  resulting	
  in	
  changes	
  in	
  responsibilities.	
  	
  For	
  example,	
  
one	
   case	
   study	
   suggests	
   that	
   when	
   a	
   “farm	
   changes	
   from	
   production	
   to	
   tourism-­‐based	
  
business,	
  the	
  women’s	
  role	
  changes	
  and	
  she	
  is	
  seen	
  as	
  a	
  partner”	
  (ibid.).	
  	
  As	
  women	
  bring	
  in	
  
more	
   income	
   for	
   the	
   family,	
   their	
   “enhanced	
   earning	
   capacity	
   very	
  often	
  means	
   that	
   they	
  
will	
   end	
   up	
   making	
   a	
   more	
   significant	
   contribution	
   to	
   the	
   household”(Miller	
   &	
   Razavi,	
  
1995).	
  Therefore,	
  producing	
  and	
  selling	
  handicrafts	
  not	
  only	
  provides	
  more	
  money	
  for	
  the	
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family,	
  but	
  it	
  also	
  gives	
  the	
  women	
  a	
  feeling	
  of	
  pride	
  and	
  empowerment.	
  The	
  acceptance	
  or	
  
rejection	
  of	
  these	
  changes	
  will	
  depend	
  on	
  the	
  community.	
  	
  	
  

2.1.4.	
  Tourism	
  as	
  a	
  Means	
  of	
  Economic	
  Stability	
  	
  
The	
  success	
  of	
  a	
  handicraft	
  business	
  in	
  many	
  developing	
  countries	
  is	
  dependent	
  on	
  tourism.	
  	
  
The	
  main	
   benefit	
   that	
   tourism	
   provides	
   to	
   communities	
   is	
   “the	
   revenue	
   that	
   the	
   tourism	
  
industry	
   can	
   generate”	
   (Rönning	
  &	
   Ericson,	
   2008).	
   	
   According	
   to	
   the	
   latest	
   United	
  World	
  
Tourism	
   Organization	
   (UNWTO)	
   Barometer,	
   international	
   tourism	
   grew	
   by	
   4%	
   in	
   2012	
  
("Tourism	
  Trends	
  and	
  Marketing	
  Strategies	
  UNWTO,"	
  2013),	
  which	
  has	
  been	
  beneficial	
   to	
  
low-­‐income	
   communities	
   since	
   tourism	
   “can	
   directly	
   benefit	
   the	
   poorer	
   groups	
   through	
  
employment	
   of	
   local	
   people	
   in	
   tourism	
   enterprises,	
   goods	
   and	
   services	
   provided	
   to	
  
tourists…having	
  positive	
  impacts	
  on	
  reducing	
  poverty	
  levels”	
  (ibid.).	
   	
  For	
  example,	
  a	
  study	
  
on	
   relieving	
  poverty	
   in	
   South	
  Africa	
   exemplifies	
   the	
  positive	
   effect	
   tourism	
  can	
  have	
  on	
  a	
  
developing	
  community’s	
  economic	
  state	
  (Binns	
  &	
  Nel,	
  2002).	
   	
  Promoting	
  tourism	
  in	
  South	
  
Africa	
  has	
  increased	
  the	
  amount	
  of	
  people	
  traveling	
  to	
  this	
  poverty-­‐stricken	
  region,	
  helping	
  
to	
  create	
  jobs	
  and	
  providing	
  substantial	
   income	
  for	
  the	
  communities	
  (ibid.).	
   	
  When	
  people	
  
obtain	
  more	
  money,	
   they	
   begin	
   to	
   spend	
  money	
   and	
   spread	
   the	
   economic	
   benefit;	
   so	
   the	
  
profits	
   from	
   these	
   sales	
   not	
   only	
   benefit	
   the	
   sellers’	
   families	
   directly,	
   but	
   also	
   assist	
   the	
  
community	
   as	
   a	
  whole	
   to	
   grow	
   economically	
   (Long,	
   2008).	
   	
   Unfortunately,	
   there	
   are	
   also	
  
negative	
  aspects	
  of	
  tourism	
  that	
  may	
  affect	
  and	
  outweigh	
  its	
  benefits	
  in	
  terms	
  of	
  economic	
  
stability.	
  	
  

2.1.4.1.	
  Negative	
  Impacts	
  of	
  Tourism	
  
While	
   many	
   communities	
   in	
   popular	
   attractions	
   have	
   benefitted	
   economically	
   from	
  
increasing	
   tourism,	
   many	
   also	
   experience	
   negative	
   effects	
   as	
   a	
   result.	
   	
   The	
   UNWTO	
  
highlights	
  the	
  main	
  drawbacks	
  of	
  using	
  tourism	
  as	
  a	
  basis	
  for	
  alleviating	
  poverty,	
  including:	
  
unpredictable	
  and	
   fluctuating	
  demand,	
   the	
  seasonal	
  nature	
  of	
  demand,	
   the	
   impact	
  on	
   life-­‐
supporting	
  resources,	
  and	
  weak	
  linkages	
  to	
  the	
  poor.	
  	
  There	
  are	
  also	
  many	
  factors	
  that	
  may	
  
deter	
   people	
   from	
   traveling	
   to	
   various	
   areas,	
   such	
   as	
   social	
   unrest.	
   	
   Additionally,	
   since	
  
tourism	
  demand	
   is	
   seasonal,	
   some	
  countries	
   are	
   frequented	
  by	
   tourists	
  only	
   two	
   to	
   three	
  
months	
  of	
  the	
  year.	
   	
  As	
  a	
  result,	
  tourism	
  does	
  not	
  provide	
  a	
  definitive	
  solution	
  to	
  a	
  lack	
  of	
  
income,	
  despite	
   its	
   role	
   in	
   increasing	
   the	
  consumer	
  population.	
   	
   In	
  some	
  cases,	
   increasing	
  
tourism	
  may	
  actually	
  cause	
  damage	
  to	
  the	
  tourist	
  attraction	
  itself.	
  	
  A	
  study	
  on	
  the	
  positives	
  
and	
  negatives	
  of	
  international	
  tourism	
  refers	
  to	
  the	
  temples	
  of	
  Angkor	
  in	
  Cambodia,	
  whose	
  
degeneration	
  and	
  decay	
  has	
  been	
  expedited	
  by	
  the	
  behavior	
  of	
  tourists	
  (Rönning	
  &	
  Ericson,	
  
2008).	
   	
   According	
   to	
   the	
   study,	
   other	
   negative	
   social	
   consequences	
   can	
   include	
   “a	
   faded	
  
culture,	
   environmental	
   pollution,	
   littering,	
   exploitation	
   of	
   the	
   country	
   and	
   its	
   people,	
   and	
  
abuse	
   and	
   jealousy”	
   (ibid.).	
   	
  Many	
   communities	
   have	
   been	
   trying	
   to	
   enjoy	
   the	
   benefits	
   of	
  
tourism,	
  while	
  minimizing	
  such	
  negatives.	
  	
  	
  	
  

2.2.	
  Ban	
  Pang	
  Ung	
  Mhai	
  
The	
   issues	
   facing	
   agriculturally	
   dependent	
   communities	
   relating	
   to	
   dependence	
   on	
  
agriculture,	
   lack	
  of	
  widely	
  available	
  education,	
  and	
   the	
  desire	
   for	
   supplemental	
   income	
   to	
  
increase	
  standard	
  of	
   living,	
  are	
  exemplified	
   in	
   the	
  village	
  of	
  Pang	
  Ung	
  Mhai,	
   located	
   in	
  the	
  
Mae	
   Chaem	
   District	
   of	
   Chiang	
  Mai	
   Province	
   in	
   Northern	
   Thailand,	
   as	
   shown	
   in	
   Figure	
   1.	
  	
  	
  
The	
  community	
  consists	
  of	
  40-­‐50	
  Hmong	
  families	
  growing	
  a	
  variety	
  of	
  crops	
  to	
  be	
  sold	
  to	
  
markets	
  as	
  their	
  main	
  source	
  of	
  income.	
  	
  Five	
  hours	
  from	
  downtown	
  Chiang	
  Mai,	
  Ban	
  Pang	
  
Ung	
   Mhai	
   is	
   a	
   popular	
   stopping	
   point	
   for	
   backpackers	
   traveling	
   around	
   Doi	
   Inthanon	
  
Mountain	
   en	
   route	
   to	
   Bua	
   Tong	
   Garden,	
   a	
   famous	
   sightseeing	
   location.	
   	
   Similar	
   to	
   other	
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communities,	
   the	
   village	
   has	
   been	
   attempting	
   to	
   benefit	
   from	
   tourism	
   by	
   forming	
   a	
   craft	
  
cooperative.	
  	
  	
  	
  
	
  

	
  
Figure	
  1:	
  Map	
  of	
  the	
  Doi	
  Inthanon	
  Loop	
  

2.	
  2.1.	
  The	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  	
  
In	
  2003,	
  the	
  women	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  decided	
  to	
  turn	
  their	
  hobby	
  of	
  embroidery	
  into	
  a	
  
business.	
   	
   As	
   discussed	
   in	
   Section	
   2.1.3,	
   women	
   in	
   many	
   developing	
   and	
   agricultural	
  
communities	
   are	
   considered	
   to	
   have	
   a	
   lower	
   status	
   than	
  men.	
   	
   Seventeen	
  women	
   in	
   the	
  
village	
  decided	
  to	
  use	
  their	
  embroidery	
  skills	
  to	
  contribute	
  more	
  to	
  family	
  earnings	
  and	
  play	
  
a	
   greater	
   role	
   in	
   the	
   household.	
   	
   They	
   hoped	
   that	
   a	
   successful	
   business	
   would	
   not	
   only	
  
supplement	
  their	
   income	
  from	
  farming,	
  but	
  also	
  give	
  them	
  a	
  sense	
  of	
  empowerment.	
   	
  The	
  
women	
  began	
  selling	
  their	
  products	
  to	
  tourists	
  passing	
  through	
  Ban	
  Pang	
  Ung	
  Mhai.	
  	
  	
  
	
  
The	
   main	
   items	
   they	
   produce	
   are	
   key	
   chains	
   and	
   small	
   bags,	
   each	
   encompassing	
   the	
  
traditional	
   Hmong	
   designs	
   and	
   pattern	
   as	
   shown	
   in	
   Figures	
   2	
   and	
   3.	
   In	
   addition	
   to	
  
traditional	
  embroidery,	
  the	
  women	
  specialize	
  in	
  batik6,	
  which	
  can	
  be	
  seen	
  in	
  Figure	
  4.	
  	
  	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
   	
  
Figure	
  2:	
  Key	
  Chain	
  with	
  Traditional	
  Flower	
  Design	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Figure	
  3:	
  Wristlet	
  with	
  Elephant	
  Pattern	
  	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
6	
  Batik	
  is	
  a	
  fabric	
  dyeing	
  method	
  that	
  uses	
  melted	
  wax	
  to	
  create	
  designs	
  and	
  patterns	
  on	
  fabric.	
  	
  The	
  
wax	
  designs	
  are	
  drawn	
  onto	
  white	
  fabric,	
  which	
  is	
  then	
  dyed	
  and	
  dried.	
  	
  Once	
  dry,	
  the	
  fabric	
  is	
  boiled	
  
to	
  remove	
  the	
  wax,	
  revealing	
  a	
  beautifully	
  designed	
  cloth.	
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Figure	
  4:	
  Cooperative	
  Member	
  Performing	
  Batik	
  

Unfortunately,	
   the	
   Cooperative	
   has	
   not	
   been	
   very	
   successful	
   due	
   to	
   inconsistent	
   sales.	
  	
  
While	
   the	
  women	
  produce	
   their	
   crafts	
   all	
   year,	
   the	
  main	
   tourist	
   season	
   is	
  during	
  October	
  
and	
  November.	
  	
  This	
  poses	
  a	
  problem	
  for	
  the	
  women	
  since	
  this	
  is	
  also	
  peak	
  farming	
  season	
  
and	
  they	
  do	
  not	
  have	
  sufficient	
  free	
  time	
  to	
  sell	
  their	
  products	
  in	
  their	
  village	
  market.	
  The	
  
village	
   shop	
   can	
  be	
   seen	
   in	
  Figure	
  5.	
   	
   Even	
  when	
   tourists	
   do	
   stop	
   in	
  Ban	
  Pang	
  Ung	
  Mhai,	
  
sales	
  are	
  not	
  always	
  made.	
  	
  The	
  women	
  hope	
  to	
  gain	
  a	
  better	
  understanding	
  of	
  how	
  to	
  sell	
  
their	
  products	
  effectively	
  and	
  develop	
  a	
  successful	
  and	
  sustainable	
  business.	
  	
  The	
  Raks	
  Thai	
  
Foundation,	
  a	
  non-­‐profit	
  organization,	
  is	
  working	
  with	
  the	
  women	
  to	
  accomplish	
  their	
  goals.	
  	
  
	
  

	
  
Figure	
  5:	
  The	
  Women's	
  Shop	
  in	
  the	
  Village	
  

2.3.	
  The	
  Raks	
  Thai	
  Foundation	
  
Globally,	
   there	
   are	
   numerous	
   non-­‐profit	
   organizations	
   whose	
   aim	
   is	
   to	
   support	
   rural	
  
communities	
   in	
   obtaining	
   economic	
   stability	
   and	
   social	
   wellbeing.	
   	
   The	
   Raks	
   Thai	
  
Foundation	
   is	
   one	
   such	
   organization	
   that	
   has	
   provided	
   assistance	
   to	
   communities	
  
throughout	
   Thailand.	
   The	
   symbol	
   of	
   the	
   Raks	
   Thai	
   Foundation	
   is	
   show	
   in	
   Figure	
   6,	
  
emphasizing	
   their	
   goal	
   for	
   empowering	
   communities.	
   	
   The	
   team	
  worked	
   closely	
  with	
   the	
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Raks	
   Thai	
   Foundation	
   in	
   Chiang	
   Mai	
   to	
   successfully	
   achieve	
   the	
   Foundation’s	
   goals	
   and	
  
provide	
  assistance	
  to	
  the	
  women’s	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai.	
  	
  

	
  

	
  
Figure	
  6:	
  Raks	
  Thai	
  Foundation	
  Symbol	
  

2.3.1.	
  Goals	
  and	
  Mission	
  of	
  the	
  Foundation	
  
Dr.	
   Krasae	
   Chanawongse	
   founded	
   the	
   Raks	
   Thai	
   Foundation	
   in	
   August	
   1979	
   with	
   the	
  
intention	
   of	
   relieving	
  Thailand’s	
   social	
   problems	
   and	
   further	
   developing	
   a	
   strong	
   societal	
  
structure.	
  	
  Since	
  then,	
  the	
  mission	
  of	
  the	
  Raks	
  Thai	
  Foundation	
  has	
  been	
  to	
  “strengthen	
  the	
  
capacity	
   of	
   poor	
   and	
   disadvantaged	
   communities	
   to	
   analyze	
   root	
   causes	
   of	
   problems,	
  
determine	
  suitable	
  solutions	
  and	
  participate	
  in	
  development	
  activities"	
  (Foundation).	
  	
  Their	
  
hope	
   is	
   to	
   create	
   gender	
   equality	
   through	
   the	
   empowerment	
   of	
   women	
   in	
   vulnerable	
  
communities	
  of	
  Thailand,	
  while	
  building	
  a	
  foundation	
  that	
  produces	
  a	
  strong	
  quality	
  of	
  life.	
  	
  
The	
   Raks	
   Thai	
   Foundation	
   has	
   worked	
   vigorously	
   to	
   aid	
   those	
   in	
   need	
   to	
   create	
   “a	
   civil	
  
society	
   with	
   improved	
   quality	
   of	
   life,	
   rights	
   and	
   equality,”	
   and	
   a	
   place	
   “where	
   people	
  
determine	
  their	
  own	
  destinies,	
  and	
  development	
  is	
  sustainable”	
  (ibid.).	
  	
  

2.3.2.	
  The	
  Raks	
  Thai	
  Foundation	
  in	
  Chiang	
  Mai	
  
The	
  Raks	
  Thai	
  Foundation	
  has	
  several	
  branches	
  throughout	
  Thailand.	
   	
  For	
  our	
  project,	
  we	
  
collaborated	
  with	
  the	
  office	
  based	
  in	
  Chiang	
  Mai.	
  	
  Our	
  main	
  contacts	
  for	
  the	
  duration	
  of	
  the	
  
project	
  were	
  K.	
  Direk	
  (Director	
  of	
  Chiang	
  Mai	
  Branch)	
  and	
  K.	
  Nat	
  (Village	
  Liaison).	
  	
  They,	
  as	
  
well	
   as	
   other	
   members	
   of	
   Raks	
   Thai	
   Foundation,	
   provided	
   the	
   team	
   with	
   information	
  
regarding	
  their	
  goals	
  for	
  the	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai.	
  	
  The	
  Raks	
  Thai	
  Foundation	
  
emphasized	
  the	
  concepts	
  of	
  skill	
  and	
  capacity-­‐building7,	
  and	
  felt	
  it	
  was	
  important	
  to	
  not	
  just	
  
provide	
  the	
  women	
  with	
  a	
  solution	
  to	
  their	
  problems,	
  but	
  to	
  provide	
  them	
  with	
  a	
  means	
  to	
  
develop	
   solutions	
   on	
   their	
   own.	
   	
   In	
   order	
   to	
   accomplish	
   this,	
   they	
   supported	
   the	
   use	
   of	
  
participatory	
   action	
   research8	
  (Foundation).	
   	
   Members	
   of	
   the	
   Foundation	
   expressed	
   their	
  
belief	
  that,	
  although	
  the	
  women	
  want	
  a	
  successful	
  and	
  sustainable	
  business,	
  their	
  main	
  aim	
  
is	
   to	
   have	
   something	
   to	
   be	
   proud	
   of	
   and	
   to	
   be	
   empowered	
   through	
   their	
   success.	
   	
   The	
  
Foundation	
  also	
  explained	
  several	
  problems	
  the	
  women	
  face	
  in	
  achieving	
  business	
  success	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
7	
  At	
  the	
  individual	
  level,	
  capacity	
  building	
  “allows	
  individuals	
  in	
  a	
  community	
  to	
  build	
  and	
  enhance	
  
existing	
  knowledge	
  and	
  skills,	
  and	
  engage	
  in	
  the	
  process	
  of	
  learning	
  and	
  adapting	
  to	
  change”	
  
(Administration,	
  2006).	
  
8	
  See	
  Appendix	
  H	
  for	
  more	
  information	
  on	
  participatory	
  action	
  research	
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and	
  pointed	
  out	
   the	
  need	
   for	
  an	
   improved	
  marketing	
  strategy.	
   	
   Information	
  regarding	
   the	
  
needs	
   of	
   the	
   Cooperative,	
   as	
   well	
   as	
   the	
   Foundation’s	
   goals,	
   provided	
   the	
   team	
   with	
  
guidelines	
  for	
  our	
  project9.	
  	
  	
  

2.4.	
  Marketing	
  Strategy	
  
A	
   marketing	
   strategy	
   is	
   broadly	
   defined	
   as	
   a	
   process	
   that	
   allows	
   an	
   organization	
   to	
  
concentrate	
  its	
  resources	
  on	
  the	
  greatest	
  opportunities	
  available	
  in	
  order	
  to	
  increase	
  sales	
  
and	
  achieve	
  a	
  sustainable,	
  competitive	
  edge	
  in	
  the	
  marketplace	
  (Paley	
  &	
  Ebrary	
  Academic,	
  
2008).	
   	
   It	
   is	
   the	
  process	
   through	
  which	
  a	
  business	
  creates	
  value	
   for	
  customers	
  and	
  builds	
  
strong	
  relationships	
  by	
  delivering	
  the	
  highest	
  possible	
  satisfaction	
  through	
  its	
  products	
  and	
  
services.	
  	
  A	
  marketing	
  strategy	
  is	
  a	
  key	
  part	
  of	
  a	
  business	
  plan	
  that	
  is	
  vital	
  to	
  the	
  success	
  of	
  a	
  
business.	
   In	
  general,	
   “strategic	
  marketing	
  planning	
   sets	
   in	
  motion	
  actions	
   that	
   can	
   impact	
  
the	
   economy	
   in	
   which	
   you	
   operate	
   and	
   the	
   long-­‐term	
   prosperity	
   of	
   your	
   organization.”	
  
(ibid.)	
  	
  It	
  builds	
  off	
  of	
  the	
  objectives	
  of	
  the	
  business	
  and	
  specifies	
  the	
  target	
  market	
  for	
  the	
  
product	
   or	
   service,	
   the	
   key	
   features	
   and	
   benefits	
   of	
   the	
   product	
   or	
   service,	
   and	
   how	
   the	
  
business	
  will	
   gain	
   a	
   competitive	
   edge.	
   	
  Although	
  marketing	
   strategies	
  must	
  be	
   tailored	
   to	
  
meet	
  the	
  specific	
  needs	
  of	
  the	
  business,	
  they	
  each	
  follow	
  the	
  same	
  general	
  steps	
  outlined	
  in	
  
the	
  following	
  section.	
  

2.4.1.	
  Steps	
  to	
  Develop	
  a	
  Strategic	
  Marketing	
  Plan	
  
A	
  marketing	
  strategy	
  “searches	
  the	
  past	
  and	
  measures	
  performance.	
  	
  It	
  examines	
  the	
  culture	
  
of	
   an	
   organization	
   and	
   probes	
   the	
   strengths	
   and	
   weaknesses	
   of	
   people,	
   equipment,	
   and	
  
systems”	
   (Paley	
   &	
   Ebrary	
   Academic,	
   2008).	
   	
   The	
   Marketing	
   Strategy	
   Desktop	
   Guide	
  
describes	
  the	
  steps	
  of	
  a	
  strategic	
  marketing	
  plan	
  shown	
  in	
  Figure	
  7.	
  
	
  

	
  
Figure	
  7:	
  Strategic	
  Marketing	
  Plan	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
9	
  See	
  Appendix	
  B	
  for	
  Summary	
  of	
  Initial	
  Visit	
  with	
  the	
  Raks	
  Thai	
  Foundation	
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Our	
  marketing	
  strategy	
  will	
  include	
  steps	
  5-­‐9	
  of	
  the	
  marketing	
  plan	
  shown	
  in	
  Figure	
  7.	
  	
  The	
  
following	
  section	
  provides	
  a	
  brief	
  description	
  of	
  each	
  of	
  the	
  strategic	
  marketing	
  plan	
  steps	
  
we	
  used	
  during	
  our	
  project.	
  	
  The	
  components	
  are	
  numbered	
  to	
  correspond	
  to	
  the	
  numbers	
  
in	
  the	
  figure.	
  
	
  
Strategic	
  Marketing	
  Plan	
  Steps	
  	
  

5. Situation	
  Analysis:	
  The	
  first	
  step	
  consists	
  of	
  three	
  parts:	
  	
  
Marketing	
  Mix:	
  the	
  process	
  of	
  analyzing	
  sales,	
  pricing,	
  and	
  distribution	
  
Market	
  Background:	
  the	
  analysis	
  of	
  current	
  buyer	
  behavior,	
  the	
  company’s	
  
image,	
  and	
  what	
  customers	
  think	
  about	
  the	
  products	
  
Competitor	
   Analysis:	
   an	
   analysis	
   of	
   the	
   strategies,	
   products,	
   distribution,	
  
pricing,	
  and	
  promotional	
  tactics	
  used	
  by	
  competitors	
  in	
  the	
  same	
  market.	
  

6. Marketing	
  Opportunities:	
   	
  The	
  previous	
  step	
  should	
  lead	
  to	
  opportunities,	
  or	
  
“gaps	
   in	
   a	
   product,	
  market,	
   or	
   a	
   service	
   that	
   can	
   be	
   filled	
   to	
   satisfy	
   customer	
  
needs	
  and	
  wants,”	
  (Paley	
  &	
  Ebrary	
  Academic,	
  2008).	
  	
  This	
  step	
  involves	
  research	
  
and	
  product	
  development.	
  	
  	
  

7. Marketing	
   Objectives:	
   	
   This	
   step	
   is	
  where	
   primary	
   and	
   functional	
  marketing	
  
objectives	
  are	
  developed.	
  	
  Primary	
  objectives	
  are	
  quantitative	
  and	
  include	
  sales	
  
and	
   profits.	
   	
   Functional	
   objectives	
   include	
   packaging,	
   pricing,	
   and	
   product	
  
promotion	
  and	
  distribution.	
  	
  	
  

8. Strategies	
   and	
   Action	
   Plans:	
   Develop	
   a	
   strategy	
   and	
   action	
   plan	
   for	
   each	
  
objective	
  established	
  in	
  the	
  previous	
  step.	
  	
  Indicate	
  the	
  steps	
  that	
  will	
  be	
  taken,	
  
the	
  time	
  frame	
  for	
  each	
  step,	
  and	
  who	
  is	
  responsible	
  for	
  the	
  specific	
  actions.	
  

9. Financial	
   Controls	
   and	
   Budgets:	
   This	
   step	
   allows	
   the	
   company	
   to	
   track	
   its	
  
progress	
  toward	
  achieving	
  its	
  objectives	
  by	
  comparing	
  current	
  sales	
  to	
  previous	
  
sales,	
  evaluating	
  customer	
  satisfaction,	
  and	
  evaluation	
  sales	
  representatives.	
  

	
  
In	
   this	
   project,	
   these	
   general	
   steps	
   to	
   a	
  marketing	
   strategy	
  will	
   be	
   applied	
  by	
  performing	
  
SWOT	
   analysis,	
   defining	
   the	
   4P’s	
   of	
   a	
   marketing	
   mix,	
   and	
   developing	
   a	
   method	
   for	
   the	
  
business	
  to	
  evaluate	
  itself	
  and	
  track	
  its	
  progress.	
  

2.4.2.	
  SWOT	
  Analysis	
   	
  
SWOT	
  analysis	
  is	
  a	
  technique	
  that	
  a	
  business	
  or	
  organization	
  can	
  use	
  to	
  analyze	
  its	
  strengths	
  
and	
  weaknesses,	
   as	
  well	
   as	
   identify	
   the	
   opportunities	
   open	
   to	
   it	
   and	
   the	
   threats	
   it	
   faces.	
  	
  
Strengths	
  and	
  weaknesses	
  are	
  typically	
  internal	
  within	
  the	
  business,	
  whereas	
  opportunities	
  
and	
  threats	
  are	
  related	
  to	
  external	
  factors	
  (Manktelow	
  	
  &	
  Carlson,	
  1996).	
  	
  SWOT	
  analysis	
  is	
  
performed	
   by	
   asking	
   a	
   variety	
   of	
   questions	
   related	
   to	
   the	
   current	
   state	
   of	
   the	
   business.	
  	
  
Examples	
  of	
  questions	
  to	
  ask	
  and	
  aspects	
  to	
  consider	
  include:	
  

Strengths:	
   	
  What	
  advantages	
  does	
  the	
  business	
  have?	
   	
  What	
  does	
   the	
  business	
  do	
  
better	
   than	
   anyone	
   else?	
   	
   It	
   is	
   useful	
   for	
   a	
   business	
   to	
   relate	
   its	
   strengths	
   to	
   its	
  
competitors	
   to	
   determine	
  whether	
   or	
   not	
   a	
   characteristic	
   is	
   truly	
   a	
   strength	
   or	
   a	
  
necessity	
  in	
  the	
  given	
  market.	
  
Weaknesses:	
  	
  What	
  could	
  be	
  improved?	
  	
  What	
  factors	
  cause	
  loss	
  of	
  sales?	
  
Opportunities:	
   	
  What	
  new	
  opportunities	
  are	
  available?	
   	
  A	
  business	
  can	
  look	
  at	
   its	
  
strengths	
  and	
  see	
  if	
  any	
  opportunities	
  can	
  arise	
  from	
  them.	
  	
  Similarly,	
  it	
  can	
  look	
  at	
  
its	
  weaknesses	
  and	
  determine	
  if	
  opportunities	
  could	
  open	
  up	
  if	
  they	
  are	
  eliminated.	
  
Threats:	
  	
  What	
  obstacles	
  are	
  facing	
  the	
  business?	
  	
  What	
  are	
  competitors	
  doing?	
  

	
  
This	
   analysis	
   has	
   been	
   widely	
   utilized	
   by	
   companies,	
   large	
   and	
   small,	
   to	
   evaluate	
   their	
  
business	
  and	
  identify	
  where	
  they	
  could	
  improve	
  in	
  order	
  to	
  achieve	
  success	
  (ibid.),	
  and	
  was	
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used	
   to	
   analyze	
   the	
   initial	
   state	
   of	
   the	
   marketing	
   strategy	
   being	
   used	
   by	
   the	
   women’s	
  
cooperative	
  in	
  Ban	
  Pang	
  Ung	
  Mhai.	
  	
  	
  

2.4.3.	
  The	
  4P’s	
  of	
  the	
  Marketing	
  Mix	
  
When	
  evaluating	
  a	
  current	
  marketing	
  strategy	
  or	
  developing	
  a	
  new	
  one,	
  it	
  is	
  important	
  for	
  a	
  
business	
   to	
   define	
   the	
  marketing	
  mix	
   that	
  will	
   bring	
   them	
   success.	
   	
   The	
   term	
   “marketing	
  
mix”	
  describes	
  the	
  decisions	
  a	
  business	
  has	
  to	
  make	
  in	
  the	
  process	
  of	
  bringing	
  a	
  product	
  to	
  
the	
  market	
  (Manktelow	
  	
  &	
  Carlson,	
  1996).	
  	
  One	
  of	
  the	
  most	
  popular	
  models	
  for	
  defining	
  the	
  
marketing	
  mix	
  is	
  the	
  Four	
  P’s,	
  shown	
  in	
  Figure	
  8	
  ("Developing	
  Marketing	
  Strategies,"	
  2012):	
  

Product:	
  quality	
  and	
  features	
  that	
  satisfy	
  consumer	
  desires	
  
Price:	
   the	
   set	
  price	
  of	
   the	
  product	
  or	
   service	
  based	
  on	
  production	
   costs,	
   expected	
  
revenue,	
  and	
  value	
  of	
  the	
  product	
  to	
  the	
  buyer10	
  
Promotion:	
  the	
  advertisement	
  of	
  the	
  product	
  or	
  service	
  
Place:	
  where	
  the	
  product	
  or	
  service	
  will	
  be	
  sold	
  and	
  how	
  it	
  will	
  reach	
  the	
  customer	
  	
  

SWOT	
  analysis	
  and	
   analyzing	
   the	
  4P’s	
  may	
   occur	
   simultaneously.	
   	
   Each	
   component	
   of	
   the	
  
4P’s	
  can	
  be	
  categorized	
  as	
  a	
  strength,	
  weakness,	
  opportunity,	
  or	
  threat	
  for	
  the	
  business.	
  	
  	
  
	
   	
  	
  
	
  

	
  
Figure	
  8:	
  The	
  4P's	
  of	
  a	
  Marketing	
  Mix	
  

	
  
The	
  4P’s	
  marketing	
  mix	
  model	
   can	
   be	
   used	
  when	
   first	
   developing	
   a	
   strategy,	
   and	
   again	
   to	
  
evaluate	
   it	
   from	
   the	
   customer’s	
   perspective	
   to	
   see	
   if	
   the	
   business	
   has	
   optimized	
   the	
  
marketing	
  mix	
  (The	
  Marketing	
  Mix	
  and	
  4	
  Ps,	
  1996).	
  	
  Owners	
  may	
  ask	
  consumers	
  questions	
  
related	
  to	
  each	
  component	
  of	
  the	
  marketing	
  mix,	
  for	
  example:	
  
	
   Product:	
  Does	
  it	
  meet	
  their	
  needs?	
  
	
   Price:	
  Do	
  they	
  consider	
  the	
  price	
  favorably?	
  
	
   Promotion:	
  Do	
  the	
  marketing	
  communications	
  reach	
  them?	
  
	
   Place:	
  Is	
  the	
  product	
  easily	
  accessed?	
  
	
   	
  
Both	
  applications	
  of	
  the	
  4P’s	
  were	
  incorporated	
  in	
  our	
  project.	
  The	
  first	
  was	
  used	
  to	
  make	
  
improvements	
  to	
  the	
  original	
  strategy	
  used	
  by	
  the	
  women.	
  	
  The	
  second	
  was	
  included	
  in	
  an	
  
evaluation	
   plan	
   for	
   the	
   women	
   to	
   analyze	
   their	
   business	
   and	
   strategy	
   to	
   see	
   if	
   the	
  
alterations	
  made	
  were	
  successful.	
  	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
10	
  See	
  Appendix	
  I	
  for	
  more	
  information	
  about	
  pricing	
  methods	
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2.5.	
  Summary	
  
From	
   our	
   background	
   research,	
   we	
   became	
   aware	
   of	
   the	
   various	
   problems	
   facing	
  
agriculturally	
  dependent	
  communities,	
  particularly	
  unreliable	
  income.	
  	
  We	
  were	
  able	
  to	
  get	
  
a	
  better	
  understanding	
  of	
  why	
  these	
  communities	
  seek	
  additional	
  forms	
  of	
  income	
  and	
  what	
  
they	
  have	
  found	
  as	
  possible	
  solutions.	
   	
  The	
  Raks	
  Thai	
  Foundation	
  aims	
  to	
  help	
  developing	
  
communities	
  become	
  more	
  independent	
  and	
  sustainable,	
  and	
  has	
  been	
  working	
  to	
  help	
  the	
  
Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  become	
  empowered	
  through	
  their	
  success.	
  	
  The	
  success	
  
of	
  a	
  business	
   is	
  dependent	
  on	
  a	
  solid	
  marketing	
  strategy.	
   	
  Through	
  our	
  research,	
  we	
  were	
  
able	
   to	
   learn	
   and	
   understand	
   the	
   steps	
   of	
   developing	
   a	
   marketing	
   strategy	
   to	
   assist	
   the	
  
women	
  in	
  improving	
  their	
  own,	
  and	
  facilitate	
  their	
  empowerment.	
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METHODOLOGY	
  
	
  
The	
  goal	
  of	
  this	
  project	
  was	
  to	
  empower	
  the	
  Hmong	
  women’s	
  cooperative	
  in	
  Ban	
  Pang	
  
Ung	
   Mhai	
   by	
   promoting	
   skills	
   for	
   improving	
   a	
   marketing	
   strategy	
   in	
   order	
   to	
  
establish	
   a	
   more	
   profitable	
   craft	
   business.	
   By	
   working	
   with	
   the	
   women	
   using	
   a	
  
participatory	
  action	
  research	
   approach,	
  we	
  aimed	
   to	
  equip	
   them	
  with	
   the	
  marketing	
   skills	
  
and	
   techniques	
  necessary	
   to	
  achieve	
  and	
  maintain	
  a	
   sustainable	
  business	
  on	
   their	
  own	
   in	
  
the	
  future.	
  	
  In	
  addition,	
  it	
  was	
  anticipated	
  that	
  achieving	
  business	
  success	
  through	
  increased	
  
profits	
  would	
  give	
  the	
  women	
  a	
  sense	
  of	
  pride	
  in	
  themselves	
  and	
  their	
  work.	
  	
  	
  
	
  
In	
  order	
  to	
  achieve	
  our	
  goal,	
  we	
  completed	
  the	
  following	
  objectives:	
  

1. Understand	
  the	
  current	
  social	
  context	
  in	
  which	
  the	
  Cooperative	
  exists	
  
2. Identify	
  components	
  of	
  the	
  Cooperative’s	
  marketing	
  strategy	
  that	
  need	
  

improvement	
  	
  
3. Gain	
  insight	
  from	
  other	
  venues	
  about	
  successful	
  marketing	
  strategies	
  
4. Assist	
  the	
  Hmong	
  women	
  in	
  applying	
  the	
  components	
  of	
  an	
  improved	
  marketing	
  

strategy	
  to	
  promote	
  sustainable	
  business	
  skills	
  
5. Suggest	
  a	
  means	
  to	
  evaluate	
  the	
  effectiveness	
  of	
  the	
  implemented	
  strategy	
  

	
  
The	
   team’s	
   data	
   collection	
   and	
   research	
   plan	
   included	
   both	
   qualitative	
   and	
   quantitative	
  
techniques	
   in	
   order	
   to	
   obtain	
   information	
   necessary	
   to	
   achieve	
   the	
   stated	
   goal.	
   The	
  
following	
  sections	
  describe	
  the	
  methods	
  that	
  were	
  implemented	
  to	
  accomplish	
  each	
  of	
  the	
  
objectives	
  mentioned	
  above.	
  It	
  is	
  important	
  to	
  note	
  that	
  visiting	
  and	
  conducting	
  fieldwork	
  in	
  
Ban	
   Pang	
   Ung	
  Mhai	
   over	
   five	
   days	
   during	
   the	
   course	
   of	
   two	
  months	
   accomplished	
   these	
  
methods.	
  	
  

3.1.	
  Understand	
  the	
  Current	
  Social	
  Context	
  in	
  which	
  the	
  Cooperative	
  Exists	
  
The	
   team	
   gathered	
   information	
   for	
   the	
   following	
   two	
   approaches	
   through	
   participatory	
  
action	
  research	
  (PAR)	
  methods.	
   The	
   goal	
   of	
  PAR	
   is	
   to	
   include	
   the	
   subjects	
   in	
   the	
   research	
  
process	
  to	
  promote	
  the	
  development	
  of	
  new	
  skills	
  and	
  empowerment.	
  	
  Rather	
  than	
  conduct	
  
formal	
  interviews,	
  the	
  team	
  encouraged	
  the	
  use	
  of	
  focus	
  groups	
  and	
  open	
  conversations	
  in	
  
order	
  to	
  build	
  working	
  relationships	
  with	
  the	
  women	
  in	
  the	
  cooperative.	
  More	
  insights	
  were	
  
gained	
   about	
   the	
   project	
   through	
   collaborations	
   with	
   Raks	
   Thai	
   Foundation	
   and	
   the	
  
villagers.	
  A	
  set	
  of	
  prepared	
  questions	
  guided	
  the	
  conversation	
  and	
  was	
  used	
  as	
  a	
  checklist	
  of	
  
knowledge	
  to	
  be	
  gained	
  as	
  data.	
  	
  	
  
	
  
The	
  team	
  would	
  like	
  to	
  note	
  a	
  limitation	
  in	
  the	
  research	
  and	
  interviewing	
  process	
  with	
  the	
  
cooperative.	
  The	
  members	
  of	
  the	
  Raks	
  Thai	
  Foundation	
  and	
  the	
  villagers	
  of	
  Ban	
  Pang	
  Ung	
  
Mhai	
  cannot	
  speak	
  or	
  read	
  English;	
  therefore,	
  the	
  conversation	
  was	
  continuously	
  translated	
  
from	
   Thai	
   to	
   allow	
   for	
   active	
   participation	
   of	
   the	
   entire	
   team	
   with	
   limited	
   interruption.	
  
Translations	
   and	
   note-­‐taking	
   were	
   done	
   verbatim	
   in	
   order	
   to	
   prevent	
   the	
   translator’s	
  
preconceived	
  notions	
  from	
  skewing	
  the	
  qualitative	
  data.	
  	
  	
  	
  
	
  
Approach	
  #1:	
  Interview	
  the	
  Raks	
  Thai	
  Foundation	
  
Discussion	
  with	
   the	
  Raks	
  Thai	
  Foundation	
  about	
   the	
   social	
   context	
  of	
   the	
  project	
   assisted	
  
the	
  team	
  in	
  defining	
  the	
  societal	
  aspects	
  of	
  our	
  goal	
  statement.	
  During	
  a	
  visit	
  to	
  Chiang	
  Mhai,	
  
the	
  team	
  met	
  with	
  K.	
  Direk	
  (Director	
  of	
  the	
  Chiang	
  Mai	
  Branch),	
  K.	
  Nat	
  (Village	
  Liason),	
  and	
  
four	
  other	
  members	
  of	
  the	
  Raks	
  Thai	
  Foundation	
  to	
  discuss	
  their	
  goals	
  and	
  expectations	
  of	
  
the	
  project	
   in	
   terms	
  of	
  empowerment.	
   	
  The	
  purpose	
  of	
   this	
  discussion	
  was	
   to	
  educate	
   the	
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team	
   on	
   the	
   importance	
   of	
   creating	
   a	
   marketing	
   strategy,	
   independent	
   of	
   the	
   type	
   of	
  
business,	
   so	
   it	
   could	
   be	
   utilized	
   by	
   other	
   cooperatives	
   and	
   promote	
   empowerment	
  
throughout	
  other	
  villages.	
  	
  
	
  
Samples	
   of	
   questions	
   we	
   asked	
   were:	
  What	
   is	
   your	
   current	
   understanding	
   of	
   the	
   cultural	
  
aspects	
   of	
   the	
   project?	
   What	
   do	
   you	
   believe	
   are	
   the	
   women’s	
   needs?	
   Why	
   are	
   they	
   selling	
  
embroidery?	
  	
  How	
  else	
  do	
  they	
  make	
  money?	
  Are	
  there	
  specific	
  deliverables	
  you	
  would	
  like	
  to	
  
see	
  from	
  this	
  project?	
  	
  
	
  
In	
  order	
  to	
  develop	
  marketing	
  strategy	
  options	
  of	
  minimal	
  adverse	
  repercussions,	
  the	
  team	
  
also	
   asked:	
   Can	
  anyone	
   think	
   of	
   any	
   negative	
   implications	
   the	
  women’s	
   empowerment	
  may	
  
have	
  on	
  the	
  social	
  and	
  cultural	
  structure	
  of	
   the	
  village?	
   	
   Furthermore,	
   in	
   order	
   to	
   promote	
  
skills	
   that	
  would	
  empower	
   the	
  Hmong	
  women	
  and	
  other	
  cooperatives	
  by	
   improving	
   their	
  
business,	
  we	
  had	
  to	
  understand	
  what	
  skills	
  were	
  feasible	
  to	
  avoid	
  clashing	
  with	
  the	
  culture	
  
and	
  social	
  structure.	
  	
  
	
  
Based	
   upon	
   the	
   Raks	
   Thai	
   Foundation’s	
   previous	
   communication	
   with	
   members	
   of	
   the	
  
cooperative	
  in	
  Ban	
  Pang	
  Ung	
  Mhai,	
  they	
  provided	
  the	
  team	
  with	
  information	
  about	
  gender	
  
inequality	
   and	
   their	
   hopes	
   of	
   change	
   for	
   the	
   women.	
   	
   They	
   also	
   shared	
   additional	
  
information	
  necessary	
   for	
   identifying	
  how	
  the	
   team	
  should	
  approach	
   the	
  project	
   to	
  better	
  
assist	
  the	
  women	
  in	
  improving	
  their	
  business.	
  
	
  
Approach	
  #2:	
  Interview	
  Members	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  
The	
   team	
   spoke	
   to	
   members	
   of	
   the	
   village,	
   as	
   shown	
   in	
   Figure	
   9,	
   to	
   obtain	
   personal	
  
perceptions	
  on	
  the	
  social	
  context	
  of	
  Ban	
  Pang	
  Ung	
  Mhai.	
  	
  The	
  villagers	
  were	
  asked	
  questions	
  
about	
  how	
  they	
  believed	
  a	
  successful	
  project	
  could	
  change	
  their	
  community,	
  including	
  both	
  
positive	
   and	
   negative	
   implications.	
   For	
   instance,	
   changing	
   their	
  marketing	
   strategy	
   could	
  
result	
  in	
  the	
  women	
  dedicating	
  more	
  time	
  to	
  embroidery	
  and	
  less	
  time	
  to	
  farming,	
  leaving	
  
the	
  men	
  with	
  more	
  work.	
  	
  Therefore,	
  the	
  team	
  inquired	
  if	
  the	
  village	
  members	
  foresaw	
  any	
  
repercussions	
  this	
  change	
  of	
  role	
  could	
  have.	
  Information	
  gathered	
  from	
  the	
  community	
  as	
  
a	
  whole	
  was	
   very	
   important;	
   however,	
   conversations	
  with	
   the	
  women	
   in	
   the	
  Cooperative	
  
were	
  the	
  main	
  priority.	
  In	
  order	
  to	
  gain	
  firsthand	
  knowledge,	
  the	
  questions	
  for	
  the	
  women	
  
were	
  similar	
  to	
  those	
  posed	
  to	
  the	
  Raks	
  Thai	
  Foundation.	
  
	
  
Questions	
   we	
   asked	
   the	
   women	
   of	
   the	
   Cooperative	
   included:	
   Why	
   did	
   you	
   start	
   an	
  
embroidery	
   business?	
  Why	
   have	
   you	
   continued?	
  What	
   aspects	
   of	
   your	
   life	
  would	
   you	
   like	
   to	
  
change;	
  why?	
  What	
  do	
  you	
  hope	
  to	
  gain	
  from	
  change?	
  Do	
  you	
  have	
  ideas	
  on	
  how	
  to	
  make	
  this	
  
happen?	
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Figure	
  9	
  :	
  First	
  Interview	
  with	
  members	
  of	
  the	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  

The	
   team	
  was	
   only	
   able	
   to	
   directly	
   speak	
   to	
   the	
   leader	
   of	
   the	
   Cooperative,	
   Ae11,	
   seen	
   in	
  
Figure	
  10,	
  as	
  she	
  was	
  the	
  only	
  member	
  available	
  that	
  spoke	
  both	
  Hmong	
  and	
  Thai.	
  	
  In	
  order	
  
to	
   not	
   only	
   gather	
   information	
   from	
   one	
   person,	
   the	
   team	
   posed	
   questions	
   towards	
   the	
  
other	
  women	
  in	
  Thai,	
  and	
  asked	
  Ae	
  to	
  translate	
  for	
  us.	
  	
  Not	
  all	
  members	
  of	
  the	
  Cooperative	
  
were	
  able	
   to	
  attend	
  all	
  meetings	
  with	
  the	
  team	
  due	
  to	
  other	
  responsibilities,	
  but	
   the	
  team	
  
visited	
  the	
  village	
  five	
  times	
  during	
  the	
  course	
  of	
  the	
  project	
  in	
  order	
  to	
  talk	
  to	
  as	
  many	
  of	
  
them	
  as	
  possible.	
  	
  	
  

	
  
Figure	
  10:	
  Cooperative	
  Leader,	
  Ae	
  

The	
   team	
  discussed	
   the	
   information	
   collected	
   from	
  Chiang	
  Mai	
   and	
   the	
   village	
   after	
   each	
  
visit	
   in	
   order	
   to	
   collaborate	
   and	
   discuss	
   any	
   discrepancies	
   between	
   team	
   members’	
  
understandings.	
  The	
  team	
  was	
  then	
  able	
  to	
  develop	
  follow	
  up	
  questions	
  for	
  the	
  women	
  to	
  
clarify	
  information.	
  	
  	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
11	
  Ae	
  was	
  the	
  leader	
  of	
  the	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  and	
  was	
  our	
  main	
  contact	
  in	
  the	
  village	
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3.2.	
  Identify	
  Components	
  of	
  the	
  Hmong	
  Marketing	
  Strategy	
  that	
  Need	
  
Improvement	
  
The	
   team	
   observed	
   the	
   Hmong	
   women's	
   shop	
   and	
   products	
   to	
   identify	
   their	
   current	
  
marketing	
  methods	
  in	
  order	
  to	
  understand	
  which	
  aspects	
  could	
  be	
  improved	
  or	
  altered	
  to	
  
be	
  more	
  successful.	
  	
  Two	
  steps	
  were	
  taken	
  to	
  achieve	
  this	
  objective.	
  	
  
	
  
Approach	
  #1:	
  Compile	
  Information	
  with	
  the	
  Help	
  of	
  Hmong	
  Women	
  	
  
During	
  our	
  initial	
  visit	
  to	
  Ban	
  Pang	
  Ung	
  Mhai,	
  we	
  organized	
  a	
  focus	
  group	
  with	
  the	
  Hmong	
  
women	
  in	
  order	
  to	
  obtain	
  information	
  on	
  their	
  current	
  marketing	
  strategy.	
  We	
  met	
  with	
  six	
  
of	
  the	
  Hmong	
  women	
  in	
  the	
  Cooperative,	
  which	
  included	
  the	
  leader,	
  the	
  treasurer,	
  and	
  four	
  
other	
  members.	
  The	
  questions	
  that	
  guided	
  discussions	
  were	
  associated	
  with	
  the	
  4P’s12	
  of	
  a	
  
marketing	
  strategy.	
  	
  	
  
	
  
Questions	
  we	
  asked	
  the	
  women	
  concerning	
  the	
  four	
  components	
  included:	
  	
  	
  
Product:	
  What	
  types	
  of	
  products	
  do	
  you	
  sell?	
  	
  How	
  do	
  you	
  come	
  up	
  with	
  your	
  designs?	
  	
  Do	
  the	
  
designs	
   have	
   any	
   specific	
   meaning?	
   Which	
   products	
   seem	
   to	
   sell	
   the	
   most;	
   least?	
   Do	
   you	
  
consider	
  changing	
  your	
  products	
  and	
  designs?	
  On	
  what	
  basis	
  do	
  you	
  make	
  these	
  changes?	
  
Price:	
  How	
  do	
  you	
  determine	
  the	
  price	
  of	
  your	
  products?	
  Is	
  there	
  a	
  formula	
  you	
  are	
  using?	
  	
  
Place:	
   Where	
   are	
   you	
   currently	
   selling	
   your	
   products?	
   	
   Would	
   you	
   be	
   willing	
   to	
   sell	
   your	
  
products	
  in	
  different	
  markets	
  or	
  shops?	
  	
  Do	
  you	
  have	
  any	
  ideas	
  of	
  organizations	
  you	
  would	
  like	
  
to	
  work	
  with	
  or	
  shops	
  where	
  you	
  would	
  like	
  to	
  sell	
  your	
  products?	
   	
  Do	
  you	
  get	
  different	
  profits	
  
for	
  your	
  products	
  if	
  you	
  sell	
  them	
  directly	
  to	
  tourists	
  in	
  your	
  village	
  vs.	
  to	
  middlemen	
  like	
  Royal	
  
Projects?	
  If	
  so,	
  how	
  large	
  a	
  difference?	
  
Promotion:	
  How	
   are	
   you	
   currently	
   promoting	
   your	
   products?	
   	
  Would	
   you	
   be	
   interested	
   in	
  
establishing	
  a	
  brand/logo	
  that	
  represents	
  your	
  cooperative,	
  a	
  photo	
  book	
  showing	
  pictures	
  of	
  
the	
  embroidery	
  process	
  and	
  your	
  village,	
  or	
  an	
  information	
  card	
  with	
  the	
  story	
  of	
  your	
  village	
  
or	
  the	
  embroidered	
  craft	
  production	
  process?	
  	
  
	
  
The	
   team	
   organized	
   the	
   women’s	
   answers	
   into	
   the	
   four	
   components	
   and	
   used	
   the	
  
information	
   to	
   gain	
   a	
   better	
   understanding	
   of	
   the	
  women’s	
   current	
   production	
   and	
   sales	
  
methods.13	
  Using	
   content	
   analysis	
  we	
  determined	
  what	
   information	
   should	
   be	
   considered	
  
when	
   improving	
   the	
   women’s	
   marketing	
   strategy.	
   We	
   then	
   analyzed	
   and	
   compared	
   the	
  
current	
   status	
  of	
   the	
  Cooperative’s	
  marketing	
   strategy	
   to	
   that	
   of	
   other	
   craft	
  merchants	
   in	
  
Thailand	
  by	
  using	
  SWOT	
  analysis.	
  	
  	
  	
  
	
  
Approach	
  #2:	
  Applying	
  SWOT	
  Analysis14	
  	
  
The	
  team	
  used	
  information	
  gathered	
  from	
  the	
  Hmong	
  women	
  and	
  analyzed	
  their	
  business	
  
using	
   the	
   SWOT	
  analysis	
   method.	
   In	
   order	
   to	
   establish	
   and	
  manage	
   a	
   business	
   one	
  must	
  
“complete	
   [an]	
   analysis	
   of	
   the	
   company’s	
   situation”	
   (Armstrong	
   &	
   Kotler,	
   2011).	
  
Establishing	
   a	
   market	
   requires	
   preliminary	
   steps	
   necessary	
   for	
   maintaining	
   that	
   market.	
  	
  
Using	
   the	
   SWOT	
   analysis	
   we	
   were	
   able	
   to	
   identify	
   each	
   internal	
   and	
   external	
   factor	
  
necessary	
   for	
   improving	
   and	
   establishing	
   a	
   business.	
   The	
   first	
   step	
   to	
   using	
   the	
   SWOT	
  
analysis	
   was	
   to	
   identify	
   the	
   strengths	
   and	
   weakness	
   affecting	
   the	
   business.	
   Then,	
  
opportunities	
   and	
   threats	
  were	
  analyzed	
  based	
  on	
  which	
  ones	
  were	
  most	
  beneficial	
   to	
   the	
  
business	
  and	
  which	
  ones	
  could	
  damage	
  the	
  business.	
  Through	
  SWOT	
  analysis,	
  the	
  team	
  was	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
12	
  See	
  Background	
  Section	
  2.4.3.	
  for	
  a	
  detailed	
  explanation	
  of	
  the	
  4P’s	
  
13	
  See	
  Appendix	
  J	
  for	
  compiled	
  data	
  of	
  the	
  4P’s	
  of	
  the	
  women’s	
  cooperative.	
  	
  
14	
  See	
  Background	
  Section	
  2.4.2.	
  for	
  a	
  detailed	
  explanation	
  of	
  SWOT	
  analysis	
  



	
   18	
  

able	
   to	
   understand	
   the	
   internal	
   factors	
   (strengths,	
   weaknesses),	
   and	
   external	
   factors	
  
(opportunities,	
  threats)	
  of	
  the	
  cooperative.	
  	
  Details	
  of	
  these	
  factors	
  are	
  represented	
  in	
  Table	
  
1	
  (ibid.).	
  
	
  

	
   Positive	
   Negative	
  
	
  
	
  

Internal	
  

Strengths	
  
Capabilities	
  that	
  may	
  help	
  a	
  

company	
  reach	
  its	
  objectives	
  (i.e.	
  
techniques,	
  income,	
  products,	
  

strategies)	
  

Weaknesses	
  
Limitations	
  that	
  may	
  interfere	
  
with	
  a	
  company’s	
  ability	
  to	
  
achieve	
  its	
  objectives	
  (i.e.	
  

bankruptcy,	
  little	
  to	
  no	
  income,	
  
distribution	
  channels	
  of	
  

products,	
  etc.)	
  
	
  

	
  
	
  

External	
  

Opportunities	
  
Factors	
  that	
  the	
  company	
  may	
  be	
  
able	
  to	
  exploit	
  to	
  its	
  advantage	
  
(i.e.	
  grants,	
  marketing	
  options,	
  
new	
  product	
  designs,	
  new	
  
marketing	
  techniques,	
  etc.)	
  	
  

	
  

Threats	
  
Current	
  and	
  emerging	
  external	
  
factors	
  that	
  may	
  challenge	
  the	
  
company’s	
  performance	
  

	
  

Table	
  1:	
  Overview	
  of	
  SWOT	
  Analysis	
  

Using	
  the	
  information	
  gathered	
  about	
  how	
  to	
  apply	
  the	
  SWOT	
  analysis,	
  the	
  team	
  was	
  able	
  to	
  
compile	
   information	
   necessary	
   for	
   understanding	
   how	
   to	
   analyze	
   the	
   Cooperative’s	
  
business.	
  The	
  information	
  gathered	
  about	
  the	
  Cooperative	
  is	
  shown	
  in	
  Table	
  2.	
  	
  
	
  

	
   Positive	
   Negative	
  
	
  
	
  

Internal	
  

	
  
Strengths	
  

• Embroidery	
  skills	
  
• Uniqueness	
  
• Originality	
  

	
  

	
  
Weaknesses	
  

• Distribution	
  channel	
  
• Marketing	
  skills	
  
• Lack	
  of	
  embroiderers	
  
• Location	
  

	
  
	
  
	
  

External	
  

	
  
Opportunities	
  

• Growing	
  market	
  
• Niche	
  market	
  
• New	
  knowledge	
  

	
  

	
  
Threats	
  

• Mass-­‐produced	
  products	
  	
  
• Too	
  much	
  changes	
  might	
  

damage	
  social	
  fabric	
  
	
  

Table	
  2:	
  Information	
  Collected	
  from	
  the	
  Cooperative	
  using	
  SWOT	
  Analysis	
  

Organizing	
   the	
   information	
   shown	
   in	
   Table	
   2	
   allowed	
   the	
   team	
   to	
   understand	
   how	
   our	
  
suggestions	
  and	
  assistance	
  could	
  affect	
  the	
  Cooperative.	
  The	
  team	
  was	
  able	
  to	
  refer	
  back	
  to	
  
these	
  internal	
  and	
  external	
  factors	
  faced	
  by	
  the	
  women	
  in	
  order	
  to	
  assess	
  the	
  feasibility	
  of	
  
new	
   opportunities	
   for	
   their	
   business,	
   and	
   to	
   assess	
   what	
   would	
   be	
   most	
   useful	
   for	
   the	
  
women	
  and	
  what	
  could	
  potentially	
  threaten	
  their	
  business	
  and	
  social	
  fabric.	
  	
  

3.3.	
  Gain	
  Insights	
  from	
  Other	
  Venues	
  about	
  Successful	
  Marketing	
  Strategies	
  
In	
   order	
   to	
   assist	
   the	
   Hmong	
  women	
   in	
   developing	
   an	
   improved	
  marketing	
   strategy,	
   the	
  
team	
  gained	
  insights	
  regarding	
  the	
  4P’s	
  from	
  other	
  merchants	
  and	
  venues.	
  We	
  investigated	
  
how	
   different	
   product	
   designs	
   and	
   aspects	
   attract	
   certain	
   consumers	
   (product);	
   how	
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merchants	
   determine	
   the	
   pricing	
   of	
   products	
   (price);	
   and	
   how	
   the	
   location	
   (place)	
   of	
   a	
  
business	
  and	
  its	
  promotional	
  techniques	
  (promotion)	
  can	
  affect	
  the	
  income	
  it	
  obtains.	
  Four	
  
approaches	
  were	
  taken	
  to	
  achieve	
  this	
  objective.	
  	
  
	
  
Approach	
  #1:	
  Interview	
  Cooperative	
  Members	
  Selling	
  Products	
  in	
  Villages	
  and	
  
Markets	
  	
  
The	
  team	
  visited	
  other	
  villages	
  selling	
  handicraft	
  items	
  in	
  order	
  to	
  compare	
  their	
  marketing	
  
strategies	
  to	
  those	
  of	
  the	
  women	
  of	
  Ban	
  Pang	
  Ung	
  Mhai,	
  as	
  well	
  as	
  obtain	
  information	
  about	
  
successes	
   or	
   failures	
   these	
   other	
   cooperatives	
   have	
   encountered.	
   Two	
   villages	
   outside	
   of	
  
Chiang	
  Mai	
  were	
  visited:	
  Doi	
  Pui	
  and	
  Doi	
  Khun	
  Chang	
  Kien.	
  	
  
	
  
We	
   interviewed	
   two	
   female	
   merchants	
   in	
   Doi	
   Pui15	
  and	
   one	
   in	
   Doi	
   Khun	
   Chang	
   Kien,16	
  
asking	
   them	
  questions	
   similar	
   to	
   those	
   posed	
   to	
   the	
  members	
   of	
   the	
  Ban	
  Pang	
  Ung	
  Mhai	
  
cooperative.	
  	
  Specifically,	
  we	
  asked	
  these	
  women	
  questions	
  about	
  whether	
  or	
  not	
  they	
  had	
  
faced	
   difficulties	
   selling	
   their	
   crafts,	
   and	
   if	
   so,	
   what	
   have	
   they	
   changed	
   or	
   improved	
   to	
  
resolve	
   any	
   issues.	
   Discussions	
   with	
   the	
   merchants	
   provided	
   the	
   team	
   with	
   insights	
   of	
  
potential	
  challenges	
  the	
  Cooperative	
  could	
  face,	
  as	
  well	
  as	
  new	
  possibilities	
  to	
  efficiently	
  sell	
  
products.	
   Pictures	
   of	
   the	
  women	
  working	
   and	
   examples	
   of	
   their	
   products	
   can	
   be	
   seen	
   in	
  
Figure	
  11.	
  
	
  

	
  	
  	
  	
  	
  	
  	
   	
  	
  	
  	
  	
  	
  	
   	
  
Figure	
  11:	
  Workspace	
  of	
  the	
  Women	
  in	
  Doi	
  Pui	
  and	
  Embroidered	
  Clothing	
  

Approach	
  #2:	
  	
  Interview	
  Crafts	
  Merchants	
  and	
  Organization	
  Representatives	
  
From	
  background	
  research,	
   the	
  team	
  was	
  aware	
  of	
  multiple	
  shops	
   in	
  Bangkok	
  and	
  Chiang	
  
Mhai	
  that	
  specialized	
  in	
  selling	
  hill-­‐tribe	
  products.	
  	
  The	
  team	
  visited	
  some	
  of	
  these	
  venues	
  in	
  
order	
   to	
   determine	
   if	
   they	
   would	
   be	
   advantageous	
   venues	
   for	
   the	
   women	
   to	
   sell	
   their	
  
products.	
  	
  Also,	
  the	
  team	
  believed	
  that,	
  in	
  order	
  to	
  better	
  understand	
  how	
  the	
  4P’s	
  should	
  be	
  
used	
   when	
   establishing	
   a	
   market,	
   it	
   would	
   be	
   useful	
   to	
   interview	
   merchants	
   and	
  
representatives	
  that	
  were	
  familiar	
  with	
  these	
  strategies.	
  	
  
	
  
The	
  team	
  was	
  able	
  to	
  find	
  seven	
  different	
  craft	
  shops	
  located	
  in	
  the	
  areas	
  of	
  Chiang	
  Mai	
  and	
  
Bangkok.	
  Table	
  3	
  shows	
  the	
  name	
  of	
  these	
  shops	
  and	
  their	
  locations.17	
  
	
  
	
  

	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
15	
  See	
  Appendix	
  K	
  for	
  interview	
  transcripts	
  from	
  Doi	
  Pui	
  
16	
  See	
  Appendix	
  L	
  for	
  interview	
  transcripts	
  from	
  Doi	
  Khun	
  Chang	
  Kien	
  
17	
  See	
  Appendix	
  N	
  for	
  data	
  collected	
  from	
  shop	
  visits	
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Shops	
   City	
   Specific	
  Location	
  	
  
Lofty	
  Bamboo	
   Bangkok	
   Maaboonkrong	
  (MBK)	
  Center	
  

Nuntakwang	
  Shop	
   Bangkok	
   Siam	
  Discover	
  Center	
  
Royal	
  Project	
  Shops	
   Bangkok	
   Central	
  World	
  Department	
  Store	
  

Minal	
  Malistix	
   Bangkok	
   Asiatique	
  Community	
  Mall	
  
BIG	
  UP	
  CO.,	
  LTD	
   Bangkok	
   Asiatique	
  Community	
  Mall	
  

Thai	
  Tribal	
  Crafts	
  Fair	
  
Trade	
  (Main	
  Branch)	
  

Chiang	
  
Mai	
  

Near	
  Weekend	
  Market	
  

Fair	
  Trade	
  Shop	
  (Sub	
  
Branch	
  of	
  TTCF)	
  

Chiang	
  
Mai	
  

Near	
  Weekend	
  Market	
  

Table	
  3:	
  List	
  of	
  Established	
  Markets	
  that	
  were	
  Visited	
  and	
  Interviewed	
  

During	
  the	
  interviews,	
  the	
  questions	
  asked	
  were	
  focused	
  on	
  identifying	
  the	
  different	
  aspects	
  
of	
  a	
  market	
  establishment.	
   	
  Topics	
  included	
  main	
  consumers,	
  product	
  preference,	
  purpose	
  
of	
   location,	
   and	
   pricing	
   and	
   promotion	
   methods.	
   The	
   questions	
   were	
   used	
   to	
   guide	
   the	
  
analysis	
  of	
  determining	
  how	
  merchants	
  in	
  established	
  markets	
  used	
  the	
  4P’s	
  and	
  how	
  they	
  
affected	
  their	
  success.18	
  The	
  information	
  gathered	
  was	
  compiled	
  into	
  charts	
  to	
  offer	
  a	
  visual	
  
representation	
   to	
   educate	
   the	
   Hmong	
   women	
   about	
   other	
   merchants’	
   strategies	
   and	
  
insights,	
  and	
  to	
  provide	
  them	
  with	
  ideas	
  for	
  their	
  business.	
  With	
  the	
  women’s	
  assistance,	
  we	
  
compared	
  this	
  information	
  with	
  the	
  Cooperative’s	
  current	
  marketing	
  strategy	
  to	
  determine	
  
what	
  aspects	
  needed	
  improvement.	
  	
  
	
  
Approach	
  #3:	
  Interview	
  Tourists	
  and	
  Thai	
  Local	
  Consumers	
  in	
  Markets	
  
To	
  supplement	
   information	
  gathered	
   from	
  shop	
  merchants,	
   the	
   team	
   interviewed	
   tourists	
  
and	
   Thai	
   locals	
   in	
   various	
   venues.	
   The	
   team	
   developed	
   a	
   list	
   of	
   topics	
   to	
   be	
   used	
   as	
   a	
  
guideline	
   of	
   information	
   to	
   be	
   gathered.	
   This	
   information	
   included	
   product	
   attraction,	
  
reason	
  of	
  purchase,	
  price	
  vs.	
  design	
  preference,	
  and	
  set	
  price	
  vs.	
  bargaining	
  preference.19	
  	
   	
   In	
  
order	
   to	
   obtain	
   more	
   detailed	
   responses	
   that	
   would	
   be	
   useful	
   for	
   data	
   analysis	
   and	
  
justification,	
  the	
  team	
  organized	
  the	
  interview	
  to	
  follow	
  the	
  structure	
  shown	
  in	
  Figure	
  12.	
  	
  	
  
	
  
One	
  limitation	
  noted	
  by	
  the	
  team	
  in	
  this	
  process	
  was	
  that	
  the	
  chaotic	
  nature	
  at	
  most	
  of	
  the	
  
venues	
   restricted	
   the	
   number	
   of	
   interviews	
   that	
   team	
  was	
   able	
   to	
   conduct.	
   	
   Tourists	
   and	
  
local	
   consumers	
   were	
   chosen	
   at	
   random,	
   and	
   the	
   team	
   spoke	
   with	
   as	
   many	
   people	
   as	
  
possible	
   that	
  were	
  willing	
   to	
   answer	
   the	
   questions.	
   These	
   interviews	
   took	
   place	
   during	
   a	
  
course	
  of	
  a	
  week.	
  During	
  that	
  week,	
   the	
  team	
  divided	
   into	
  two	
  groups;	
  one	
  group	
  went	
  to	
  
Chiang	
  Mai	
  and	
  the	
  other	
  stayed	
  in	
  Bangkok.	
  In	
  order	
  for	
  both	
  tourist	
  and	
  local	
  consumers	
  
to	
   be	
   equally	
   represented,	
   the	
   team	
   gathered	
   information	
   from	
   twenty	
  members	
   of	
   each	
  
consumer	
  type	
  (tourists20	
  and	
  Thai	
  locals21).	
  	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
18	
  See	
  Appendix	
  M	
  for	
  merchant	
  survey	
  checklist	
  
19	
  See	
  Appendix	
  O	
  for	
  customer	
  survey	
  checklist.	
  	
  	
  
20	
  See	
  Appendix	
  P	
  for	
  results	
  of	
  tourist	
  surveys	
  
21	
  See	
  Appendix	
  R	
  for	
  results	
  of	
  Thai	
  locals	
  surveys	
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The	
   data	
   collected	
   from	
   these	
   interviews	
  were	
   organized	
   using	
   the	
  4P’s,	
   and	
   charts	
  were	
  
created	
   to	
   visually	
   represent	
   these	
   data.	
   These	
   charts	
   were	
   also	
   later	
   used	
   in	
   our	
  
presentation	
  to	
  the	
  women	
  concerning	
  how	
  to	
  attract	
  their	
  consumers.	
  	
  

3.4.	
  Assist	
  the	
  Hmong	
  Women	
  in	
  Applying	
  the	
  Components	
  of	
  an	
  Improved	
  
Marketing	
  Strategy	
  to	
  Promote	
  Sustainable	
  Business	
  Skills	
  
The	
   team	
   assisted	
   the	
   Cooperative	
   of	
   Ban	
   Pang	
   Ung	
  Mhai	
   in	
   building	
   a	
   foundation	
   for	
   a	
  
sustainable	
  business	
  by	
  suggesting	
  improvements	
  to	
  their	
  marketing	
  strategy	
  based	
  on	
  all	
  
of	
   the	
   data	
   collected	
   in	
   previous	
   objectives.	
   The	
   purpose	
   was	
   for	
   members	
   of	
   the	
  
cooperative	
   to	
   be	
   able	
   to	
   use	
   this	
   knowledge	
   to	
   achieve	
   and	
  maintain	
   a	
   more	
   profitable	
  
business	
  on	
  their	
  own.	
  	
  This	
  was	
  accomplished	
  with	
  the	
  following	
  approach.	
  
	
  
Approach	
  #1:	
  Assist	
  the	
  Hmong	
  Women	
  to	
  Create	
  Possible	
  Marketing	
  Strategy	
  
Options	
  for	
  their	
  Embroidery	
  Cooperative	
  
During	
  the	
  second	
  trip	
  to	
  Ban	
  Pang	
  Ung	
  Mhai,	
  the	
  team	
  worked	
  with	
  the	
  women	
  to	
  create	
  
possible	
   marketing	
   strategy	
   options	
   consisting	
   of	
   the	
   4P’s	
  by	
   using	
   picture	
   slides	
   of	
   the	
  
different	
   results.	
   	
   This	
   promoted	
   skill	
   building	
   in	
   the	
   forms	
   of	
   marketing	
   research	
   and	
  
analysis,	
   and	
  adaptation	
   to	
   changing	
  market	
   trends.	
  Through	
   the	
  use	
  of	
   the	
  4P’s	
  we	
  were	
  
able	
   to	
  give	
   them	
  a	
  structure	
   that	
  could	
  help	
   the	
  Hmong	
  women	
   improve	
   their	
  marketing	
  
skills.	
  	
  

What	
  
specificall
y	
  attracts	
  
you	
  about	
  
a	
  craft	
  
product?	
  

	
  

Follow	
  Up	
  
Question	
  

	
  

Follow	
  Up	
  
Answer	
  

	
  

Who	
  are	
  
you	
  

buying	
  
these	
  

products	
  
for?	
  

What	
  
about	
  the	
  
designs	
  of	
  
crafts	
  
attract	
  
you?	
  

Design	
  
	
  vs	
  	
  
Price	
  

Bargaining	
  	
  
vs	
  

Set	
  price	
  

Figure	
  12:	
  Interview	
  Question	
  Series	
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Figure	
  13:	
  Marketing	
  Information	
  Slide	
  Presented	
  to	
  the	
  Cooperative	
  

Figure	
   13	
   is	
   an	
   example	
   of	
   the	
   slides	
  we	
   used	
   to	
   present	
   the	
   information	
   about	
   the	
  4P’s.	
  
Figure	
  14	
  shows	
   team	
  members	
  explaining	
   the	
  4P’s	
   and	
  providing	
  examples	
  of	
  what	
  each	
  
“P”	
  was	
  associated	
  with	
  and	
  what	
  different	
  markets	
  are	
  doing	
  to	
  implement	
  them	
  into	
  their	
  
businesses.	
  

	
  
Figure	
  14:	
  Team	
  Members	
  Educating	
  Ae	
  on	
  the	
  4P's	
  

	
  
Product:	
   After	
   completing	
   the	
   previous	
   objective	
   and	
   background	
  
research,	
   we	
   discussed	
   with	
   the	
   women	
   product	
   design	
   ideas	
   in	
  
terms	
   of	
   functionality	
   and	
   visual	
   aspects.	
   The	
   purpose	
  was	
   to	
   give	
  
the	
  women	
  some	
  insight	
  on	
  possible	
  alterations	
  or	
  improvements	
  for	
  
their	
  products	
  to	
  make	
  them	
  more	
  appealing	
  to	
  consumers.	
  We	
  also	
  
shared	
   with	
   them	
   the	
   insights	
   collected	
   from	
   interviewing	
   craft	
  
consumers	
   and	
  merchants.	
   The	
   team	
   explained	
   to	
   the	
   Cooperative	
  
the	
   interviewee’s	
   perception	
   about	
   craft	
   products	
   and	
   what	
   styles	
  
they	
  felt	
  were	
  most	
  popular,	
  and	
  also	
  what	
  attracts	
  them	
  most	
  to	
  the	
  
products.	
   From	
   those	
   insights,	
   the	
   team	
   and	
   the	
   Cooperative	
  
members	
   discussed	
   ways	
   in	
   which	
   the	
   women	
   could	
   vary	
   their	
  
product	
   designs,	
   while	
   keeping	
   their	
   same	
   embroidery	
   and	
   batik	
  
techniques	
  and	
  maintaining	
  their	
  culture.	
  	
  

	
  

Product 
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Price:	
  The	
  team	
  spoke	
  with	
  women	
  about	
  pricing	
  methods	
  and	
  the	
  
influence	
  of	
  various	
  factors.	
  	
  For	
  instance,	
  the	
  women	
  expressed	
  that	
  
when	
  wanting	
   to	
  bargain	
  with	
  customers,	
   they	
  struggled	
  stating	
  an	
  
initial	
  price	
  of	
  a	
  product.	
  If	
  it	
  were	
  too	
  high,	
  the	
  customers	
  would	
  not	
  
consider	
   it;	
   and	
   if	
   it	
   were	
   too	
   low,	
   they	
   would	
   lose	
   money	
   when	
  
customers	
   bargained	
   price.	
   	
   The	
   women	
   also	
   had	
   questions	
   about	
  
pricing	
  items	
  that	
  would	
  be	
  sold	
  to	
  other	
  vendors.	
  	
  Some	
  venues	
  buy	
  
finished	
   items	
  at	
  wholesale	
  price,	
  while	
  others	
  buy	
   just	
   the	
   fabrics.	
  	
  
The	
  team	
  and	
  the	
  women	
  discussed	
  considerations	
  for	
  pricing	
  their	
  
products	
  and	
  how	
  they	
  gather	
  the	
  necessary	
  data	
  to	
  do	
  so.	
  	
  For	
  each	
  
situation,	
  the	
  women	
  should	
  consider	
  the	
  following:	
  costs	
  related	
  to	
  
production,	
  such	
  as	
  material	
  costs	
  and	
  time;	
  desired	
  profit;	
   location	
  
of	
  sales	
  and	
  consumer	
  behavior;	
  and	
  prices	
  competitors	
  are	
  charging	
  
for	
   similar	
   products.	
   Using	
   these	
   data,	
   the	
   team	
   explained	
   pricing	
  
techniques	
   to	
   the	
   women	
   in	
   order	
   to	
   equip	
   them	
   with	
   the	
   skills	
  
necessary	
  to	
  set	
  reasonable	
  product	
  prices	
  in	
  the	
  future.22	
  	
  	
  
	
  
Place:	
   The	
   team	
   realized	
   that	
   women	
   have	
   only	
   distributed	
   their	
  
products	
   in	
  two	
  ways	
  1)	
  their	
  own	
  village,	
  and	
  2)	
  the	
  Royal	
  Project	
  
Foundation	
   in	
   Pang	
   Ung	
   District.	
   The	
   main	
   consumers	
   were	
   the	
  
tourists	
   who	
   travel	
   through	
   the	
   village	
   during	
   October	
   and	
  
November.	
   Therefore,	
   our	
   team	
   looked	
   for	
   alternative	
   distributing	
  
channels	
   that	
   would	
   suit	
   the	
   new	
   marketing	
   strategy	
   model	
   and	
  
introduce	
   them	
   to	
   the	
   markets	
   that	
   would	
   be	
   frequented	
   by	
  
consumers.	
   The	
   team	
   contacted	
   various	
   venues	
   and	
   asked	
   them	
  
about	
  the	
  requirement	
  of	
  entering	
  the	
  shops,	
  and	
  if	
  they	
  were	
  taking	
  
any	
   new	
   products.	
   	
   All	
   contact	
   with	
   the	
   venues	
   was	
   to	
   gather	
  
information	
   for	
   the	
  women,	
   as	
   they	
  would	
   be	
   the	
  ones	
   to	
   decide	
   if	
  
they	
  wanted	
  to	
  try	
  to	
  sell	
  their	
  products	
  in	
  other	
  locations.	
  	
  	
  

	
  
Promotion:	
   Preliminary	
   research	
   made	
   the	
   team	
   aware	
   of	
   the	
  
positive	
  effects	
  promotion	
  can	
  have	
  on	
  product	
  sales.23	
  	
  We	
  sent	
  the	
  
Cooperative	
  a	
  “deliverables	
  kit”	
  with	
  the	
  intent	
  of	
  establishing	
  a	
  logo	
  
to	
  differentiate	
  the	
  women’s	
  products	
  from	
  similar	
  ones	
  to	
  increase	
  
their	
   value.	
   	
   The	
   kit	
   contained	
   examples	
   of	
   logos	
   and	
   information	
  
cards	
  in	
  order	
  to	
  encourage	
  the	
  women	
  to	
  design	
  their	
  own	
  symbols	
  
to	
   represent	
   their	
   culture	
  and	
  cooperative.24	
  It	
   is	
   important	
   to	
  note	
  
that	
  our	
  plan	
  for	
  the	
  women	
  to	
  receive	
  the	
  “deliverables	
  kit”	
  before	
  
our	
   next	
   visit	
   didn’t	
  work	
   out.	
   There	
  was	
   some	
  miscommunication	
  
between	
  our	
   sponsor	
   representatives,	
   and	
  additionally,	
   some	
   items	
  
that	
   were	
   supposed	
   to	
   be	
   delivered	
   to	
   the	
   women	
   were	
   lost.	
  	
  
However,	
   on	
   the	
   second	
   trip,	
   we	
   obtained	
   their	
   ideas	
   about	
  
promoting	
   their	
   products	
   in	
   ways	
   such	
   as	
   information	
   cards,	
   a	
  
picture	
  book,	
  and	
  a	
  product	
  portfolio.	
  

	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
22See	
  Appendix	
  S	
  for	
  the	
  presentation	
  to	
  the	
  women	
  	
  	
  
23	
  See	
  Appendix	
  C	
  for	
  case	
  studies	
  	
  
24	
  See	
  Appendix	
  U	
  for	
  a	
  detailed	
  description	
  of	
  the	
  deliverables	
  box	
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3.5.	
  Suggest	
  a	
  Means	
  to	
  Evaluate	
  the	
  Effectiveness	
  of	
  the	
  Implemented	
  Strategy	
  
Once	
  the	
  team	
  assisted	
  the	
  women	
  in	
  establishing	
  an	
  improved	
  marketing	
  strategy,	
   it	
  was	
  
important	
   to	
   identify	
   a	
  way	
   to	
   analyze	
   its	
   effectiveness.	
   Ideally,	
   this	
  would	
   be	
   performed	
  
together	
  by	
  the	
  team,	
  the	
  Raks	
  Thai	
  Foundation,	
  and	
  the	
  women’s	
  cooperative;	
  however,	
  the	
  
team	
  would	
  be	
  unable	
  to	
  evaluate	
  the	
  long-­‐term	
  effects	
  of	
  the	
  strategy	
  implemented	
  in	
  the	
  
cooperative	
  due	
  to	
  time	
  constraints.	
  Therefore,	
  the	
  team	
  proposed	
  a	
  way	
  for	
  the	
  Raks	
  Thai	
  
Foundation	
   and	
   the	
   women	
   to	
   do	
   so.	
   The	
   team	
   also	
   stressed	
   the	
   importance	
   for	
   the	
  
Cooperative	
   to	
   continuously	
   assess	
   their	
  marketing	
   strategy	
   for	
   improvement	
   in	
   order	
   to	
  
maintain	
  a	
  sustainable	
  business.	
  In	
  addition,	
  the	
  team	
  found	
  through	
  background	
  research	
  
that	
   there	
   are	
  many	
  other	
   communities	
   in	
  Northern	
  Thailand	
   in	
   similar	
   situations	
   to	
  Ban	
  
Pang	
   Ung	
   Mhai,	
   so	
   the	
   team	
   provided	
   ways	
   for	
   Raks	
   Thai	
   Foundation	
   to	
   evaluate	
   the	
  
strategy’s	
  possible	
  application	
  to	
  benefit	
  other	
  villages.	
  	
  	
  
	
  
Approach	
  #1:	
  Analyze	
  Marketing	
  Strategy	
  Evaluation	
  Methods	
  
The	
   team	
   first	
   analyzed	
   the	
   information	
   from	
   literature	
   sources	
   on	
   different	
  methods	
   to	
  
evaluate	
   the	
   effectiveness	
   of	
   marketing	
   strategies.25	
  Studying	
   methods	
   previously	
   used	
  
provided	
   a	
   basis	
   from	
  which	
   the	
   team	
   could	
   create	
   an	
   evaluation	
   plan.	
   	
  We	
  were	
   able	
   to	
  
identify	
  what	
   to	
   look	
   for	
  when	
   analyzing	
   the	
   success	
   of	
   a	
  marketing	
   strategy,	
   such	
   as	
   an	
  
increase	
  in	
  consumers	
  and	
  profits	
  and	
  its	
  effect	
  on	
  the	
  business.	
  	
  
	
  
Approach	
  #2:	
  Create	
  an	
  Evaluation	
  Plan	
  
The	
   team	
   created	
   a	
  method	
   for	
   analyzing	
   the	
   effectiveness	
   of	
   the	
   implementation	
   of	
   the	
  
improved	
   marketing	
   strategy.26	
  The	
   first	
   part	
   of	
   the	
   evaluation	
   was	
   geared	
   towards	
   all	
  
stakeholders	
   (the	
   team,	
  Raks	
  Thai	
   Foundation,	
   and	
   the	
  women’s	
   cooperative)	
   to	
   examine	
  
the	
  initial	
  results	
  of	
  the	
  strategy,	
  including	
  whether	
  or	
  not	
  the	
  objectives	
  and	
  overall	
  goal	
  of	
  
the	
  project	
  were	
  met.	
  If	
  our	
  methods	
  were	
  successfully	
  employed,	
  and	
  the	
  women	
  learned	
  
skills	
   that	
  would	
   lead	
   to	
   empowerment	
   and	
   increased	
  profits,	
  we	
  would	
  hypothesize	
   that	
  
the	
  work	
  done	
  by	
  the	
  team	
  could	
  lead	
  the	
  women	
  in	
  the	
  direction	
  of	
  long-­‐lasting	
  success.	
  In	
  
addition,	
   the	
   Raks	
   Thai	
   Foundation	
   would	
   use	
   these	
   evaluation	
   tools	
   to	
   analyze	
   the	
  
feasibility	
   of	
   utilizing	
   the	
   strategy	
   to	
   benefit	
   groups	
   in	
   similar	
   situations	
   to	
   the	
   Hmong	
  
women.	
  	
  

3.6.	
  Summary	
  
The	
  goal	
  of	
  this	
  project	
  was	
  to	
  empower	
  the	
  Hmong	
  women’s	
  cooperative	
  in	
  Ban	
  Pang	
  Ung	
  
Mhai	
  by	
  promoting	
  skills	
   for	
   improving	
  a	
  marketing	
  strategy	
   in	
  order	
   to	
  establish	
  a	
  more	
  
profitable	
   craft	
   business.	
  During	
   our	
   fieldwork	
   in	
   the	
   village	
   of	
   Pang	
  Ung	
  Mhai	
   and	
  other	
  
venues,	
   our	
   main	
   objectives	
   were	
   to	
   understand	
   the	
   current	
   social	
   context	
   of	
   the	
  
Cooperative,	
   identify	
   components	
   of	
   the	
   Cooperative’s	
   marketing	
   strategy	
   that	
   need	
  
improvement,	
  and	
  gain	
  insight	
  from	
  other	
  venues	
  about	
  applying	
  the	
  4P’s.	
  We	
  also	
  assisted	
  
the	
   Hmong	
   women	
   in	
   applying	
   the	
   components	
   of	
   an	
   improved	
   marketing	
   strategy	
   to	
  
promote	
   sustainable	
   business	
   skills,	
   and	
   suggested	
   ways	
   for	
   them	
   to	
   evaluate	
   these	
  
strategies.	
  These	
  objectives	
  build	
  off	
  of	
  each	
  other	
  so	
  they	
  were	
  done	
  sequentially	
  using	
  the	
  
findings	
  from	
  the	
  previous	
  objectives.	
  
	
  
These	
   relationships	
   were	
   established	
   by	
   conducting	
   open-­‐ended	
   interviews	
   with	
   the	
  
women	
  cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai,	
  the	
  men	
  of	
  the	
  village,	
  merchants	
  in	
  markets	
  in	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
25	
  See	
  Appendix	
  V	
  for	
  examples	
  of	
  marketing	
  evaluation	
  plans	
  
26	
  See	
  Appendix	
  W	
  for	
  Marketing	
  Evaluation	
  Chart	
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Bangkok	
  and	
  Chiang	
  Mai,	
  and	
  tourists	
  and	
  Thai	
  locals	
  in	
  these	
  same	
  areas.	
  We	
  also	
  did	
  this	
  
by	
   researching	
   the	
   4P’s	
   of	
   a	
  marketing	
  mix	
   and	
   how	
   it	
   can	
   be	
   applied	
   to	
   a	
   market.	
   The	
  
interviews	
   that	
   were	
   conducted	
   allowed	
   us	
   to	
   obtain	
   information	
   about	
   the	
   Cooperative	
  
that	
  was	
  necessary	
  for	
  establishing	
  their	
  market	
  using	
  the	
  4P’s.	
  	
  
	
  
While	
   completing	
   these	
   objectives,	
   the	
   team	
   was	
   able	
   to	
   establish	
   findings	
   for	
   the	
  
Cooperative,	
   and	
   consumers	
   and	
   other	
   merchants.	
   The	
   following	
   section	
   outlines	
   and	
  
describes	
  these	
  findings.	
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FINDINGS	
  and	
  DELIVERABLES	
  
The	
  two	
  sections	
  of	
  this	
  chapter	
  discuss	
  the	
  findings	
  we	
  made	
  through	
  discussions	
  with	
  the	
  
Raks	
   Thai	
   Foundation,	
   Cooperative,	
   consumers,	
   and	
   other	
  merchants.	
   These	
   findings	
   are	
  
broken	
   up	
   into	
   “Findings	
   for	
   the	
   Women’s	
   Cooperative	
   of	
   Ban	
   Pang	
   Ung	
   Mhai”	
   and	
  
“Findings	
   for	
  Consumers	
  and	
  Other	
  Merchants.”	
  The	
  second	
  part	
  provides	
  an	
  overview	
  of	
  
the	
  deliverables	
  produced	
  based	
  on	
  these	
  findings,	
   including	
  a	
  marketing	
  booklet,	
  product	
  
portfolio,	
  picture	
  book,	
  and	
  information	
  cards	
  and	
  tags.	
  	
  

Findings	
  
This	
   section	
  presents	
   the	
   findings	
  of	
   our	
  work	
   and	
  discusses	
   limitations	
  we	
   encountered.	
  
Through	
   the	
   analysis	
   of	
   the	
   information	
   gathered	
   from	
   our	
   conversations	
   with	
   the	
   Raks	
  
Thai	
   Foundation	
   and	
   the	
   women’s	
   cooperative	
   in	
   Ban	
   Pang	
   Ung	
   Mhai,	
   we	
   were	
   able	
   to	
  
establish	
   the	
   scope	
   of	
   our	
   project,	
   including	
   the	
  women’s	
   goals	
   for	
   themselves	
   and	
   their	
  
business.	
   	
  We	
  also	
   identified	
  potential	
  barriers	
  relating	
  to	
  the	
  women’s	
  success,	
  as	
  well	
  as	
  
components	
   of	
   their	
   marketing	
   strategy	
   that	
   could	
   be	
   improved.	
   	
   Through	
   conducting	
  
interviews	
  and	
  surveys	
  of	
  merchants	
  and	
  consumers,	
  we	
  were	
  able	
  to	
  determine	
  consumer	
  
purchasing	
  behavior	
  and	
  product	
  preferences.	
  	
  	
  	
  

Findings	
  for	
  the	
  Women’s	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  
1.	
   The	
   handicraft	
   business	
   serves	
   as	
   a	
   source	
   of	
   pride	
   and	
   empowerment	
   for	
   the	
  
women	
  of	
  the	
  Cooperative	
  while	
  supplemental	
  income	
  is	
  a	
  secondary	
  concern.	
  	
  
After	
  speaking	
  with	
  the	
  women	
  of	
  the	
  Cooperative,	
  we	
  found	
  that	
  while	
  they	
  would	
  like	
  to	
  
earn	
   more	
   profits	
   from	
   their	
   business,	
   they	
   do	
   not	
   necessarily	
   need	
   the	
   extra	
   money.	
  	
  	
  
Depending	
   on	
   the	
   size	
   of	
   their	
   harvests,	
   families	
   in	
   Ban	
   Pang	
   Ung	
   Mhai	
   earn	
   anywhere	
  
between	
   50,000-­‐300,000	
   Baht	
   from	
   agriculture	
   each	
   year.	
   	
   The	
   average	
   family	
   has	
   four	
  
members	
   and	
   needs	
   at	
   least	
   5,000	
   Baht	
   per	
   month	
   for	
   living	
   expenses,	
   so	
   even	
   families	
  
earning	
  the	
  minimum	
  can	
  afford	
  the	
  necessities	
  of	
  food	
  and	
  shelter	
  in	
  small	
  wooden	
  homes.	
  	
  
However,	
   families	
  who	
  make	
   greater	
   profits	
   have	
   the	
   ability	
   to	
   live	
  more	
   comfortably	
   in	
  
more	
   stable,	
   concrete	
   homes,	
   and	
   are	
   able	
   to	
   send	
   their	
   children	
   to	
   school.	
   Therefore,	
   a	
  
more	
  profitable	
  craft	
  business	
  would	
  allow	
  more	
  families	
  to	
  increase	
  their	
  standard	
  of	
  living	
  
and	
  allow	
  education	
  to	
  be	
  available	
  to	
  more	
  youth	
  in	
  the	
  village.	
  
	
  
Our	
   reading	
   of	
   literature	
   about	
   agriculturally	
   dependent	
   communities	
   led	
   the	
   team	
   to	
  
assume	
   that	
   the	
  Cooperative	
  was	
  established	
   in	
  order	
   to	
   supplement	
   inconsistent	
   income	
  
from	
   farming.	
   	
   When	
   the	
   team	
   asked	
   why	
   the	
   embroidery	
   business	
   began,	
   Ae,	
   the	
  
Cooperative	
  leader,	
  clarified	
  that	
  although	
  they	
  would	
  benefit	
  from	
  additional	
  income,	
  they	
  
were	
  more	
  interested	
  in	
  feeling	
  a	
  sense	
  of	
  pride	
  by	
  accomplishing	
  something	
  on	
  their	
  own.	
  	
  
She	
   explained	
   that	
   even	
   though	
   “women	
   do	
   all	
   the	
   hard	
  work	
   for	
   farming,”	
  men	
   are	
   the	
  
breadwinners	
  of	
  the	
  community	
  and	
  are	
  therefore	
  entitled	
  to	
  make	
  major	
  village	
  decisions.	
  	
  
Ae	
  also	
  stated	
  that	
  if	
  the	
  women	
  established	
  a	
  profitable	
  business	
  they	
  “can	
  express	
  [their]	
  
own	
   ideas	
   and	
   give	
   [themselves]	
   a	
   chance	
   to	
   speak	
   up	
   since	
   normally	
   guys	
   always	
   take	
  
leadership	
  roles	
  and	
  order	
  and	
  command	
  things.”27	
  When	
  the	
  members	
  of	
  the	
  Cooperative	
  
come	
  together,	
  they	
  are	
  able	
  to	
  enjoy	
  each	
  other’s	
  company	
  as	
  well	
  as	
  discuss	
  issues	
  in	
  the	
  
village.	
   The	
   team	
   was	
   able	
   to	
   compare	
   this	
   data	
   to	
   other	
   agricultural	
   communities	
   in	
  
Background	
  Section	
  1.1.1,	
  where	
  more	
  and	
  more	
  women	
  are	
  seeking	
  alternative	
  sources	
  of	
  
income	
  to	
  empower	
  themselves	
  and	
  gain	
  more	
  independence.	
  
	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
27	
  See	
  Appendix	
  T	
  for	
  feedback	
  from	
  the	
  women	
  about	
  our	
  presentation	
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A	
  possible	
   limitation	
  of	
   this	
   finding	
  was	
   that	
  most	
  of	
   the	
   information	
  gathered	
   to	
  support	
  
this	
   came	
   from	
   the	
   Cooperative	
   leader,	
   Ae,	
   as	
   she	
   was	
   one	
   of	
   only	
   three	
   Cooperative	
  
members	
  who	
  could	
   speak	
  Thai.	
   	
  During	
  our	
   conversations,	
  other	
  members	
  were	
  present	
  
and	
   Ae	
   often	
   consulted	
   with	
   them	
   in	
   order	
   to	
   provide	
   answers	
   to	
   the	
   team’s	
   questions;	
  
however,	
  we	
  cannot	
  be	
  sure	
  whether	
  she	
  translated	
  the	
  other	
  women’s	
  responses	
   fully	
  or	
  
summarized	
  them	
  based	
  on	
  her	
  own	
  interpretation.	
  
	
  
2.	
  The	
  women	
  value	
  knowledge	
  over	
  profits.	
  
After	
  compiling	
   the	
   information	
  gathered	
   from	
  the	
  completion	
  of	
  our	
  objectives,	
   the	
   team	
  
presented	
  our	
  findings	
  to	
  the	
  Cooperative	
  in	
  Ban	
  Pang	
  Ung	
  Mhai.	
  	
  We	
  found	
  that	
  the	
  women	
  
were	
  excited	
  and	
  interested	
  to	
  learn	
  about	
  the	
  4P’s	
  of	
  a	
  marketing	
  strategy	
  to	
  improve	
  their	
  
business.	
   The	
   leader	
   of	
   the	
   Cooperative,	
   Ae,	
   said,	
   “I	
   think	
   this	
   is	
   very	
   beneficial	
   for	
   us	
  
because	
  if	
  someone	
  teach	
  this	
  information	
  to	
  us,	
  we	
  can	
  understand	
  more	
  about	
  marketing	
  
and	
   what	
   is	
   happening	
   in	
   the	
   outside	
   world.”	
   The	
   team	
   also	
   presented	
   them	
   with	
   the	
  
opportunity	
   to	
  work	
  with	
   the	
  Lofty	
  Bamboo	
  shop	
  to	
  distribute	
   their	
  products	
   in	
  Bangkok.	
  
Through	
  our	
  fieldwork,	
  the	
  team	
  set	
  up	
  a	
  trial	
  period	
  for	
  the	
  women	
  to	
  place	
  ninety	
  of	
  their	
  
products	
  in	
  this	
  shop	
  to	
  test	
  their	
  ability	
  to	
  sell.	
  The	
  Lofty	
  Bamboo	
  manager	
  said	
  that	
  if	
  the	
  
products	
  sold	
  well,	
  they	
  would	
  discuss	
  further	
  connection	
  with	
  the	
  Cooperative.28	
  	
  When	
  the	
  
team	
   introduced	
   this	
   idea	
   to	
   the	
   Cooperative	
   members,	
   they	
   were	
   happy,	
   but	
   less	
  
enthusiastic	
   than	
   they	
   were	
   when	
   gaining	
   marketing	
   knowledge	
   and	
   skills.	
   This	
   showed	
  
that	
   the	
   women	
   are	
   more	
   concerned	
   with	
   becoming	
   empowered	
   through	
   gaining	
  
knowledge	
  and	
  skills	
  than	
  increasing	
  their	
  profits.	
  	
  
	
  
3.	
  Success	
  of	
  the	
  Cooperative	
  will	
  not	
  negatively	
  impact	
  the	
  social	
  fabric	
  of	
  Ban	
  Pang	
  
Ung	
  Mhai.	
  
Since	
   the	
   women	
   value	
   gaining	
   knowledge,	
   and	
   ultimately	
   higher	
   household	
   status,	
   the	
  
team	
  was	
   initially	
  concerned	
  that	
  empowering	
  the	
  women	
  could	
  cause	
  a	
  disruption	
   in	
  the	
  
social	
   fabric	
   of	
   the	
   community.	
   Therefore,	
   men	
   in	
   the	
   village	
   were	
   interviewed	
   to	
   gain	
  
insights	
  on	
  their	
   thoughts	
  about	
   the	
  women’s	
  craft	
  business.	
   	
  Conversations	
  with	
  the	
  men	
  
suggest	
   that	
   they	
  support	
   the	
  women’s	
   initiative	
   if	
   it	
  means	
  making	
  more	
  money	
  for	
  their	
  
family.	
   	
  A	
  Cooperative	
  member’s	
  husband	
  said,	
  “Farming	
  and	
  craft	
  sales	
  are	
  very	
  different,	
  
so	
  I	
  do	
  not	
  feel	
  the	
  women	
  are	
  crossing	
  a	
  line.”29	
  	
  
	
  
Even	
  though	
  the	
  team	
  made	
  this	
  conclusion	
  about	
  the	
  social	
   fabric	
  of	
  Ban	
  Pang	
  Ung	
  Mhai,	
  
we	
  realize	
  that	
  changes	
  in	
  gender	
  roles	
  and	
  responsibilities	
  can	
  be	
  a	
  very	
  sensitive	
  issue	
  in	
  
many	
  communities.	
   	
  Although	
   the	
  men	
  and	
  women	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  appear	
   to	
  have	
  
positive	
  feelings	
  towards	
  the	
  Cooperative,	
  the	
  team	
  acknowledges	
  that	
  things	
  may	
  change	
  if	
  
a	
  shift	
  in	
  the	
  roles	
  becomes	
  a	
  reality.	
  	
  It	
  is	
  possible	
  that	
  the	
  men	
  of	
  the	
  village	
  are	
  fine	
  with	
  
the	
  thought	
  of	
  the	
  women’s	
  empowerment,	
  but	
  may	
  struggle	
  with	
  it	
  once	
  the	
  women	
  have	
  
more	
  power	
  in	
  decisions.	
  	
  It	
  is	
  also	
  possible	
  that	
  the	
  men	
  only	
  see	
  embroidery	
  as	
  a	
  means	
  to	
  
make	
   more	
   money	
   for	
   the	
   family,	
   and	
   do	
   not	
   realize	
   the	
   potential	
   implications	
   of	
   the	
  
women’s	
  empowerment.	
  	
  
	
  
4.	
   The	
   Cooperative	
  members	
   lack	
  marketing	
  mix	
   knowledge	
   that	
   could	
  make	
   their	
  
business	
  more	
  successful.	
  	
  	
  
We	
   found	
   that	
   the	
   women	
   had	
   very	
   little	
   knowledge	
   in	
   terms	
   of	
   aspects	
   of	
   a	
   marketing	
  
strategy,	
   specifically	
   relating	
   to	
   the	
   4P’s	
   of	
   a	
   marketing	
   mix	
   (product,	
   price,	
   place,	
   and	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
28	
  See	
  Appendix	
  E	
  for	
  more	
  information	
  about	
  Lofty	
  Bamboo	
  
29	
  See	
  Appendix	
  J	
  for	
  conversation	
  with	
  husband	
  of	
  Cooperative	
  member	
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promotion).	
  	
  First,	
  through	
  our	
  interactions	
  with	
  the	
  women,	
  the	
  team	
  determined	
  that	
  their	
  
way	
   of	
   pricing	
   products	
   was	
   not	
   systematic	
   or	
   consistent.	
   For	
   example,	
   the	
   women	
  
informed	
  us	
  that	
  to	
  gain	
  the	
  desired	
  profit,	
  they	
  simply	
  determined	
  the	
  value	
  of	
  the	
  product	
  
by	
   identifying	
   the	
   price	
   of	
   the	
   raw	
   material	
   and	
   then	
   adding	
   10-­‐20	
   Baht	
   based	
   on	
   the	
  
difficulty	
  of	
  the	
  embroidery	
  and	
  the	
  time	
  for	
   labor.	
  When	
  comparing	
  the	
  cost	
  of	
  a	
  piece	
  of	
  
their	
   embroidered	
   fabric	
   to	
   the	
  amount	
  of	
  products	
   that	
   could	
  be	
  made	
   from	
   it,	
   the	
   team	
  
realized	
  that	
  their	
  products	
  were	
  often	
  underpriced,	
  which	
  negatively	
  affected	
  their	
  profits.	
  
Second,	
   we	
   discovered	
   that	
   the	
   women	
   knew	
   little	
   about	
   designing	
   a	
   product.	
   Their	
  
products	
  lacked	
  variety,	
  as	
  they	
  mostly	
  produced	
  certain	
  types	
  of	
  bags	
  as	
  shown	
  in	
  Figure	
  
15.	
   They	
   also	
   had	
   little	
   understanding	
   or	
   reasoning	
   to	
   their	
   color	
   combinations,	
   and,	
  
although	
  not	
  as	
  important	
  as	
  other	
  aspects	
  of	
  a	
  product,	
  they	
  did	
  not	
  take	
  into	
  consideration	
  
the	
   functionality,	
   such	
   as	
   purpose	
   of	
   pockets	
   or	
   popular	
   dimensions.	
   We	
   found	
   that	
   the	
  
Cooperative	
  had	
  no	
  way	
  to	
  advertise	
  or	
  promote	
  their	
  products	
  or	
  business,	
  such	
  as	
  a	
  name,	
  
logo,	
   information	
   cards,	
   or	
   picture	
  books.	
   The	
  women	
  were	
   excited	
  when	
  presented	
  with	
  
the	
   idea	
   of	
   providing	
   consumers	
   with	
   background	
   on	
   their	
   village	
   and	
   their	
   handicrafts	
  
through	
   these	
   promotional	
   means.	
   Finally,	
   the	
   team	
   found	
   that	
   the	
   Cooperative	
   was	
  
unaware	
  of	
  different	
  distribution	
  options	
  for	
  their	
  products	
  besides	
  their	
  current	
  methods	
  
of	
  selling	
  products	
  in	
  their	
  village	
  and	
  working	
  with	
  the	
  Royal	
  Projects	
  Shops.	
  	
  
	
  

	
  
Figure	
  15:	
  Two	
  Types	
  of	
  Bags	
  made	
  by	
  the	
  Cooperative	
  

Findings	
  for	
  Consumers	
  and	
  Other	
  Merchants	
  
5.	
  Consumers	
  are	
  attracted	
  to	
  smaller	
  handicraft	
  products	
  and	
  are	
  more	
  interested	
  in	
  
product	
  design	
  than	
  functionality.	
  	
  
In	
  compiling	
  information	
  from	
  interviews	
  with	
  the	
  craft	
  merchants,	
  the	
  team	
  found	
  that	
  the	
  
three	
  most	
   purchased	
   products	
   were	
   key	
   chains,	
   small	
   bags,	
   and	
   scarves,	
   as	
   opposed	
   to	
  
other	
   options	
   such	
   as	
   clothing,	
   dolls,	
   or	
   home	
   décor.	
   The	
   Assistant	
  Managing	
   Director	
   of	
  
Thai	
  Tribal	
  Crafts,	
  Khun	
  May,	
  shown	
  in	
  Figure	
  16,	
  supported	
  this	
  by	
  saying,	
  “The	
  bestselling	
  
products	
  are	
  small	
  bags.”30	
  	
  
	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
30	
  See	
  Appendix	
  G	
  for	
  visit	
  summary	
  with	
  Thai	
  Tribal	
  Crafts	
  Fair	
  Trade	
  Shop	
  in	
  Chiang	
  Mhai	
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Figure	
  16:	
  Interview	
  with	
  Khun	
  May	
  

Further	
   confirmation	
   for	
   this	
   finding	
   came	
   from	
   interviews	
   with	
   tourists.	
   One	
   tourist	
  
interviewed	
   in	
   Doi	
   Pui	
   said,	
   “I	
   find	
   the	
   handcrafted	
   products	
   interesting,	
   but	
   when	
   I	
   am	
  
travelling,	
  I	
  want	
  to	
  get	
  small	
  items	
  that	
  don’t	
  take	
  too	
  much	
  space	
  in	
  my	
  luggage.”31	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
A	
  graphical	
  representation	
  of	
  consumer	
  product	
  preferences	
  based	
  on	
  tourist	
  interviews	
  is	
  
shown	
  in	
  Figure	
  17.	
  The	
  team	
  justified	
  the	
  validity	
  of	
  the	
  small	
  sample	
  size	
  of	
  interviewed	
  
tourists	
  due	
   to	
   the	
   triangulation	
  of	
   the	
   collected	
  data,	
  meaning	
   that	
   the	
   team	
  was	
   able	
   to	
  
make	
   conclusions	
  with	
   a	
   small	
   sample	
   size	
   since	
  many	
  of	
   the	
   interviewees	
   from	
  multiple	
  
locations	
  shared	
  similar	
  responses.	
  	
  
	
  

	
  
Figure	
  17:	
  Interview	
  Results	
  of	
  Consumer	
  Product	
  Preferences	
  

After	
   interviewing	
   merchants,	
   the	
   team	
   found	
   that,	
   in	
   the	
   merchants’	
   opinion,	
   the	
  
consumers	
  were	
  much	
  more	
   attracted	
   to	
   the	
   style	
   and	
   trend	
   of	
   the	
   product,	
   than	
   to	
   the	
  
functionality,	
  as	
  shown	
  in	
  Figure	
  18.	
  After	
  the	
  team	
  discovered	
  this,	
  we	
  researched	
  ways	
  to	
  
assist	
   the	
   Cooperative	
   in	
   the	
   design	
   aspect	
   of	
   their	
   marketing	
   strategy.	
   Through	
   this	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
31	
  See	
  Appendix	
  P	
  for	
  tourist	
  interview	
  scripts	
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research,	
   the	
   team	
   sourced	
   the	
   Thailand	
   Cultural	
   Center	
   to	
   include	
   their	
   appealing	
   color	
  
combination	
  pallets	
  in	
  the	
  marketing	
  booklet	
  provided	
  to	
  the	
  women.32	
  

	
  	
  

	
  
Figure	
  18:	
  Merchant	
  Perspective	
  on	
  Reasons	
  for	
  Consumer	
  Attraction	
  to	
  Products	
  

	
  
6.	
  Conservation	
  and	
  promotion	
  of	
  culture	
  are	
  important	
  to	
  maintain	
  consumer	
  
attraction.	
  
From	
   researching	
   markets,	
   the	
   team	
   learned	
   that	
   it	
   is	
   important	
   to	
   identify	
   target	
  
consumers	
   in	
   order	
   to	
   effectively	
   sell	
   any	
   product	
   or	
   service.	
   This	
   is	
   consistent	
  with	
   our	
  
literature	
  research	
  on	
  developing	
  and	
  evaluating	
  marketing	
  strategies,	
  since	
  each	
  example	
  
mentioned	
   the	
   importance	
   of	
   establishing	
   the	
   consumer.	
   	
   The	
   team	
   interviewed	
   ten	
  
different	
   craft	
   merchants	
   in	
   Bangkok	
   and	
   Chiang	
   Mai	
   in	
   order	
   to	
   determine	
   the	
   main	
  
consumers	
  of	
  handicraft	
   items.	
   	
  When	
  posed	
  the	
  question,	
   “Who	
   is	
  your	
  main	
  consumer?”	
  
seven	
  of	
  the	
  ten	
  merchants	
  answered,	
  “Tourists.”33	
  Based	
  on	
  these	
  results	
  and	
  our	
  previous	
  
discussion	
  with	
  the	
  women	
  of	
  the	
  Cooperative,	
  it	
  was	
  confirmed	
  that	
  the	
  target	
  consumers	
  
were	
   tourists.	
  The	
   team	
   focused	
  on	
   tourists,	
  by	
   interviewing	
   them	
  about	
   their	
  purchasing	
  
behavior	
  in	
  order	
  to	
  better	
  understand	
  what	
  they	
  look	
  for	
  in	
  a	
  product.	
  	
  As	
  shown	
  in	
  Figure	
  
19,	
   tourists	
  purchased	
  handicraft	
   products	
  because	
  of	
   the	
   “Cultural	
   Significance”	
  more	
   so	
  
than	
  any	
  other	
  reason.	
  	
  One	
  tourist	
  interviewed	
  stated,	
  “The	
  reason	
  I	
  buy	
  crafts,	
  whether	
  it	
  
may	
   be	
   handcrafted	
   fabrics,	
   glasses,	
   or	
   clothing,	
   is	
   because	
   I	
   want	
   to	
   share	
   the	
   culture	
   I	
  
experience	
   with	
   my	
   loved	
   ones	
   back	
   home.	
   	
   I	
   also	
   want	
   something	
   that	
   can	
   help	
   me	
  
remember	
  where	
  I	
  once	
  was.”	
  	
  	
  	
  
	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
32	
  See	
  Appendix	
  X	
  for	
  Marketing	
  Booklet	
  
33	
  See	
  Appendix	
  N	
  for	
  results	
  of	
  merchant	
  surveys	
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Figure	
  19:	
  Tourists’	
  Attraction	
  to	
  Products	
  

Other	
   tourists	
  expressed	
  similar	
  appreciation	
  about	
   the	
  cultural	
  background	
  of	
  a	
  product.	
  
They	
   said	
   that	
   oftentimes	
   they	
   were	
   uncertain	
   of	
   where	
   a	
   product	
   was	
   made	
   and	
   were	
  
unaware	
  of	
  the	
  labor	
  and	
  techniques	
  required	
  to	
  produce	
  them.	
  The	
  team	
  found	
  that	
  these	
  
consumers	
   valued	
   information	
   cards	
   and	
   tags	
   that	
   informed	
   them	
   of	
   the	
   handmade	
  
products.	
   	
   Having	
   this	
   information	
  made	
   the	
   tourists	
  more	
   inclined	
   to	
   buy	
   the	
   products.	
  	
  
One	
  couple	
   interviewed	
  at	
  Chatuchak	
  Market	
  stated,	
   “If	
  we	
  saw	
  two	
  bags	
   in	
  a	
  market	
  and	
  
one	
  bag	
  had	
  information	
  about	
  who	
  made	
  the	
  product	
  and	
  the	
  methods	
  that	
  were	
  used	
  to	
  
produce	
  it,	
  we	
  would	
  choose	
  the	
  bag	
  with	
  the	
  information.”34	
  
	
  
This	
  finding	
  is	
  also	
  supported	
  through	
  our	
  observations	
  of	
  other	
  merchants.	
  The	
  team	
  found	
  
that	
  merchants	
  whom	
  had	
  some	
  form	
  of	
  product	
  promotion	
  did	
  not	
  express	
  difficulty	
  selling	
  
their	
   products	
   like	
   those	
   who	
   did	
   not	
   promote	
   their	
   products.	
   This	
   is	
   relevant	
   since	
   the	
  
target	
   consumers	
   are	
   tourists	
   who	
   are	
   more	
   attracted	
   to	
   cultural	
   significance,	
   as	
   stated	
  
previously	
  in	
  our	
  findings.	
  Figure	
  21	
  shows	
  the	
  different	
  advertising	
  and	
  promotional	
  tools	
  
used	
   by	
   merchants	
   to	
   increase	
   the	
   appeal	
   of	
   their	
   products	
   by	
   creating	
   an	
   emotional	
  
connection	
  with	
  the	
  consumer.	
  	
  	
  

	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
34	
  See	
  Appendix	
  Q	
  for	
  full	
  script	
  of	
  interview	
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Figure	
  20:	
  	
  Advertising	
  Tools	
  Used	
  by	
  Merchants	
  

The	
   Cooperative	
   members	
   of	
   Ban	
   Pang	
   Ung	
   Mhai	
   and	
   a	
   merchant	
   in	
   Doi	
   Pui	
   further	
  
confirmed	
  this	
  finding	
  by	
  providing	
  the	
  team	
  with	
  personal	
  insights	
  about	
  the	
  importance	
  of	
  
tradition.	
   	
   When	
   the	
   team	
   spoke	
   to	
   Ae	
   about	
   product	
   design,	
   she	
   mentioned	
   that	
   the	
  
Cooperative	
  members	
  have	
   continued	
   to	
   use	
   the	
   same	
   embroidery	
  patterns	
  because	
   they	
  
have	
  noticed	
  that	
  consumers	
  found	
  the	
  simple	
  flower	
  design	
  to	
  be	
  authentic	
  and	
  traditional	
  
for	
  Hmong	
  culture.	
  	
  She	
  said	
  that	
  consumers	
  expressed	
  interest	
  in	
  their	
  flower	
  and	
  elephant	
  
patterns,	
   which	
   are	
   unique	
   from	
   other	
   cooperatives.	
   Examples	
   of	
   these	
   two	
   embroidery	
  
patters	
  are	
  shown	
  in	
  Figure	
  21	
  and	
  Figure	
  22.	
  
	
  

	
  
Figure	
  21:	
  Flower	
  Pattern	
  

	
  
Figure	
  22:	
  Elephant	
  Pattern	
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A	
   craft	
   merchant	
   in	
   Doi	
   Pui	
   explained	
   to	
   the	
   team	
   how	
   her	
   village	
   had	
   been	
   struggling	
  
financially	
  after	
  turning	
  away	
  from	
  tradition.	
   	
  The	
  village	
  of	
  Doi	
  Pui	
  had	
  been	
  viewed	
  as	
  a	
  
tourist	
   attraction	
   that	
   provided	
   a	
   means	
   for	
   tourists	
   to	
   experience	
   tribal	
   culture.	
   The	
  
merchant	
  in	
  Doi	
  Pui	
  stated,	
  “Tradition	
  is	
  the	
  main	
  factor	
  that	
  attracted	
  tourists	
  to	
  visit	
  here	
  
and	
  take	
  a	
  picture.”	
  However,	
  in	
  order	
  to	
  keep	
  up	
  with	
  demands	
  from	
  increased	
  amounts	
  of	
  
tourism,	
  they	
  modernized	
  their	
  village	
  and	
  marketing	
  methods,	
  losing	
  what	
  tourists	
  saw	
  as	
  
the	
   community’s	
   cultural	
   identity	
   in	
   the	
   process.	
   	
   When	
   Doi	
   Pui	
   modernized,	
   its	
   craft	
  
merchants	
  stopped	
  producing	
  traditional	
  handicraft	
   items	
  and	
  began	
  assembling	
  products	
  
from	
  cloth	
  purchased	
  in	
  Chiang	
  Mai.	
  	
  The	
  village	
  experienced	
  a	
  significant	
  decrease	
  in	
  sales	
  
because	
   tourists	
   were	
   no	
   longer	
   interested	
   in	
   visiting	
   the	
   village.	
   The	
   craft	
   merchant	
  
followed	
   up	
   by	
   stating,	
   “Today	
   numbers	
   of	
   tourists	
   decrease	
   because	
   the	
   village	
   has	
  
changed	
  so	
  much.”35	
  	
  
	
  
Although	
   the	
   team	
   has	
   found	
   that	
   cultural	
   significance	
   and	
   emotional	
   background	
   are	
  
appealing	
  to	
  consumers,	
  we	
  would	
  like	
  to	
  note	
  that	
  a	
  limitation	
  to	
  this	
  finding	
  is	
  that	
  mass-­‐
production	
  may	
  still	
  affect	
  the	
  sales	
  of	
  traditional	
  handicraft	
  products.	
  	
  Since	
  our	
  fieldwork	
  
showed	
  that	
  forty	
  percent	
  of	
  tourist	
  consumers	
  said	
  “Cultural	
  Significance”	
  was	
  their	
  main	
  
attraction	
   to	
   the	
   product,	
   the	
   team	
   realizes	
   that	
   conserving	
   this	
   one	
   factor	
   will	
   not	
  
guarantee	
  customer	
  attraction.	
  For	
  example,	
  two	
  tourists	
  we	
  interviewed	
  said	
  that	
  the	
  low	
  
prices	
   and	
   convenience	
   of	
   finding	
   mass-­‐produced	
   items	
   has	
   led	
   them	
   to	
   buy	
   those	
   over	
  
products	
  in	
  which	
  they	
  knew	
  the	
  history.	
  	
  	
  
	
  
7.	
  Location	
  of	
  product	
  distribution	
  is	
  a	
  key	
  determinant	
  in	
  the	
  amount	
  and	
  frequency	
  
of	
  handicraft	
  sales.	
  	
  
Through	
  background	
  research	
  and	
  visits	
   to	
   the	
  villages	
  Doi	
  Pui	
  and	
  Doi	
  Khun	
  Chang	
  Kien,	
  
we	
  found	
  that	
  location	
  is	
  a	
  major	
  factor	
  in	
  selling	
  products.	
  Since	
  both	
  villages	
  are	
  located	
  
about	
   an	
   hour	
   outside	
   of	
   Chiang	
   Mai,	
   as	
   shown	
   in	
   Figure	
   27,	
   craft	
   merchants	
   in	
   these	
  
villages	
  do	
  not	
  experience	
  the	
  problem	
  of	
  limited	
  consumers	
  that	
  the	
  women’s	
  cooperative	
  
in	
   Ban	
   Pang	
   Ung	
   Mhai	
   faces.	
   	
   A	
   woman	
   selling	
   crafts	
   in	
   Doi	
   Khun	
   Chang	
   Kien	
   has	
  
encountered	
  very	
  few	
  problems	
  in	
  the	
  five	
  years	
  that	
  she	
  has	
  relied	
  on	
  embroidery	
  income.	
  	
  
Due	
  to	
  the	
  short	
  distance,	
  she	
  and	
  other	
  village	
  members	
  are	
  able	
  to	
  travel	
  to	
  Chiang	
  Mai	
  to	
  
sell	
   items	
  in	
  the	
  popular	
  weekend	
  markets;	
  which	
  is	
  a	
  luxury	
  that	
  the	
  women	
  of	
  Ban	
  Pang	
  
Ung	
   Mhai	
   do	
   not	
   have	
   since	
   they	
   are	
   five	
   hours	
   away	
   from	
   Chiang	
   Mai.	
   	
   The	
   merchant	
  
believes,	
  “Sunday	
  Market	
  at	
  Chiang	
  Mai	
  really	
  helps	
  increasing	
  the	
  sales.”	
  	
  Members	
  of	
  both	
  
villages	
  suggest	
  that	
  even	
  if	
  merchants	
  are	
  unable	
  to	
  go	
  to	
  Chiang	
  Mai,	
  tourists	
  pass	
  through	
  
the	
  village	
  often	
  enough	
  to	
  produce	
  sufficient	
  sales.	
   	
  Not	
  only	
  are	
   there	
  tourist	
  attractions	
  
close	
  by,	
  but	
  these	
  hill-­‐tribe	
  villages	
  are	
  also	
  stops	
  for	
  many	
  Chiang	
  Mai	
  day	
  tours.	
  	
  	
  	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
35	
  See	
  Appendix	
  K	
  for	
  full	
  script	
  of	
  interview	
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Figure	
  23:	
  Map	
  of	
  Area	
  Outside	
  of	
  Chaing	
  Mai	
  

Our	
  findings	
  led	
  us	
  to	
  the	
  development	
  of	
  physical	
  deliverables	
  to	
  assist	
  the	
  Cooperative	
  in	
  
Ban	
  Pang	
  Ung	
  Mhai	
  in	
  improving	
  their	
  business.	
  	
  

Deliverables	
  
Based	
   on	
   the	
   above	
   findings,	
   the	
   team	
   realized	
   the	
   importance	
   of	
   empowering	
   the	
  
Cooperative	
  with	
  marketing	
   knowledge,	
   as	
  well	
   as	
   promoting	
   their	
   business	
   in	
  ways	
   that	
  
would	
   attract	
   consumers.	
   This	
   section	
   explains	
   the	
   physical	
   deliverables	
   produced	
   in	
  
collaboration	
  with	
   the	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
   to	
   assist	
   them	
   in	
  establishing	
  a	
  
more	
   sustainable	
   craft	
   business.	
   The	
   four	
   deliverables	
   that	
   resulted	
   at	
   the	
   end	
   of	
   this	
  
project	
  were:	
  

1. marketing	
  strategy	
  booklet	
  
2. information	
  cards	
  and	
  tags	
  
3. picture	
  book	
  
4. product	
  portfolio	
  

Each	
  of	
  these	
  deliverables	
  is	
  explained	
  in	
  detail	
  in	
  the	
  following	
  sections.	
  	
  

1.	
  Marketing	
  Strategy	
  Booklet	
  
The	
  team	
  produced	
  an	
   informational	
  booklet	
  after	
  assessing	
  the	
  weaknesses	
   in	
  marketing	
  
strategy	
   knowledge	
   in	
   the	
   Cooperative.	
   The	
   purpose	
   of	
   this	
   booklet	
   was	
   to	
   educate	
   the	
  
women	
   about	
   the	
   4P’s	
   of	
   a	
   marketing	
   strategy,	
   including	
   product,	
   price,	
   place,	
   and	
  
promotion.	
   	
   It	
   provided	
   them	
  with	
   the	
   tools	
   necessary	
   to	
   create	
   a	
  more	
   sustainable	
   craft	
  
business.	
  As	
  stated	
  in	
  Finding	
  2,	
  the	
  women	
  were	
  excited	
  when	
  presented	
  with	
  components	
  
of	
   this	
   booklet	
   to	
   make	
   them	
   aware	
   of	
   ways	
   to	
   improve	
   their	
   marketing	
   strategy.	
   Some	
  
examples	
  of	
  its	
  components	
  are:	
  

• a	
  Return	
  on	
  Marketing	
  Investment	
  chart	
  to	
  assess	
  business	
  inputs	
  and	
  outputs	
  	
  
• a	
  guide	
  to	
  attractive	
  color	
  combinations	
  for	
  products	
  
• a	
  guide	
  for	
  pricing	
  methods	
  
• a	
  Self-­‐Evaluation	
  Chart	
  consisting	
  of	
  questions	
  to	
  be	
  used	
  to	
  evaluate	
  the	
  goals	
  of	
  the	
  

business	
  and	
  reflect	
  on	
  any	
  positive	
  or	
  negative	
  effects	
  to	
  promote	
  continuous	
  
improvement	
  

The	
   team	
   would	
   like	
   to	
   note	
   that	
   this	
   deliverable	
   is	
   one	
   that	
   can	
   be	
   utilized	
   to	
   benefit	
  
cooperatives	
  in	
  other	
  villages	
  in	
  similar	
  situations	
  to	
  Ban	
  Pang	
  Ung	
  Mhai.36	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
36	
  See	
  Appendix	
  X	
  for	
  complete	
  Marketing	
  Strategy	
  Booklet	
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2.	
  Information	
  Cards	
  and	
  Tags	
  
In	
   order	
   to	
  promote	
   the	
  Cooperative	
   and	
   their	
   products	
   in	
   different	
   shops	
   and	
   venues	
   to	
  
display	
  their	
  culture	
  and	
  attract	
  consumers,	
  as	
  shown	
  to	
  be	
  beneficial	
  for	
  sales	
  in	
  Finding	
  6,	
  
we	
  worked	
  with	
   the	
  women	
   to	
   produce	
  product	
   information	
   cards	
   and	
   tags.	
   These	
   items	
  
contain	
   the	
   Cooperative’s	
   name	
   and	
   symbol,	
   information	
   about	
   the	
   village	
   and	
   their	
  
business,	
   and	
  pictures	
   to	
   represent	
   their	
  work	
  and	
  products.	
   	
  The	
   cards	
   can	
  be	
  displayed	
  
beside	
  the	
  products	
  to	
  provide	
  the	
  consumer	
  with	
  an	
  emotional	
  connection	
  to	
  the	
  women	
  
and	
  their	
  products,	
  and	
  the	
  tags	
  can	
  be	
  attached	
  to	
  the	
  products	
  for	
  the	
  same	
  effect.	
  	
  Figure	
  
24	
  shows	
  both	
  sides	
  of	
  the	
  information	
  card37	
  and	
  Figure	
  25	
  shows	
  the	
  tags.38	
  
	
  

	
  

	
  
Figure	
  24:	
  Front	
  and	
  Back	
  Views	
  of	
  Information	
  Card	
  	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
37	
  See	
  Appendix	
  Z	
  for	
  closer	
  view	
  of	
  information	
  card	
  
38	
  See	
  Appendix	
  AA	
  for	
  closer	
  view	
  product	
  tag	
  

Embroidery 
Batik 

Fabric Dyeing 

!!
 Many agriculturally dependent communities in the hills of 

Thailand have been making handicraft products for thousands of years.  
When they are not tending to their farms, the women in the Hmong 
village of Pang Ung Mhai practice methods of embroidery, batik, and 
fabric dyeing.  In 2003, some of the women formed a cooperative and 
turned their hobby of traditional handcrafting into a business.  
 

 The women’s two main embroidery designs, the flower and 
elephant, have been part of the Hmong culture for centuries.  Aside from 
traditional embroidery, the cooperative specializes in batik, a fabric 
dyeing method that uses wax to create designs and patterns.  The women 
use tools that are unique to their village to draw the intricate designs 
onto white fabric using melted wax. 
 

 The Cooperative of Ban Pang Ung Mhai was formed to provide the 
women with an opportunity to come together and share ideas.  In 
addition to empowering the women and giving them a sense of pride in 
their work, a successful business provides supplemental income that 
helps increase their families’ standard of living and send more children 
in the village to school.  
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Figure	
  25:	
  Front	
  and	
  Back	
  of	
  Tag	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

3.	
  Product	
  Portfolio	
  
We	
   created	
   a	
   product	
   portfolio	
   to	
   allow	
   the	
  women	
   to	
   keep	
   track	
   of	
   the	
   history	
   of	
   their	
  
products,	
   as	
   well	
   as	
   give	
   them	
   a	
   means	
   to	
   display	
   their	
   products	
   to	
   consumers	
   and	
  
merchants	
   in	
   an	
   organized	
   fashion.	
   	
   The	
   portfolio	
   consists	
   of	
   photos	
   of	
   the	
   cooperative’s	
  
products,	
   as	
   well	
   as	
   the	
   name,	
   description,	
   and	
   features	
   of	
   each.	
   	
   	
   Since	
   we	
   found	
   that	
  
businesses	
  typically	
  wanted	
  to	
  see	
  examples	
  of	
  the	
  women’s	
  products,	
  the	
  women	
  can	
  bring	
  
this	
   portfolio	
   along	
  with	
   product	
   samples	
   to	
   various	
   shops	
   and	
   venues	
  when	
   looking	
   for	
  
different	
   distribution	
   channels	
   for	
   their	
   products	
   in	
   order	
   to	
   highlight	
   their	
   business	
   to	
  
merchants.	
   	
   	
  The	
  women	
  can	
  also	
  add	
  to	
  this	
  portfolio	
  as	
  they	
  create	
  new	
  products.	
  Figure	
  
26	
  shows	
  the	
  cover	
  of	
  the	
  portfolio.39	
  
	
  

	
  
Figure	
  26:	
  Cover	
  of	
  Product	
  Portfolio	
  

4.	
  Picture	
  Book	
  
The	
   purpose	
   of	
   creating	
   a	
   picture	
   book	
  was	
   to	
   display	
   the	
   village	
   of	
   Pang	
   Ung	
  Mhai,	
   the	
  
Hmong	
   culture,	
   and	
   the	
   work	
   of	
   the	
   women’s	
   cooperative.	
   It	
   contained	
   pictures	
   of	
   the	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
39	
  See	
  Appendix	
  Y	
  for	
  complete	
  portfolio	
  

The Cooperative of 
Ban Pang Ung Mhai 



	
   37	
  

village,	
   as	
   well	
   as	
   action	
   photos	
   of	
   the	
   women	
   in	
   the	
   Cooperative	
   producing	
   their	
  
handicrafts	
  in	
  order	
  to	
  promote	
  their	
  business,	
  like	
  those	
  in	
  Figure	
  27.	
  This	
  album	
  could	
  be	
  
placed	
   in	
  venues	
  next	
   to	
   the	
  Cooperative’s	
  products	
   to	
   advertise	
   to	
   consumers	
  where	
   the	
  
products	
  came	
  from	
  and	
  their	
  cultural	
  significance.	
  As	
  stated	
  in	
  Finding	
  6,	
  merchants	
  who	
  
had	
  the	
  most	
  promotional	
  tools	
  did	
  not	
  express	
  difficulty	
  in	
  the	
  sales	
  of	
  their	
  products.	
  This	
  
picture	
  book	
  will	
  give	
  the	
  Cooperative	
  another	
  way	
  to	
  publicize	
  their	
  work.40	
  	
  	
  
	
  

	
  
Figure	
  27:	
  Members	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  

We	
  presented	
   initial	
   ideas	
   for	
   these	
  deliverables	
   to	
   the	
  Cooperative	
   in	
   the	
   second	
  visit	
   to	
  
Ban	
   Pang	
   Ung	
   Mhai	
   and	
   used	
   participatory	
   action	
   research	
   to	
   discuss	
   what	
   the	
   women	
  
wanted	
  for	
  the	
  final	
  creations.	
  This	
  allowed	
  us	
  to	
  revise	
  the	
  ideas	
  and	
  finalize	
  them.	
  We	
  then	
  
presented	
  all	
  of	
  the	
  items	
  to	
  the	
  Cooperative	
  and	
  provided	
  them	
  with	
  recommendations	
  on	
  
utilizing	
   them.	
   Additional	
   recommendations	
   were	
   also	
   made	
   to	
   the	
   Cooperative	
   and	
   the	
  
Raks	
  Thai	
  Foundation.	
  All	
  of	
  these	
  recommendations	
  are	
  discussed	
  in	
  the	
  following	
  chapter.	
  	
  
	
  
	
   	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
40	
  See	
  Appendix	
  AB	
  for	
  more	
  examples	
  of	
  pictures	
  in	
  photo	
  book	
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CONCLUSIONS	
  AND	
  RECOMMENDATIONS	
  
Recommendations	
  
After	
   completing	
   our	
   objectives	
   and	
   analyzing	
   our	
   data	
   to	
   produce	
   findings	
   and	
  
deliverables,	
   the	
   team	
   developed	
   recommendations	
   for	
   the	
   Cooperative	
   of	
   Ban	
   Pang	
   Ung	
  
Mhai	
   and	
   the	
  Raks	
  Thai	
   Foundation,	
   as	
  well	
   as	
   recommendations	
   for	
   future	
  projects.	
   The	
  
team	
  made	
  suggestions	
  to	
  the	
  Cooperative	
  to	
  assist	
   them	
  in	
  developing	
  and	
  maintaining	
  a	
  
more	
   profitable	
   craft	
   business.	
   First,	
   the	
   team	
   suggested	
   ways	
   to	
   improve	
   the	
   women’s	
  
marketing	
  strategy	
  after	
  analyzing	
  the	
  findings	
  related	
  to	
  the	
  4P’s	
  (product,	
  price,	
  place,	
  and	
  
promotion).	
   Second,	
   the	
   team	
   made	
   recommendations	
   to	
   the	
   Raks	
   Thai	
   Foundation	
   for	
  
evaluating	
   the	
   initial	
   improved	
   marketing	
   strategy	
   and	
   its	
   potential	
   use	
   in	
   communities	
  
similar	
  to	
  Ban	
  Pang	
  Ung	
  Mhai,	
  as	
  well	
  as	
  recommendations	
  for	
  the	
  women	
  to	
  evaluate	
  their	
  
embroidery	
  business	
   to	
  promote	
  continuous	
   improvement	
  on	
  their	
  own.	
  Finally,	
   the	
   team	
  
provided	
   possible	
   ideas	
   for	
   the	
   continuation	
   of	
   this	
   project	
   or	
   future	
   projects	
   related	
   to	
  
issues	
  facing	
  agriculturally	
  dependent	
  communities	
  in	
  Thailand.	
  	
  

RECOMMENDATIONS	
  FOR	
  THE	
  COOPERATIVE	
  
We	
  recommend	
  that	
  the	
  women	
  be	
  mindful	
  of	
  consumer	
  product	
  preferences.	
  
Although	
   Finding	
   5	
   indicates	
   that	
   the	
   most	
   popular	
   products	
   purchased	
   by	
   the	
   main	
  
consumers	
  were	
  smaller	
   items,	
  consumers	
  also	
  showed	
  interest	
   in	
  other	
  products	
  besides	
  
small	
   bags	
   and	
   key	
   chains.	
   	
   Based	
   on	
   this	
   finding,	
   we	
   recommend	
   that	
   the	
   women	
   pay	
  
attention	
   to	
   consumer	
   interest	
   and	
   consider	
   expanding	
   their	
   products	
   to	
  more	
   than	
   just	
  
different	
  types	
  of	
  bags;	
  such	
  as	
  scarfs,	
  home	
  décor,	
  clothing,	
  or	
  dolls.	
  	
  
	
  
Since	
   one	
   of	
   the	
  women’s	
   products	
   is	
   a	
   laptop	
   case,	
  we	
   suggest	
   that	
   the	
  women	
   keep	
   in	
  
mind	
   the	
   dimensions	
   of	
   popular	
   electronic	
   devices	
   in	
   order	
   to	
   accommodate	
   a	
   variety	
   of	
  
products.	
  	
  Most	
  electronic	
  devices	
  fall	
  under	
  six	
  main	
  dimensional	
  categories:	
  smartphones,	
  
small	
  tablets,	
  large	
  tablets,	
  netbooks,	
  small	
  laptops,	
  and	
  large	
  laptops.	
  	
  	
  
	
  
For	
  visual	
  design,	
  the	
  team	
  suggests	
  utilizing	
  fabric	
  and	
  yarn	
  colors	
  that	
  complement	
  each	
  
other.	
  To	
  do	
  this,	
  the	
  women	
  should	
  refer	
  to	
  the	
  marketing	
  booklet	
  we	
  developed,	
  where	
  we	
  
give	
  examples	
  of	
  appealing	
  color	
  combinations	
  and	
   trends	
  based	
  on	
   information	
  gathered	
  
from	
  the	
  Thailand	
  Cultural	
  Design	
  Center	
  (TCDC).41	
  
	
  
We	
   recommend	
   that	
   the	
   women	
   continue	
   to	
   use	
   their	
   traditional	
   embroidery	
  
patterns	
  to	
  conserve	
  their	
  culture	
  and	
  maintain	
  consumer	
  attraction.	
  
Our	
  conversations	
  with	
  the	
  Cooperative	
  strongly	
  suggest	
  that	
  they	
  felt	
  that	
  portraying	
  their	
  
culture	
   in	
   their	
   products	
   was	
   important	
   to	
   the	
   unique	
   identity	
   of	
   their	
   business,	
   and	
  
maintaining	
  consumer	
  attraction.	
  	
  As	
  revealed	
  in	
  Finding	
  6,	
  consumers	
  appreciate	
  and	
  value	
  
the	
  tradition	
  and	
  culture	
  of	
  products.	
  	
  The	
  women’s	
  cooperative	
  in	
  Ban	
  Pang	
  Ung	
  Mhai	
  felt	
  
customers	
   preferred	
   the	
   traditional	
   look	
   of	
   the	
   flower	
   and	
   elephant	
   patterns,	
   as	
   it	
  
distinguishes	
  them	
  from	
  other	
  cooperatives’	
  work.	
  Also,	
  we	
  found	
  that	
  merchants	
  in	
  other	
  
villages	
   experienced	
   decreased	
   sales	
   and	
   tourist	
   attraction	
   after	
   modernizing	
   their	
  
products.	
   	
   Based	
   on	
   this,	
   we	
   recommend	
   that	
   the	
  women	
   continue	
   using	
   their	
   two	
  main	
  
handcrafted	
  designs	
   in	
  order	
   to	
   conserve	
   their	
   cultural	
   identity	
   through	
   their	
  products	
   to	
  
maintain	
  customer	
  attraction	
  and	
  increase	
  product	
  sales.	
  
	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
41	
  See	
  Appendix	
  X	
  for	
  Marketing	
  Booklet	
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We	
  recommend	
  that	
  the	
  women	
  distribute	
  their	
  products	
  in	
  main	
  tourist	
  attractions.	
  
Based	
   on	
   Finding	
   7,	
   developed	
   from	
   interviews	
   with	
   merchants	
   and	
   tourists,	
   it	
   was	
  
concluded	
   that	
   consumers	
   initially	
   visit	
   markets	
   and	
   venues	
   because	
   of	
   their	
   popular	
  
location.	
  The	
  remote	
  location	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  attracts	
  a	
  limited	
  number	
  of	
  consumers,	
  
which	
  hinders	
  the	
  ability	
  of	
  the	
  Cooperative	
  to	
  maintain	
  a	
  profitable	
  business.	
   In	
  addition,	
  
the	
  women	
   lack	
  the	
  time	
  necessary	
  to	
  sell	
   their	
  products	
  on	
  their	
  own	
  due	
  to	
  agricultural	
  
duties.	
   	
  Based	
  on	
  this,	
  the	
  team	
  recommends	
  that	
  the	
  women	
  seek	
  alternative	
  distribution	
  
channels	
  to	
  increase	
  the	
  sales	
  of	
  their	
  products.	
  We	
  suggest	
  starting	
  out	
  small	
  to	
  ensure	
  that	
  
they	
  are	
  able	
  to	
  keep	
  up	
  with	
  the	
  production	
  demand.	
  	
  
	
  
Also,	
  information	
  collected	
  from	
  visiting	
  different	
  stores	
  and	
  markets	
  showed	
  that	
  methods	
  
and	
   policies	
   for	
   selling	
   products	
   differ,	
   so	
   the	
  women	
   should	
   assess	
   the	
   feasibility	
   of	
   the	
  
different	
  options	
  before	
  committing.	
  	
  For	
  example,	
  the	
  cooperative	
  is	
  currently	
  under	
  a	
  trial	
  
period	
  with	
   the	
  Lofty	
  Bamboo	
   in	
  Bangkok.	
  Through	
  our	
  visits	
   to	
   the	
  shop,	
   there	
   is	
   strong	
  
suggestion	
   that	
   the	
  women’s	
   products	
  will	
   sell	
   based	
   on	
   the	
   shop’s	
   current	
   products	
   and	
  
their	
  means	
  of	
  promotion.	
  	
  The	
  team	
  recommends	
  that	
  the	
  women	
  complete	
  the	
  trial	
  period	
  
and	
  decide	
  if	
  they	
  would	
  like	
  to	
  continue	
  providing	
  products	
  to	
  this	
  venue.	
   	
  In	
  making	
  this	
  
decision,	
  the	
  women	
  should	
  consider	
  how	
  well	
  their	
  products	
  sell,	
  as	
  well	
  as	
  the	
  feasibility	
  
of	
   fulfilling	
  orders.	
  This	
   trial	
  will	
   allow	
   them	
   to	
  have	
  a	
  possible	
  option	
   for	
   future	
  product	
  
distribution	
  if	
  the	
  Lofty	
  Bamboo	
  feels	
  the	
  partnership	
  would	
  be	
  successful.	
  	
  
	
  
We	
   recommend	
   that	
   the	
   women	
   promote	
   their	
   products	
   and	
   village	
   by	
   using	
   the	
  
information	
  cards,	
  tags,	
  and	
  photo	
  books.	
  
Based	
   on	
   our	
   interviews	
   with	
   craft	
   merchants,	
   those	
   who	
   advertised	
   their	
   business	
   and	
  
products	
  had	
  less	
  difficulty	
  with	
  sales.	
  In	
  order	
  to	
  establish	
  a	
  more	
  profitable	
  business,	
  it	
  is	
  
suggested	
  that	
  the	
  women	
  advertise	
  their	
  business	
  to	
  add	
  value	
  to	
  their	
  products.	
  Finding	
  6	
  
indicates	
   that	
   tourists	
   are	
   the	
  main	
   consumers	
   of	
   craft	
   products,	
   and	
   that	
   they	
   are	
  more	
  
inclined	
   to	
   buy	
   products	
   with	
   cultural	
   significance.	
   	
   Therefore,	
   we	
   recommend	
   that	
   the	
  
women	
  advertise	
   their	
  culture	
  and	
  village	
  with	
   information	
  cards,	
  picture	
  books,	
  and	
  tags	
  
with	
   a	
   logo	
   for	
   their	
   business.	
   	
   Other	
   promotional	
   means	
   that	
   could	
   enhance	
   cultural	
  
significance	
   and	
   attract	
   more	
   consumers	
   towards	
   their	
   products	
   could	
   be	
   discussed	
  
amongst	
   the	
  women	
  of	
   the	
   cooperative	
  and	
  established	
   later.	
  The	
   team	
  also	
   recommends	
  
that	
   the	
  women	
  continue	
  developing	
  the	
  product	
  portfolio	
  we	
  started	
  for	
  them,	
  by	
  adding	
  
pictures	
  of	
  products	
  and	
  their	
  dimensions.	
  Through	
  our	
  own	
  experience	
  with	
  visiting	
  shops	
  
in	
   Bangkok	
   and	
   Chiang	
  Mai	
   to	
   find	
   the	
   feasibility	
   of	
   further	
   product	
   distribution	
   for	
   the	
  
cooperative,	
  we	
   concluded	
   that	
   venues	
  want	
   to	
   see	
  multiple	
   item	
   examples	
   to	
   assess	
   the	
  
type	
   and	
   quality	
   of	
   the	
   products.	
   	
   Therefore,	
   this	
   portfolio	
   could	
   be	
   brought	
   along	
   with	
  
product	
  samples	
  to	
  merchants	
  and	
  venues	
  when	
  seeking	
  other	
  means	
  of	
  distributing	
  their	
  
products.	
  	
  
	
  
We	
  recommend	
  that	
  the	
  women	
  analyze	
  the	
  marketing	
  strategies	
  of	
  other	
  merchants.	
  
Through	
  conversations	
  with	
  the	
  women	
  of	
  the	
  Cooperative,	
  there	
  was	
  strong	
  evidence	
  that	
  
the	
  women	
  had	
  little	
  understanding	
  of	
  markets	
  outside	
  of	
  their	
  village.	
  They	
  were	
  excited	
  to	
  
gain	
  such	
  knowledge	
  when	
  the	
  team	
  talked	
  with	
  the	
  women	
  about	
  the	
  4P’s	
  of	
  a	
  marketing	
  
strategy	
   and	
   shared	
   the	
   results	
   of	
   our	
   consumer	
   and	
   merchant	
   interviews.	
   As	
   stated	
   in	
  
Finding	
  2,	
  Ae,	
  the	
  cooperative	
  leader	
  said,	
  “This	
  is	
  very	
  beneficial	
  for	
  us	
  because	
  if	
  someone	
  
teaches	
   this	
   information	
   to	
   us,	
   we	
   can	
   understand	
   more	
   about	
   marketing	
   and	
   what	
   is	
  
happening	
  in	
  the	
  outside	
  world.”	
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The	
   techniques	
   used	
   by	
   the	
   team	
   to	
   gather	
   the	
   information	
   presented	
   to	
   the	
  women	
   are	
  
ones	
   that	
   can	
   also	
   be	
   used	
   by	
   the	
   women	
   themselves	
   in	
   the	
   future.	
   Therefore,	
   we	
  
recommend	
   that	
   the	
  women	
  of	
   the	
  Cooperative	
  use	
   the	
   same	
   techniques	
  on	
   their	
   own	
   to	
  
gain	
   insight	
   from	
   other	
   merchants	
   in	
   order	
   to	
   get	
   ideas	
   for	
   their	
   own	
   business.	
   These	
  
techniques	
  can	
  be	
  found	
  in	
  the	
  Marketing	
  Booklet	
  provided	
  for	
  the	
  cooperative.42	
  	
  With	
  the	
  
knowledge	
   that	
   the	
   team	
   gathered	
   through	
   simply	
   talking	
   to	
   people	
   throughout	
   these	
  
venues,	
   the	
   team	
   concludes	
   that	
   the	
  women	
  would	
   benefit	
   from	
   collaborating	
  with	
   other	
  
craft	
  merchants.	
  	
  
	
  
We	
  recommend	
  that	
  the	
  women	
  routinely	
  evaluate	
  their	
  business	
  for	
  improvement.	
  
Through	
  the	
  methods	
  of	
  this	
  project,	
  the	
  women	
  were	
  educated	
  on	
  the	
  purpose	
  and	
  benefits	
  
of	
   evaluating	
   their	
   market.	
   Our	
   research	
   from	
   marketing	
   literature	
   and	
   analysis	
   of	
  
techniques	
  used	
  by	
  other	
  merchants	
  showed	
  that	
  in	
  order	
  to	
  improve	
  a	
  business,	
  merchants	
  
should	
  continually	
  assess	
  all	
  aspects	
  of	
  their	
  marketing	
  strategy.	
  The	
  team	
  suggests	
  that	
  the	
  
women	
   utilize	
   the	
   tools	
   provided	
   to	
   them	
   in	
   the	
  marketing	
   strategy	
   booklet	
   we	
   created,	
  
which	
   includes	
   specific	
   routine	
   self-­‐assessment	
  methods,	
   specifically	
   relating	
   to	
   sales	
   and	
  
distribution,	
  customer	
  satisfaction,	
  and	
  effects	
  on	
  their	
   family	
  and	
  community.	
   	
  Being	
  able	
  
to	
  effectively	
  analyze	
   their	
  work	
  and	
  make	
   improvements	
   to	
   their	
  business	
  will	
  empower	
  
the	
  women	
  by	
  allowing	
  them	
  to	
  maintain	
  success	
  on	
  their	
  own	
  in	
  the	
  future.	
  
	
  
From	
  initial	
  conversations	
  with	
  women	
  in	
  the	
  Cooperative	
  and	
  insight	
   from	
  the	
  Raks	
  Thai	
  
Foundation,	
  the	
  team	
  found	
  that	
  the	
  women	
  have	
  little	
  time	
  off	
  from	
  their	
  agricultural	
  and	
  
family	
   duties.	
   Therefore,	
   we	
   concluded	
   that	
   it	
   is	
   important	
   for	
   the	
   women	
   to	
   take	
   their	
  
embroidery	
   business	
   only	
   as	
   far	
   as	
   they	
   feel	
   necessary	
   without	
   affecting	
   their	
   normal	
  
lifestyle.	
  Since	
  Finding	
  1	
  shows	
  that	
   the	
  village	
  does	
  not	
  need	
  the	
  extra	
   income	
  to	
  survive	
  
and	
  the	
  embroidery	
  business	
  is	
  an	
  enjoyable	
  pastime	
  used	
  to	
  create	
  a	
  better	
  quality	
  of	
  life,	
  
we	
   suggest	
   the	
   women	
   continuously	
   assess	
   the	
   positive	
   and	
   negatives	
   affects	
   that	
   their	
  
business	
  has	
  on	
  their	
  lives.	
  	
  If	
  the	
  women	
  feel	
  the	
  business	
  is	
  too	
  taxing	
  on	
  themselves	
  and	
  
their	
   families	
   and	
   disrupting	
   their	
   culture	
   and	
   daily	
   lives,	
   we	
   suggest	
   that	
   they	
   stop	
   and	
  
examine	
  the	
  cause	
  of	
  the	
  stress,	
  and	
  how	
  it	
  can	
  be	
  changed	
  to	
  become	
  pleasant	
  again.	
  

RECOMMENDATIONS	
  FOR	
  RAKS	
  THAI	
  FOUNDATION	
  
We	
   recommend	
   that	
   the	
   Raks	
   Thai	
   Foundation	
   evaluate	
   the	
   effectiveness	
   of	
   the	
  
implemented	
  strategy	
  so	
  that	
  it	
  can	
  be	
  utilized	
  to	
  benefit	
  other	
  communities.	
  
Due	
  to	
  time	
  constraints,	
  our	
  team	
  was	
  not	
  able	
  to	
  perform	
  a	
  complete	
  evaluation	
  of	
  whether	
  
or	
  not	
  our	
  methods	
  would	
  be	
  beneficial	
   in	
  enabling	
   the	
  Cooperative	
   to	
  continue	
  using	
   the	
  
gained	
  knowledge	
  and	
  tools	
   to	
   improve	
  their	
  business	
  and	
  maintain	
  success	
   in	
  the	
   future.	
  	
  
Since	
   the	
   Raks	
   Thai	
   Foundation	
   will	
   remain	
   in	
   contact	
   with	
   the	
   Cooperative,	
   the	
   team	
  
recommends	
   the	
   Raks	
   Thai	
   Foundation	
   periodically	
   interview	
   the	
  women	
   to	
   analyze	
   the	
  
effects	
  of	
  our	
  methods	
  and	
  the	
  implemented	
  strategy	
  to	
  determine	
  if	
  the	
  goals	
  of	
  the	
  project	
  
were	
  met.	
  We	
  suggest	
  that	
  the	
  Raks	
  Thai	
  Foundation	
  assess	
  the	
  strengths	
  and	
  weaknesses	
  
of	
  the	
  strategy	
  based	
  on	
  the	
  answers	
  to	
  the	
  women’s	
  Self	
  Evaluation	
  Chart	
  in	
  order	
  to	
  alter	
  
it	
  and	
  increase	
  its	
  effectiveness.43	
  	
  
	
  
Our	
  findings	
  indicate	
  that	
  there	
  are	
  many	
  villages	
  in	
  Northern	
  Thailand	
  in	
  situations	
  similar	
  
to	
  the	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai.	
  	
  Therefore,	
  the	
  team	
  created	
  this	
  strategy	
  and	
  the	
  
deliverables	
  with	
  the	
  intention	
  of	
   it	
  being	
  utilized	
  by	
  other	
  communities,	
  regardless	
  of	
  the	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
42	
  See	
  Appendix	
  X	
  for	
  the	
  Marketing	
  Booklet	
  
43	
  See	
  Appendix	
  W	
  for	
  the	
  Marketing	
  Evaluation	
  Chart	
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type	
   of	
   business.	
   	
   However,	
   because	
   of	
   time	
   constraints,	
   we	
   do	
   not	
   know	
   how	
   well	
   our	
  
methods	
  will	
  work	
   in	
  other	
  communities.	
   	
  We	
  recommend	
   that	
   the	
  Raks	
  Thai	
  Foundation	
  
improve	
  the	
  marketing	
  strategy	
  based	
  on	
  the	
  results	
  from	
  Ban	
  Pang	
  Ung	
  Mhai,	
  and	
  use	
  it	
  to	
  
benefit	
  similar	
  communities	
  in	
  Thailand.	
  	
  

RECOMMENDATIONS	
  FOR	
  FUTURE	
  PROJECTS	
  	
  
We	
  recommend	
   that	
   the	
  Raks	
  Thai	
  Foundation	
  sponsor	
  a	
  project	
   to	
   implement	
  and	
  
assess	
  the	
  effectiveness	
  of	
  our	
  marketing	
  strategy	
  in	
  other	
  villages	
  in	
  Thailand.	
  
Since	
   the	
   improved	
  marketing	
  strategy	
  was	
  created	
  with	
   the	
   intention	
  of	
  being	
  applied	
   to	
  
other	
   villages	
   in	
   similar	
   situations	
   to	
   the	
   Hmong	
   women’s	
   cooperative	
   in	
   Ban	
   Pang	
   Ung	
  
Mhai,	
   the	
   team	
  recommends	
  a	
   future	
  project	
  with	
   the	
  Raks	
  Thai	
  Foundation	
   to	
  assess	
   the	
  
effectiveness	
  of	
  our	
  marketing	
  strategy	
  and	
  methods	
   in	
  other	
  villages.	
   	
  The	
  project	
  would	
  
involve	
   following	
  the	
  methods	
  we	
  used	
  with	
   the	
  Cooperative	
   to	
   implement	
  our	
  marketing	
  
strategy	
  in	
  other	
  villages	
  and	
  evaluating	
  its	
  effects.	
  	
  	
  	
  
	
  
We	
   recommend	
   a	
   project	
   assessing	
   the	
   problem	
   of	
   “slash-­‐and-­‐burn”	
   techniques	
   in	
  
agriculturally	
  dependent	
  communities.	
  
During	
   our	
   site	
   visits	
   to	
   Ban	
   Pang	
   Ung	
  Mhai	
   and	
   other	
   local	
   villages,	
   we	
   were	
   informed	
  
about	
   the	
   agricultural	
   technique	
   of	
   “slash-­‐and-­‐burn”	
   employed	
   in	
   Northern	
   Thailand,	
   as	
  
mentioned	
   in	
   Background	
   Section	
   2.1.1.	
   This	
   technique	
   consists	
   of	
   the	
   farmers	
   burning	
  
leftover	
  crops	
  and	
  plots	
  of	
  land	
  that	
  are	
  unable	
  to	
  be	
  consumed	
  or	
  utilized.	
  This	
  has	
  proven	
  
to	
  be	
  a	
  serious	
  health	
  hazard	
  to	
  residents	
  in	
  these	
  areas,	
  as	
  community	
  members	
  expressed	
  
there	
  are	
  often	
  warnings	
  to	
  avoid	
  visiting	
  because	
  of	
  the	
  risk	
  of	
  high	
  smoke	
  inhalation.	
  We	
  
suggest	
   a	
   further	
   project	
   could	
   be	
   to	
   assess	
   these	
   “slash-­‐and-­‐burn”	
   techniques	
   in	
  
agriculturally	
   dependent	
   villages	
   in	
   Northern	
   Thailand	
   and	
   to	
   investigate	
   safer	
   ways	
   of	
  
clearing	
  land	
  and	
  disposing	
  of	
  excess	
  crops.	
  	
  
	
  
Finding	
   2	
   may	
   be	
   relevant	
   to	
   this	
   project,	
   as	
   the	
   team	
   can	
   assume	
   that	
   educating	
   these	
  
community	
  members	
  will	
  empower	
  them	
  towards	
  a	
  healthier	
  lifestyle.	
  	
  

Conclusions	
  
The	
  goal	
  of	
  this	
  project	
  was	
  to	
  empower	
  the	
  women’s	
  cooperative	
  in	
  Ban	
  Pang	
  Ung	
  Mhai	
  by	
  
promoting	
  skills	
  for	
  improving	
  a	
  marketing	
  strategy	
  in	
  order	
  to	
  establish	
  a	
  more	
  profitable	
  
craft	
  business.	
  	
  The	
  focus	
  of	
  this	
  project	
  was	
  on	
  empowerment,	
  an	
  important	
  component	
  of	
  
the	
  Raks	
  Thai	
  Foundation’s	
  mission	
  to	
  create	
  “a	
  civil	
  society	
  with	
   improved	
  quality	
  of	
   life,	
  
rights	
   and	
   equality	
   where	
   people	
   determine	
   their	
   own	
   destinies	
   and	
   development	
   is	
  
sustainable.”	
   	
  Women	
   in	
  many	
   rural	
   and	
   traditional	
   communities	
   are	
   typically	
   viewed	
   as	
  
having	
  a	
  secondary	
  status	
  to	
  the	
  men.	
  	
  Through	
  the	
  use	
  of	
  participatory	
  action	
  research,	
  we	
  
enabled	
  these	
  women	
  to	
  gain	
  the	
  skills	
  and	
  knowledge	
  necessary	
  to	
  improve	
  their	
  business	
  
on	
  their	
  own	
  in	
  the	
  future.	
  	
  Through	
  the	
  success	
  of	
  their	
  business	
  and	
  the	
  ability	
  to	
  provide	
  
additional	
   income	
   for	
   their	
   families	
   to	
   improve	
   their	
   quality	
   of	
   life,	
   the	
   women	
  will	
   find	
  
pride	
  in	
  their	
  work	
  and	
  in	
  themselves.	
  	
  
	
  
	
   	
  



	
   42	
  

REFERENCES	
  
	
  
"Agriculture	
  &	
  Rural	
  Development."	
  The	
  World	
  Bank:	
  Working	
  for	
  a	
  World	
  Free	
  of	
  Poverty.	
  	
  
The	
  World	
  Bank	
  Group,	
  2013.	
  Web.	
  07	
  Feb.	
  2013.	
  
Amelia,	
  G.	
  (2006).	
  Despair	
  takes	
  toll	
  on	
  Indian	
  cotton	
  farmers:	
  3	
  Edition,	
  International	
  

Herald	
  Tribune,	
  p.	
  2.	
  	
  
Anonymous.	
  (2004).	
  Monsanto	
  faces	
  seeds	
  lawsuit.	
  European	
  Chemical	
  News,	
  81(2111),	
  6-­‐6.	
  	
  
Baker,	
  C.	
  (2013).	
  Fighting	
  poverty	
  with	
  education;	
  hope	
  for	
  breaking	
  the	
  cycle	
  of	
  multi-­‐

generational	
  poverty	
  |	
  Deseret	
  News,	
  Deseret	
  News.	
  Retrieved	
  from	
  
http://www.deseretnews.com/article/765613268/Fighting-­‐poverty-­‐with-­‐
education-­‐hope-­‐for-­‐breaking-­‐the-­‐cycle-­‐of-­‐multi-­‐generational-­‐poverty.html?pg=all	
  

Becvar,	
  K.	
  M.	
  (2008).	
  Knowledge	
  as	
  a	
  Marketing	
  Strategy:	
  Cultural	
  information	
  and	
  ethnic	
  
crafts	
  in	
  the	
  retail	
  environment.	
  (Dissertation/Thesis),	
  University	
  of	
  California,	
  San	
  
Diego.	
  	
  

Binns,	
  T.,	
  &	
  Nel,	
  E.	
  (2002).	
  Tourism	
  as	
  a	
  Local	
  Development	
  Strategy	
  in	
  South	
  Africa.	
  The	
  
Geographical	
  Journal,	
  168(3),	
  235-­‐247.	
  doi:	
  10.2307/3451338	
  

Brandth,	
  B.,	
  &	
  Haugen,	
  M.	
  S.	
  (2010).	
  Doing	
  Farm	
  Tourism:	
  The	
  Intertwining	
  Practices	
  of	
  
Gender	
  and	
  Work.	
  Signs:	
  Journal	
  of	
  Women	
  in	
  Culture	
  and	
  Society,	
  35(2),	
  425-­‐446.	
  
doi:	
  10.1086/605480	
  

Costa,	
  A.	
  M.	
  (2006).	
  Opium	
  Poppy	
  Cultivation	
  in	
  the	
  Golden	
  Triangle:	
  Lao	
  PDR,	
  Myanmar,	
  
Thailand.	
  

Creates,	
  M.	
  (2010).	
  Hill	
  Tribes/Indigenous	
  People:	
  Particular	
  issues	
  for	
  the	
  Hill	
  Tribes	
  in	
  
Thailand.	
  from	
  http://thaifreedomhouse.org/about-­‐us/hill-­‐tribes-­‐indigenous-­‐
people/	
  

Crooker,	
  R.	
  A.	
  (1988).	
  Forces	
  of	
  Change	
  in	
  the	
  Thailand	
  Opium	
  Zone.	
  Geographical	
  Review,	
  
78(3),	
  241-­‐256.	
  	
  

Developing	
  Marketing	
  Strategies.	
  (2012).	
  Small	
  Business	
  NSW.	
  from	
  
http://www.smallbiz.nsw.gov.au/start/marketing/pages/settingmarketinggoals.as
px	
  

Emami,	
  A.,	
  Bolandnazar,	
  A.,	
  &	
  Sadighi,	
  M.	
  (2011).	
  Required	
  activities	
  before	
  participatory	
  
rural	
  appraisal	
  (PRA).	
  LIFE	
  SCIENCE	
  JOURNAL-­‐ACTA	
  ZHENGZHOU	
  UNIVERSITY	
  
OVERSEAS	
  EDITION,	
  8(3),	
  102-­‐107.	
  	
  

Foundation,	
  R.	
  T.	
  (2006).	
  Raks	
  Thai	
  Foundation.	
  	
  	
  Retrieved	
  December,	
  2012,	
  from	
  
http://www.raksthai.org/eng/aboutus/vision.php	
  

Ghorbani,	
  E.	
  (2011).	
  Comparing	
  Participatory	
  Rural	
  Appraisal	
  (PRA)	
  and	
  Rapid	
  Rural	
  
Appraisal	
  (RRA)	
  Methods	
  in	
  Rural	
  Research.	
  Life	
  science	
  journal,	
  8(3),	
  1.	
  	
  

Kaeru,	
  J.	
  (2005).	
  Padong	
  Long	
  Neck.	
  from	
  
http://www.azuretours.com/hilltribe_longneck.htm	
  

Kean,	
  R.	
  C.,	
  Niemeyer,	
  S.,	
  &	
  Miller,	
  N.	
  J.	
  (1996).	
  Competitive	
  strategies	
  in	
  the	
  craft	
  product	
  
retailing	
  industry.	
  Journal	
  of	
  Small	
  Business	
  Management.	
  	
  

Lofty	
  Bamboo.	
  (2012).	
  from	
  http://www.loftybamboo.com/#!__home/about-­‐us	
  
Long,	
  L.	
  A.	
  (2008).	
  Contemporary	
  Women’s	
  Roles	
  through	
  Hmong,	
  Vietnamese,	
  and	
  

American	
  Eyes.	
  Frontiers:	
  Journal	
  of	
  Women's	
  Studies,	
  29(1).	
  	
  
Manktelow	
  ,	
  J.,	
  &	
  Carlson,	
  A.	
  (1996).	
  The	
  Marketing	
  Mix	
  and	
  4	
  Ps.	
  from	
  

http://www.mindtools.com/pages/article/newSTR_94.htm	
  	
  
Manktelow	
  ,	
  J.,	
  &	
  Carlson,	
  A.	
  (1996).	
  SWOT	
  Analysis.	
  from	
  

http://www.mindtools.com/pages/article/newTMC_05.htm	
  
Miller,	
  C.,	
  &	
  Razavi,	
  S.	
  (1995).	
  From	
  WID	
  to	
  GAD:	
  Conceptual	
  Shifts	
  in	
  the	
  Women	
  and	
  

Development	
  Discourse:	
  United	
  Nations	
  Research	
  Institute	
  for	
  Social	
  Development.	
  



	
   43	
  

Millett,	
  S.	
  (2002).	
  The	
  Hmong	
  of	
  Southeast	
  Asia:	
  Lerner	
  Publications	
  Company.	
  
Paley,	
  N.,	
  &	
  Ebrary	
  Academic,	
  C.	
  (2008).	
  The	
  Marketing	
  Strategy	
  Desktop	
  Guide.	
  Herndon:	
  

Stylus	
  Publishing,	
  LLC	
  [Distributor].	
  
Phelan,	
  C.,	
  &	
  Sharpley,	
  R.	
  (2012).	
  Exploring	
  entrepreneurial	
  skills	
  and	
  competencies	
  in	
  farm	
  

tourism.	
  doi:	
  10.1177/0269094211429654	
  
Rönning,	
  A.,	
  &	
  Ericson,	
  E.	
  (2008).	
  Sustainable	
  Tourism	
  Development	
  in	
  Cambodia	
  :	
  A	
  report	
  

about	
  positive	
  and	
  negative	
  effects	
  of	
  international	
  tourism.	
  SE:	
  Karlstad	
  University,	
  
Faculty	
  of	
  Social	
  and	
  Life	
  Sciences.	
  

Thai	
  Tribal	
  Crafts	
  Fair	
  Trade	
  Co.,Ltd.	
  (2013).	
  from	
  http://ttcrafts.co.th/	
  
Tourism	
  Trends	
  and	
  Marketing	
  Strategies	
  UNWTO.	
  (2013).	
  from	
  

http://mkt.unwto.org/en/barometer	
  
UNESCO	
  Institute	
  for	
  Statistics:Data	
  to	
  Make	
  a	
  Difference.	
  (2013).	
  Available	
  from	
  United	
  

Nations	
  Educational,	
  Scientific,	
  and	
  Cultural	
  Organization	
  	
  	
  
http://www.uis.unesco.org/Pages/default.aspx	
  

Visitors	
  are	
  good	
  for	
  you.	
  (1989,	
  1989/03/11/).	
  The	
  Economist	
  (US),	
  310,	
  19+.	
  
WFTO.	
  (2013).	
  from	
  http://www.wfto.com/	
  
Women	
  in	
  Agriculture:	
  Closing	
  the	
  gender	
  gap	
  for	
  development.	
  (2010).	
  In	
  J.	
  Skoet	
  (Ed.),	
  

The	
  State	
  of	
  Food	
  and	
  Agriculture	
  2010-­‐11.	
  
	
  
	
   	
  



	
   44	
  

APPENDIX	
  	
  
Appendix	
  A:	
  Summary	
  of	
  Conversation	
  with	
  Khun	
  Visit	
  
We	
  asked	
  Khun	
  Visit	
  about	
  any	
  significant	
  agricultural	
  challenges	
  communities	
   face	
   in	
  the	
  
North.	
  	
  He	
  went	
  on	
  to	
  tell	
  us	
  a	
  story	
  about	
  opium	
  farming	
  and	
  the	
  impacts	
  of	
  its	
  banishment.	
  	
  
He	
   told	
   the	
   team	
   that	
   for	
   a	
   long	
   time,	
   opium	
   crops	
   provided	
   farming	
   communities	
   in	
   the	
  
North	
  with	
  substantial	
   income.	
   	
   It	
  seemed	
  as	
  if	
  all	
   farmers	
  in	
  Northern	
  Thailand	
  grew	
  and	
  
harvested	
  opium	
  until	
   the	
  government	
  banned	
  opium	
  crops.	
   	
  He	
  continued	
  on	
   to	
   say	
   that	
  
this	
   left	
   farmers	
   in	
   a	
   really	
   poor	
   situation	
   financially.	
   	
   Their	
   whole	
   lives	
   had	
   been	
   spent	
  
depending	
  on	
  this	
  craft	
  crop,	
  and	
  it	
  was	
  pulled	
  out	
  from	
  under	
  them.	
  	
  Farmers	
  were	
  forced	
  
to	
  seek	
  alternative	
  crops	
  for	
  income,	
  but	
  this	
  took	
  some	
  time	
  as	
  their	
  fields	
  were	
  prepared	
  
for	
  opium.	
  	
  Some	
  large	
  produce	
  companies	
  came	
  in	
  to	
  help	
  the	
  farmers	
  start	
  over	
  with	
  other	
  
produce.	
   	
   The	
   companies	
   supplied	
   the	
   seeds	
   and	
   tools	
   necessary	
   to	
   begin	
   harvesting	
  
tomatoes,	
  corn,	
  cabbage,	
  potatoes,	
  and	
  more.	
  	
  Groups	
  from	
  all	
  over	
  the	
  north	
  received	
  help	
  
including	
   the	
   Hmong,	
   Akha,	
   and	
   other	
   hill	
   tribes.	
   	
   Khun	
   Visit	
   said	
   things	
  were	
   fine	
   for	
   a	
  
while	
   since	
   communities	
   were	
   happy	
   to	
   have	
   found	
   an	
   alternative	
   to	
   opium	
   crops.	
  	
  
However,	
   the	
   companies	
   controlled	
   everything.	
   	
   Farmers	
   were	
   able	
   to	
   sell	
   some	
   of	
   the	
  
harvested	
   crops	
   in	
   the	
   local	
   markets,	
   but	
   the	
   majority	
   of	
   sales	
   were	
   dedicated	
   to	
   the	
  
company	
   buying	
   back	
   their	
   produce.	
   	
   According	
   to	
   Khun	
   Visit,	
   the	
   companies	
   took	
  
advantage	
  of	
  the	
  farmers	
  and	
  bought	
  their	
  crops	
  at	
  very	
  low	
  prices	
  since	
  the	
  famers	
  could	
  
not	
   depend	
   on	
   market	
   sales	
   for	
   income	
   and	
   therefore	
   had	
   no	
   other	
   options.	
   	
   Most	
  
communities	
  were	
  able	
  to	
  still	
  make	
  a	
  stable	
  living,	
  but	
  some	
  experienced	
  some	
  hardships.	
  	
  
He	
  continued	
  suggesting	
  that	
  being	
  a	
  farmer	
  in	
  Thailand	
  can	
  be	
  very	
  difficult	
  to	
  begin	
  with	
  
there	
  are	
  many	
  problems.	
  
	
  
One	
   other	
   problem	
   facing	
   farmers	
   in	
   Northern	
   Thailand	
   that	
   Khun	
   Visit	
   discussed	
  
concerned	
   the	
   disposal	
   and	
   clearing	
   of	
   crops.	
   	
   In	
   Thailand,	
  much	
   like	
  many	
   other	
   places	
  
globally,	
  it	
  is	
  illegal	
  to	
  cut	
  down	
  and	
  burn	
  trees	
  in	
  order	
  to	
  create	
  an	
  area	
  for	
  farming;	
  this	
  
method	
   is	
   commonly	
   known	
   as	
   “slash-­‐and-­‐burn.”	
   	
   Reasons	
   for	
   its	
   illegality	
   is	
   due	
   to	
   the	
  
harm	
   the	
   fire	
   does	
   to	
   the	
   soil,	
   as	
  well	
   as	
   the	
   negative	
   impacts	
   the	
   smoke	
   and	
   clearing	
   of	
  
trees	
  has	
  on	
  the	
  environment.	
  	
  Khun	
  Visit	
  says	
  that	
  farmers	
  do	
  not	
  utilize	
  these	
  techniques,	
  
but	
  similar	
  methods	
  are	
  used	
  to	
  get	
  rid	
  of	
  excess	
  crops	
  that	
  are	
  just	
  as	
  harmful.	
  	
  Farmers	
  in	
  
the	
  area	
  are	
  quite	
  unaware	
  of	
  composting	
  methods.	
   	
  Khun	
  Visit	
  seemed	
  to	
  understand	
  the	
  
basics	
   of	
   what	
   composting	
   does,	
   but	
   is	
   very	
   unsure	
   of	
   how	
   to	
   implement	
   compositing	
  
strategies;	
  he	
  says	
  most	
  famers	
  have	
  a	
  similar	
  lack	
  of	
  knowledge.	
  	
  So,	
  in	
  order	
  to	
  get	
  rid	
  of	
  
harvest	
  waste,	
   large	
  piles	
   extra	
  plants,	
   stalks,	
   and	
  weeds	
   are	
   set	
   on	
   fire.	
   	
   Sometimes,	
   this	
  
strategy	
   leads	
   to	
   trees	
   and	
   surrounding	
   land	
   catching	
   on	
   fire,	
   resulting	
   in	
   an	
   accidental	
  
slash-­‐and-­‐burn	
   situation.	
   	
   The	
   real	
   problem	
   with	
   burning	
   potential	
   compost	
   piles	
   is	
   the	
  
dangerous	
   air	
   conditions	
   it	
   produces.	
   	
   After	
   harvest,	
   so	
   many	
   farming	
   communities	
   are	
  
setting	
  fires	
  that	
  the	
  air	
  becomes	
  toxic	
  to	
  breathe.	
  	
  	
  	
  According	
  to	
  Khun	
  Visit,	
  warning	
  signs	
  
are	
   put	
   up	
   in	
   the	
   north	
   discouraging	
   people	
   from	
   travelling	
   there	
   unless	
   completely	
  
necessary.	
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Appendix	
  B:	
  Summary	
  of	
  Initial	
  Visit	
  with	
  the	
  Raks	
  Thai	
  Foundation	
  
During	
  our	
  first	
  meeting	
  with	
  the	
  team	
  sponsor,	
  the	
  Raks	
  Thai	
  Foundation,	
  the	
  Thai	
  
students	
  presented	
  our	
  initial	
  proposal.	
  	
  Then	
  discussion	
  took	
  place	
  to	
  clarify	
  the	
  project	
  
goals.	
  	
  Conversations	
  took	
  place	
  in	
  Thai	
  and	
  were	
  then	
  translated	
  into	
  English.	
  	
  The	
  
following	
  passages	
  are	
  summaries	
  of	
  the	
  first	
  meeting’s	
  main	
  topics.	
  	
  	
  

About	
  the	
  Village	
  Members	
  
Good	
  news!	
  There	
  are	
  some	
  women	
  in	
  the	
  cooperative	
  that	
  speak	
  Thai!	
  All	
  of	
  the	
  women	
  
speak	
  Hmong,	
  and	
  there	
  are	
  only	
  about	
  three	
  that	
  are	
  fluent	
  in	
  Thai.	
  Some	
  of	
  the	
  women	
  
understand	
  Thai,	
  but	
  will	
  have	
  to	
  respond	
  in	
  Hmong	
  to	
  be	
  translated	
  by	
  the	
  leader	
  of	
  the	
  
cooperative,	
  Ae.	
  	
  The	
  village	
  runs	
  like	
  most	
  Thai	
  homes	
  in	
  terms	
  of	
  culture.	
  	
  We	
  should	
  be	
  
respectful	
  to	
  the	
  elders	
  and	
  the	
  men,	
  and	
  take	
  our	
  shoes	
  off	
  before	
  we	
  enter	
  their	
  homes.	
  	
  
The	
  village	
  members	
  do	
  not	
  practice	
  Buddhism;	
  they	
  are	
  Christian	
  so	
  they	
  will	
  attend	
  
church	
  on	
  Sundays.	
  	
  Every	
  other	
  day	
  most	
  members	
  are	
  farming.	
  	
  The	
  women	
  take	
  on	
  the	
  
most	
  responsibilities	
  when	
  it	
  comes	
  to	
  the	
  hard	
  labor	
  of	
  farming,	
  and	
  the	
  men	
  sell	
  the	
  crops	
  
in	
  markets.	
  	
  The	
  village	
  members	
  are	
  very	
  close,	
  and	
  all	
  operate	
  like	
  a	
  family.	
  	
  Members	
  help	
  
each	
  other	
  out	
  and	
  offer	
  support	
  to	
  one	
  another.	
  	
  Most	
  of	
  the	
  families	
  are	
  big;	
  this	
  is	
  
especially	
  due	
  to	
  the	
  fact	
  that	
  some	
  of	
  the	
  men	
  have	
  more	
  than	
  one	
  wife.	
  	
  	
  

Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  	
  	
  	
  	
  
Currently	
  there	
  are	
  17	
  women	
  (max)	
  participating	
  in	
  the	
  cooperative.	
  	
  The	
  actual	
  number	
  
varies	
  depending	
  on	
  time	
  of	
  year	
  because	
  farming	
  and	
  other	
  responsibilities	
  get	
  in	
  the	
  way.	
  	
  
The	
  Raks	
  Thai	
  Foundation	
  believes	
  the	
  women	
  have	
  a	
  problem	
  selling	
  their	
  products	
  due	
  to	
  
high	
  prices	
  and	
  poor	
  product	
  designs.	
  	
  Other	
  problems	
  facing	
  the	
  village	
  are	
  linked	
  to	
  their	
  
location.	
  	
  They	
  have	
  two	
  options	
  for	
  selling	
  their	
  products:	
  in	
  their	
  village	
  and	
  in	
  the	
  Royal	
  
Project	
  Shops.	
  	
  The	
  Royal	
  Project	
  Shops	
  give	
  the	
  women	
  orders	
  and	
  then	
  pick	
  up	
  the	
  
merchandise	
  to	
  sell	
  in	
  their	
  stores;	
  the	
  women	
  get	
  paid	
  half	
  up	
  front	
  and	
  half	
  when	
  the	
  last	
  
of	
  the	
  products	
  are	
  sold.	
  	
  The	
  only	
  other	
  option	
  they	
  have	
  right	
  now	
  is	
  Bua	
  Tong	
  Garden,	
  a	
  
popular	
  tourist	
  attraction,	
  but	
  it	
  is	
  30	
  km	
  from	
  the	
  village.	
  	
  Their	
  isolated	
  location	
  and	
  low	
  
variety	
  of	
  products	
  make	
  it	
  so	
  the	
  women	
  cannot	
  continually	
  sell	
  their	
  products.	
  	
  Income	
  is	
  
very	
  inconsistent	
  and	
  sales	
  have	
  been	
  decreasing	
  over	
  the	
  years.	
  	
  	
  	
  
	
  
The	
  reason	
  the	
  women	
  began	
  the	
  cooperative	
  was	
  to	
  empower	
  themselves.	
  	
  They	
  have	
  a	
  
lower	
  status	
  than	
  the	
  men	
  in	
  the	
  village	
  and	
  would	
  like	
  more	
  equality.	
  	
  They	
  work	
  very	
  hard	
  
during	
  the	
  farming	
  season,	
  but	
  the	
  men	
  have	
  more	
  respect	
  because	
  they	
  are	
  the	
  ones	
  to	
  
actually	
  bring	
  money	
  to	
  the	
  families.	
  	
  The	
  Foundation	
  members	
  were	
  really	
  happy	
  to	
  hear	
  
that	
  our	
  proposal	
  included	
  skill-­‐building	
  and	
  participatory	
  action	
  research	
  methods.	
  	
  They	
  
believe	
  that	
  if	
  the	
  women	
  can	
  learn	
  skills,	
  they	
  would	
  become	
  sustainable	
  and	
  not	
  need	
  
support	
  from	
  the	
  Raks	
  Thai	
  Foundation	
  anymore.	
  	
  For	
  SWOT	
  Analysis,	
  from	
  discussion	
  the	
  
team	
  could	
  tell	
  that	
  they	
  knew	
  what	
  the	
  method	
  of	
  analysis	
  was	
  but	
  not	
  how	
  to	
  implement	
  
it.	
  	
  After	
  a	
  brief	
  explanation,	
  they	
  thought	
  that	
  it	
  was	
  a	
  good	
  idea.	
  	
  The	
  Foundation	
  members	
  
stressed	
  that	
  all	
  methods	
  we	
  use	
  should	
  be	
  shared	
  with	
  the	
  members	
  of	
  the	
  cooperative	
  so	
  
they	
  can	
  learn	
  how	
  to	
  analyze	
  their	
  own	
  business	
  in	
  the	
  future.	
  	
  For	
  the	
  end	
  of	
  the	
  product,	
  
the	
  Foundation	
  members	
  would	
  like	
  the	
  cooperative	
  to	
  be	
  successful	
  and	
  have	
  increased	
  
profits.	
  	
  More	
  importantly,	
  they	
  would	
  like	
  our	
  methods	
  to	
  be	
  documented	
  in	
  such	
  a	
  way	
  
that	
  the	
  Raks	
  Thai	
  Foundation	
  can	
  help	
  other	
  communities	
  in	
  Thailand	
  struggling	
  with	
  
consistent	
  income.	
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Logistics	
  about	
  Visiting	
  Bang	
  Pang	
  Ung	
  Mhai	
  
We	
  can	
  go	
  to	
  the	
  village	
  as	
  often	
  as	
  we	
  want;	
  the	
  main	
  hindrances	
  are	
  our	
  time	
  constraints	
  
and	
  the	
  availability	
  of	
  the	
  women	
  to	
  talk	
  with	
  the	
  team.	
  	
  The	
  best	
  times	
  to	
  visit	
  the	
  women	
  
would	
  be	
  early	
  morning	
  and	
  in	
  the	
  afternoon	
  on	
  weekdays	
  because	
  they	
  farm	
  every	
  day	
  and	
  
attend	
  church	
  on	
  Sunday.	
  	
  The	
  team	
  may	
  go	
  to	
  the	
  village	
  without	
  a	
  representative	
  from	
  the	
  
Raks	
  Thai	
  Foundation,	
  but	
  they	
  would	
  like	
  to	
  know	
  when	
  we	
  are	
  going	
  and	
  how	
  long	
  we	
  will	
  
be	
  there.	
  	
  Khun	
  Nat	
  will	
  be	
  our	
  contact	
  person	
  with	
  the	
  village	
  and	
  arrange	
  any	
  trips	
  for	
  the	
  
team.	
  	
  For	
  the	
  trips,	
  it	
  will	
  take	
  3	
  hours	
  to	
  get	
  from	
  here	
  (Chiang	
  Mai)	
  to	
  Mae	
  Chaem,	
  and	
  
then	
  another	
  2	
  hours	
  to	
  get	
  to	
  the	
  village	
  so	
  dress	
  comfortably!	
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Appendix	
  C:	
  Case	
  Studies	
  of	
  Consumer	
  Purchasing	
  Behavior	
  and	
  Cultural	
  
Significance	
  	
  
Several	
  case	
  studies	
  have	
  been	
  performed	
  over	
  the	
  years	
  related	
  to	
  rural	
  communities	
  and	
  
the	
  marketing	
  of	
  their	
  handicrafts.	
  The	
  following	
  studies	
  have	
  been	
  analyzed	
  in	
  order	
  for	
  us	
  
to	
  determine	
  aspects	
  of	
  marketing	
  strategies	
  that	
  may	
  prove	
  to	
  be	
  helpful	
  to	
  the	
  women	
  of	
  
Baan	
  Pang	
  Ung	
  Mhai.	
  	
  

Consumer	
  Product	
  Preferences	
  in	
  Two	
  Ethnic	
  Handicraft	
  Shops	
  in	
  San	
  Diego,	
  California	
  	
  
In	
   2006,	
   another	
   case	
   study	
   was	
   performed	
   which	
   compared	
   the	
   different	
   marketing	
  
strategies	
  used	
  by	
  two	
  stores	
  in	
  San	
  Diego	
  to	
  sell	
  Latin	
  American	
  crafts	
  (Becvar).	
  The	
  first	
  
strategy,	
   employed	
   by	
   Bazaar	
   del	
  Mundo,	
   presents	
   information	
   about	
   the	
   products	
   in	
   an	
  
aesthetic	
  way	
   that	
   introduces	
   the	
  buyer	
   to	
   the	
  culture	
  of	
   the	
  artisan.	
  The	
  second	
  strategy	
  
presents	
  the	
  crafts	
  as	
  artwork	
  in	
  a	
  museum	
  -­‐like	
  setting	
  in	
  a	
  store	
  named	
  the	
  Expressions	
  of	
  
Mexico	
  Gallery.	
  The	
  comparison	
  of	
  these	
  two	
  niche	
  markets	
  demonstrates	
  the	
  importance	
  of	
  
determining	
   a	
   target	
   consumer.	
   In	
  Bazaar	
  del	
  Mundo,	
   the	
  main	
   customers	
   are	
   tourists	
   or	
  
locals	
   of	
   California	
   who	
   are	
   not	
   of	
   Latin	
   American	
   descent	
   and	
   are	
   therefore	
   generally	
  
unfamiliar	
  with	
   the	
   customs	
  and	
   traditions	
  of	
   the	
  artisans	
   shown	
   in	
   the	
   shop.	
   In	
  order	
   to	
  
educate	
   consumers;	
   each	
   item	
   in	
   the	
  Bazaar	
   comes	
  with	
  a	
   tag	
   that	
   tells	
   a	
   little	
   story.	
  The	
  
story	
  may	
  include	
  where	
  the	
  product	
  was	
  made,	
  how	
  it	
  was	
  made,	
  and	
  a	
  little	
  bit	
  about	
  the	
  
history	
   of	
   the	
   village	
   or	
   culture	
   from	
   which	
   it	
   came.	
   The	
   use	
   of	
   these	
   tags	
   implies	
   that	
  
cultural	
  background	
   is	
  an	
   important	
  part	
  of	
   selling	
  ethnic	
  crafts.	
  The	
  owner	
  of	
   the	
  Bazaar	
  
suggests	
   that	
   the	
   tags	
   present	
   craft	
   knowledge,	
   defined	
   as	
   “a	
   sensory	
   appreciation	
   of	
   a	
  
product’s	
  qualities,	
  a	
  modest	
  understanding	
  of	
  different	
  techniques,	
  and	
  the	
  imagination	
  to	
  
construct	
  a	
  products	
  back	
  story,	
  or	
  social	
  narrative	
  of	
  the	
  cultural	
  traditions	
  from	
  which	
  the	
  
product	
  comes”(Becvar,	
  p.	
  41).	
  This	
  strategy	
  of	
  the	
  Bazaar	
  integrates	
  facts	
  about	
  the	
  crafts	
  
with	
  an	
  intimate	
  familiarity	
  of	
  what	
  the	
  buyer	
  can	
  bring	
  home.	
  The	
  setup	
  of	
  the	
  store	
  acts	
  in	
  
a	
  similar	
  way.	
  Straying	
  away	
  from	
  the	
  conventional	
  store	
  layout,	
  the	
  Bazaar	
  looks	
  more	
  like	
  
a	
  home	
  than	
  a	
  small	
  shop.	
  The	
  shop	
  owner	
  explains,	
  “we	
  sell	
  a	
  lifestyle,	
  not	
  just	
  individual	
  
items,”(Becvar,	
   p.	
   72)	
   Vibrant	
   colors	
   splash	
   the	
   walls;	
   a	
   kitchen	
   table	
   is	
   set	
   up	
   with	
  
embroidered	
   table	
   cloths	
  and	
  placemats;	
   there	
   is	
   a	
   small	
   library	
   section	
   filled	
  with	
  books	
  
celebrating	
   the	
   crafts	
   and	
   cultures	
   represented	
   in	
   the	
   store.	
  This	
   allows	
   the	
   customers	
   to	
  
educate	
  themselves	
  on	
  which	
  crafts	
  are	
  worth	
  collecting,	
  how	
  they	
  can	
  be	
  used	
  or	
  displayed	
  
in	
   the	
   home,	
   and	
   the	
   importance	
   of	
   these	
   ethnic	
   crafts	
   in	
   producing	
   a	
   cultural	
   history	
   of	
  
Latin	
  American	
  peoples.	
  The	
  ethnic	
  identity	
  of	
  the	
  crafts	
  adds	
  a	
  weight	
  to	
  the	
  authenticity	
  of	
  
the	
  products.	
  	
  
	
  
The	
  Expressions	
  of	
  Mexico	
  Gallery	
  takes	
  on	
  a	
  more	
  formal	
  approach	
  to	
  informing	
  customers	
  
of	
  their	
  merchandise.	
  The	
  descriptors	
  used	
  in	
  this	
  store	
  follow	
  what	
  one	
  might	
  expect	
  from	
  
a	
   gallery.	
  The	
   information	
  given	
   includes	
   the	
   title	
  of	
   the	
  piece,	
   the	
  name	
  of	
   the	
   artist,	
   the	
  
price,	
   and	
  a	
   general	
  description	
  of	
  what	
   the	
  piece	
   is.	
   These	
   tags	
  developed	
  by	
   the	
   gallery	
  
distinguish	
  “craft”	
  from	
  “folk	
  art”	
  from	
  “fine	
  art”	
  through	
  the	
  use	
  of	
  the	
  artist’s	
  name.	
  Craft	
  
artisans	
  are	
  rarely	
  identified,	
  unless	
  they	
  have	
  become	
  particularly	
  famous	
  with	
  their	
  work,	
  
so	
  displaying	
  the	
  artisan’s	
  name	
  next	
  to	
  each	
  piece	
  elevates	
  the	
  relative	
  status	
  of	
  the	
  artisan.	
  
As	
   opposed	
   to	
   the	
  Bazaar’s	
  mainly	
  American	
   customers,	
   the	
  Gallery’s	
   popular	
   consumers	
  
include	
  Mexicans	
   and	
  Mexican-­‐Americans	
   that	
   presumably	
   know	
   a	
   little	
   about	
   the	
   ethnic	
  
culture	
   already;	
   therefore	
   the	
   ethnic	
   crafts	
   can	
   be	
   presented	
   independently	
   rather	
   than	
  
depend	
  on	
  cultural	
  information	
  to	
  be	
  desirable	
  to	
  consumers	
  (Becvar,	
  pp.	
  67-­‐69).	
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As	
  shown	
   through	
   this	
   case	
  study,	
   the	
  representation	
  of	
  products	
   in	
  a	
   retail	
   space	
   is	
  very	
  
important	
  in	
  terms	
  of	
  the	
  kind	
  of	
  customer	
  the	
  store	
  is	
  trying	
  to	
  attract.	
  In	
  markets	
  where	
  
customers	
  know	
  little	
  about	
  the	
  Hmong	
  culture	
  and	
  the	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai,	
  
a	
  strategy	
  similar	
  to	
  that	
  used	
  in	
  the	
  Bazaar	
  del	
  Mundo	
  may	
  be	
  an	
  efficient	
  one;	
  whereas	
  we	
  
may	
   implement	
   a	
   strategy	
   like	
   the	
   one	
   used	
   in	
   Expressions	
   of	
  Mexico	
   Gallery	
   in	
  markets	
  
where	
   the	
   history	
   of	
   hilltribes	
   is	
   common	
   knowledge.	
   	
   It	
   will	
   be	
   important	
   to	
   decide	
  
whether	
  people	
  will	
  be	
  prompted	
  to	
  buy	
  the	
  Cooperative’s	
  embroidery	
  due	
  to	
  the	
  appeal	
  of	
  
ethnic	
  history,	
  or	
  because	
  of	
  personal	
  ties	
  to	
  the	
  products.	
  
	
  

Consumer	
  Purchasing	
  Behavior	
  of	
  Cultural	
  Items	
  in	
  Korea	
  
In	
   2008,	
   Korean	
   researchers	
   studied	
   the	
   purchase	
   behaviors	
   of	
   American,	
   Korean,	
   and	
  
Chinese	
   female	
   consumers	
   towards	
  Korean	
   textiles	
   and	
  apparel-­‐related	
   cultural	
  products.	
  
The	
  researchers	
  studied	
  and	
  investigated	
  consumer	
  purchase	
  behaviors	
  related	
  to	
  novelty-­‐
seeking	
   tendency,	
   world-­‐mindedness,	
   and	
   familiarity	
   with	
   Northeast	
   Asian	
   culture.	
   	
   The	
  
research	
  shows	
   that	
   the	
  most	
   important	
   factors	
   influencing	
   the	
  buyers’	
  purchase	
  decision	
  
are	
   the	
   color	
   and	
   design	
   of	
   the	
   products.	
   	
   This	
   indicates	
   that	
   with	
   a	
   good	
   design	
   and	
  
marketing	
  plan,	
  cultural	
  products	
  can	
  be	
  sold	
  in	
  villages	
  to	
  visiting	
  tourists,	
  as	
  well	
  as	
  sold	
  
commercially	
  in	
  retail	
  stores.	
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Appendix	
  D:	
  10	
  Principles	
  of	
  Fair	
  Trade	
  
WFTO	
  prescribes	
  10	
  Principles	
  that	
  Fair	
  Trade	
  Organizations	
  must	
  follow	
  in	
  their	
  
day-­‐to-­‐day	
  work	
  and	
  carries	
  out	
  monitoring	
  to	
  ensure	
  these	
  principles	
  are	
  upheld:	
  
	
  
Principle	
  One:	
  Creating	
  Opportunities	
  for	
  Economically	
  Disadvantaged	
  Producers	
  
Poverty	
   reduction	
   through	
   trade	
   forms	
   a	
   key	
   part	
   of	
   the	
   organization's	
   aims.	
   The	
  
organization	
  supports	
  marginalized	
  small	
  producers,	
  whether	
  these	
  are	
  independent	
  family	
  
businesses,	
   or	
   grouped	
   in	
   associations	
   or	
   co-­‐operatives.	
   It	
   seeks	
   to	
   enable	
   them	
   to	
  move	
  
from	
   income	
   insecurity	
   and	
   poverty	
   to	
   economic	
   self-­‐sufficiency	
   and	
   ownership.	
   The	
  
organization	
  has	
  a	
  plan	
  of	
  action	
  to	
  carry	
  this	
  out.	
  	
  
	
  
Principle	
  Two:	
  Transparency	
  and	
  Accountability	
  
The	
   organization	
   is	
   transparent	
   in	
   its	
   management	
   and	
   commercial	
   relations.	
   It	
   is	
  
accountable	
   to	
   all	
   its	
   stakeholders	
   and	
   respects	
   the	
   sensitivity	
   and	
   confidentiality	
   of	
  
commercial	
  information	
  supplied.	
  The	
  organization	
  finds	
  appropriate,	
  participatory	
  ways	
  to	
  
involve	
   employees,	
   members	
   and	
   producers	
   in	
   its	
   decision-­‐making	
   processes.	
   It	
   ensures	
  
that	
   relevant	
   information	
   is	
   provided	
   to	
   all	
   its	
   trading	
   partners.	
   The	
   communication	
  
channels	
  are	
  good	
  and	
  open	
  at	
  all	
  levels	
  of	
  the	
  supply	
  chain.	
  	
  
	
  
Principle	
  Three:	
  Fair	
  Trading	
  Practices	
  
The	
   organization	
   trades	
   with	
   concern	
   for	
   the	
   social,	
   economic	
   and	
   environmental	
   well-­‐
being	
  of	
  marginalized	
  small	
  producers	
  and	
  does	
  not	
  maximize	
  profit	
  at	
  their	
  expense.	
  It	
   is	
  
responsible	
  and	
  professional	
  in	
  meeting	
  its	
  commitments	
  in	
  a	
  timely	
  manner.	
  	
  
	
  
Suppliers	
   respect	
   contracts	
   and	
   deliver	
   products	
   on	
   time	
   and	
   to	
   the	
   desired	
   quality	
   and	
  
specifications.	
   	
   Fair	
   Trade	
   buyers,	
   recognizing	
   the	
   financial	
   disadvantages	
   producers	
   and	
  
suppliers	
   face,	
   ensure	
   orders	
   are	
   paid	
   on	
   receipt	
   of	
   documents	
   and	
   according	
   to	
   the	
  
attached	
  guidelines.	
  An	
  interest	
  free	
  pre-­‐payment	
  of	
  at	
  least	
  50%	
  is	
  made	
  if	
  requested.	
  	
  	
  
	
  
Where	
  southern	
  Fair	
  Trade	
  suppliers	
  receive	
  a	
  pre-­‐payment	
  from	
  buyers,	
  they	
  ensure	
  that	
  
this	
  payment	
  is	
  passed	
  on	
  to	
  the	
  producers	
  or	
  farmers	
  who	
  make	
  or	
  grow	
  their	
  Fair	
  Trade	
  
products.	
  
	
  
Buyers	
   consult	
   with	
   suppliers	
   before	
   canceling	
   or	
   rejecting	
   orders.	
   Where	
   orders	
   are	
  
cancelled	
  through	
  no	
  fault	
  of	
  producers	
  or	
  suppliers,	
  adequate	
  compensation	
  is	
  guaranteed	
  
for	
  work	
  already	
  done.	
  Suppliers	
  and	
  producers	
  consult	
  with	
  buyers	
   if	
   there	
   is	
  a	
  problem	
  
with	
  delivery,	
  and	
  ensure	
  compensation	
  is	
  provided	
  when	
  delivered	
  quantities	
  and	
  qualities	
  
do	
  not	
  match	
  those	
  invoiced.	
  
	
  
The	
   organization	
  maintains	
   long	
   term	
   relationships	
   based	
   on	
   solidarity,	
   trust	
   and	
  mutual	
  
respect	
   that	
   contribute	
   to	
   the	
   promotion	
   and	
   growth	
   of	
   Fair	
   Trade.	
   It	
  maintains	
   effective	
  
communication	
  with	
  its	
  trading	
  partners.	
  Parties	
  involved	
  in	
  a	
  trading	
  relationship	
  seek	
  to	
  
increase	
  the	
  volume	
  of	
  the	
  trade	
  between	
  them	
  and	
  the	
  value	
  and	
  diversity	
  of	
  their	
  product	
  
offer	
  as	
  a	
  means	
  of	
  growing	
  Fair	
  Trade	
  for	
  the	
  producers	
  in	
  order	
  to	
  increase	
  their	
  incomes.	
  
The	
  organization	
  works	
   cooperatively	
  with	
   the	
  other	
  Fair	
  Trade	
  Organizations	
   in	
   country	
  
and	
   avoids	
   unfair	
   competition.	
   It	
   avoids	
   duplicating	
   the	
   designs	
   of	
   patterns	
   of	
   other	
  
organizations	
  without	
  permission.	
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Fair	
  Trade	
  recognizes,	
  promotes	
  and	
  protects	
   the	
  cultural	
   identity	
  and	
  traditional	
  skills	
  of	
  
small	
  producers	
  as	
  reflected	
  in	
  their	
  craft	
  designs,	
  food	
  products	
  and	
  other	
  related	
  services.	
  
	
  
Principle	
  Four:	
  	
  	
  Payment	
  of	
  a	
  Fair	
  Price	
  
A	
  fair	
  price	
  is	
  one	
  that	
  has	
  been	
  mutually	
  agreed	
  by	
  all	
  through	
  dialogue	
  and	
  participation,	
  
which	
  provides	
   fair	
  pay	
  to	
   the	
  producers	
  and	
  can	
  also	
  be	
  sustained	
  by	
  the	
  market.	
  Where	
  
Fair	
  Trade	
  pricing	
  structures	
  exist,	
  these	
  are	
  used	
  as	
  a	
  minimum.	
  Fair	
  pay	
  means	
  provision	
  
of	
   socially	
   acceptable	
   remuneration	
   (in	
   the	
   local	
   context)	
   considered	
   by	
   producers	
  
themselves	
  to	
  be	
  fair	
  and	
  which	
  takes	
  into	
  account	
  the	
  principle	
  of	
  equal	
  pay	
  for	
  equal	
  work	
  
by	
  women	
   and	
  men.	
   Fair	
   Trade	
  marketing	
   and	
   importing	
   organizations	
   support	
   capacity	
  
building	
  as	
  required	
  to	
  producers,	
  to	
  enable	
  them	
  to	
  set	
  a	
  fair	
  price.	
  	
  
	
  
	
  
Principle	
  Five:	
  	
  Ensuring	
  no	
  Child	
  Labor	
  and	
  Forced	
  Labor	
  
The	
  organization	
  adheres	
   to	
   the	
  UN	
  Convention	
  on	
   the	
  Rights	
  of	
   the	
  Child,	
  and	
  national	
  /	
  
local	
   law	
  on	
  the	
  employment	
  of	
  children.	
  The	
  organization	
  ensures	
  that	
  there	
   is	
  no	
  forced	
  
labor	
  in	
  its	
  workforce	
  and	
  /	
  or	
  members	
  or	
  homeworkers.	
  
Organizations	
   who	
   buy	
   Fair	
   Trade	
   products	
   from	
   producer	
   groups	
   either	
   directly	
   or	
  
through	
  intermediaries	
  ensure	
  that	
  no	
  forced	
  labor	
  is	
  used	
  in	
  production	
  and	
  the	
  producer	
  
complies	
  with	
  the	
  UN	
  Convention	
  on	
  the	
  Rights	
  of	
  the	
  Child,	
  and	
  national	
  /	
  local	
  law	
  on	
  the	
  
employment	
   of	
   children.	
   Any	
   involvement	
   of	
   children	
   in	
   the	
   production	
   of	
   Fair	
   Trade	
  
products	
   (including	
   learning	
   a	
   traditional	
   art	
   or	
   craft)	
   is	
   always	
   disclosed	
   and	
  monitored	
  
and	
  does	
  not	
  adversely	
  affect	
  the	
  children's	
  well-­‐being,	
  security,	
  educational	
  requirements	
  
and	
  need	
  for	
  play.	
  
	
  
Principle	
   Six:	
  	
   Commitment	
   to	
   Non	
   Discrimination,	
   Gender	
   Equity	
   and	
   Freedom	
   of	
  
Association	
  
The	
   organization	
   does	
   not	
   discriminate	
   in	
   hiring,	
   remuneration,	
   access	
   to	
   training,	
  
promotion,	
   termination	
   or	
   retirement	
   based	
   on	
   race,	
   caste,	
   national	
   origin,	
   religion,	
  
disability,	
   gender,	
   sexual	
   orientation,	
   union	
   membership,	
   political	
   affiliation,	
   HIV/Aids	
  
status	
  or	
  age.	
  The	
  organization	
  provides	
  opportunities	
  for	
  women	
  and	
  men	
  to	
  develop	
  their	
  
skills	
  and	
  actively	
  promotes	
  applications	
  from	
  women	
  for	
  job	
  vacancies	
  and	
  for	
  leadership	
  
positions	
   in	
   the	
   organization.	
   The	
   organization	
   takes	
   into	
   account	
   the	
   special	
   health	
   and	
  
safety	
   needs	
   of	
   pregnant	
  women	
   and	
   breast-­‐feeding	
  mothers.	
  Women	
   fully	
   participate	
   in	
  
decisions	
  concerning	
  the	
  use	
  of	
  benefits	
  accruing	
  from	
  the	
  production	
  process.	
  
	
  
The	
  organization	
  respects	
  the	
  right	
  of	
  all	
  employees	
  to	
  form	
  and	
  join	
  trade	
  unions	
  of	
  their	
  
choice	
   and	
   to	
   bargain	
   collectively.	
   Where	
   the	
   rights	
   to	
   join	
   trade	
   unions	
   and	
   bargain	
  
collectively	
  are	
  restricted	
  by	
  law	
  and/or	
  political	
  environment,	
  the	
  organization	
  will	
  enable	
  
means	
  of	
  independent	
  and	
  free	
  association	
  and	
  bargaining	
  for	
  employees.	
  The	
  organization	
  
ensures	
   that	
   representatives	
   of	
   employees	
   are	
   not	
   subject	
   to	
   discrimination	
   in	
   the	
  
workplace.	
  
	
  
Organizations	
  working	
  directly	
  with	
  producers	
  ensure	
  that	
  women	
  are	
  always	
  paid	
  for	
  their	
  
contribution	
   to	
   the	
  production	
  process,	
   and	
  when	
  women	
  do	
   the	
   same	
  work	
  as	
  men	
   they	
  
are	
   paid	
   at	
   the	
   same	
   rates	
   as	
  men.	
   Organizations	
   also	
   seek	
   to	
   ensure	
   that	
   in	
   production	
  
situations	
  where	
  women's	
  work	
  is	
  valued	
  less	
  highly	
  than	
  men's	
  work,	
  women's	
  work	
  is	
  re-­‐	
  
valued	
  to	
  equalize	
  pay	
  rates	
  and	
  women	
  are	
  allowed	
  to	
  undertake	
  work	
  according	
  to	
  their	
  
capacities.	
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Principle	
  Seven:	
  	
  Ensuring	
  Good	
  Working	
  Conditions	
  
The	
  organization	
  provides	
  a	
  safe	
  and	
  healthy	
  working	
  environment	
  for	
  employees	
  and	
  /	
  or	
  
members.	
  It	
  complies,	
  at	
  a	
  minimum,	
  with	
  national	
  and	
  local	
   laws	
  and	
  ILO	
  conventions	
  on	
  
health	
  and	
  safety.	
  
	
  
Working	
  hours	
   and	
   conditions	
   for	
   employees	
   and	
   /	
   or	
  members	
   (and	
   any	
  homeworkers)	
  
comply	
  with	
  conditions	
  established	
  by	
  national	
  and	
  local	
  laws	
  and	
  ILO	
  conventions.	
  
	
  
Fair	
   Trade	
   Organizations	
   are	
   aware	
   of	
   the	
   health	
   and	
   safety	
   conditions	
   in	
   the	
   producer	
  
groups	
   they	
   buy	
   from.	
   They	
   seek,	
   on	
   an	
   ongoing	
   basis,	
   to	
   raise	
   awareness	
   of	
   health	
   and	
  
safety	
  issues	
  and	
  improve	
  health	
  and	
  safety	
  practices	
  in	
  producer	
  groups.	
  
	
  
Principle	
  Eight:	
  	
  Providing	
  Capacity	
  Building	
  
The	
  organization	
  seeks	
  to	
  increase	
  positive	
  developmental	
  impacts	
  for	
  small,	
  marginalized	
  
producers	
  through	
  Fair	
  Trade.	
  
The	
   organization	
   develops	
   the	
   skills	
   and	
   capabilities	
   of	
   its	
   own	
   employees	
   or	
   members.	
  
Organizations	
   working	
   directly	
   with	
   small	
   producers	
   develop	
   specific	
   activities	
   to	
   help	
  
these	
   producers	
   improve	
   their	
   management	
   skills,	
   production	
   capabilities	
   and	
   access	
   to	
  
markets	
   -­‐	
   local	
   /	
   regional	
   /	
   international	
   /	
   Fair	
   Trade	
   and	
   mainstream	
   as	
   appropriate.	
  
Organizations	
   which	
   buy	
   Fair	
   Trade	
   products	
   through	
   Fair	
   Trade	
   intermediaries	
   in	
   the	
  
South	
   assist	
   these	
   organizations	
   to	
   develop	
   their	
   capacity	
   to	
   support	
   the	
   marginalized	
  
producer	
  groups	
  that	
  they	
  work	
  with.	
  
	
  
Principle	
  Nine:	
  	
  Promoting	
  Fair	
  Trade	
  
The	
   organization	
   raises	
   awareness	
   of	
   the	
   aim	
   of	
   Fair	
   Trade	
   and	
   of	
   the	
   need	
   for	
   greater	
  
justice	
   in	
  world	
   trade	
   through	
  Fair	
  Trade.	
   It	
   advocates	
   for	
   the	
  objectives	
   and	
  activities	
  of	
  
Fair	
   Trade	
   according	
   to	
   the	
   scope	
   of	
   the	
   organization.	
   The	
   organization	
   provides	
   its	
  
customers	
   with	
   information	
   about	
   itself,	
   the	
   products	
   it	
   markets,	
   and	
   the	
   producer	
  
organizations	
  or	
  members	
  that	
  make	
  or	
  harvest	
  the	
  products.	
  Honest	
  advertising	
  and	
  	
  
marketing	
  techniques	
  are	
  always	
  used.	
  	
  
	
  
Principle	
  Ten:	
  Respect	
  for	
  the	
  Environment	
  
Organizations	
  which	
  produce	
  Fair	
  Trade	
  products	
  maximize	
  the	
  use	
  of	
  raw	
  materials	
  from	
  
sustainably	
   managed	
   sources	
   in	
   their	
   ranges,	
   buying	
   locally	
   when	
   possible.	
   They	
   use	
  
production	
   technologies	
   that	
   seek	
   to	
   reduce	
   energy	
   consumption	
   and	
  where	
  possible	
   use	
  
renewable	
   energy	
   technologies	
   that	
   minimize	
   greenhouse	
   gas	
   emissions.	
   They	
   seek	
   to	
  
minimize	
   the	
   impact	
   of	
   their	
   waste	
   stream	
   on	
   the	
   environment.	
   Fair	
   Trade	
   agricultural	
  
commodity	
   producers	
   minimize	
   their	
   environmental	
   impacts,	
   by	
   using	
   organic	
   or	
   low	
  
pesticide	
  use	
  production	
  methods	
  wherever	
  possible.	
  
	
  
Buyers	
  and	
   importers	
  of	
  Fair	
  Trade	
  products	
  give	
  priority	
   to	
  buying	
  products	
  made	
   from	
  
raw	
  materials	
  that	
  originate	
  from	
  sustainably	
  managed	
  sources,	
  and	
  have	
  the	
  least	
  overall	
  
impact	
  on	
  the	
  environment.	
  
	
  
All	
   organizations	
  use	
   recycled	
  or	
   easily	
  biodegradable	
  materials	
   for	
  packing	
   to	
   the	
   extent	
  
possible,	
  and	
  goods	
  are	
  dispatched	
  by	
  sea	
  wherever	
  possible.	
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Appendix	
  E:	
  Lofty	
  Bamboo	
  
	
  
The	
   Lofty	
   Bamboo	
   is	
   a	
   shop	
   selling	
   Fair	
   Trade	
   Handicrafts	
   in	
   Bangkok	
   committed	
   to	
  
“preserve	
  traditions	
  and	
  nature	
   in	
  villages	
  under	
  Fair	
  Trade	
  philosophy”	
  and	
  “support	
  the	
  
self-­‐reliance	
  of	
  villages”	
  ("Lofty	
  Bamboo,"	
  2012).	
   	
  The	
  Lofty	
  Bamboo	
  is	
  associated	
  with	
  the	
  
World	
  Fair	
  Trade	
  Organization,	
  and	
  follows	
  the	
  10	
  Principles	
  of	
  Fair	
  Trade	
  as	
  written	
  by	
  the	
  
WFTO.	
  	
  The	
  company	
  works	
  with	
  various	
  villages	
  by	
  purchasing	
  their	
  products	
  and	
  selling	
  
them	
  in	
  their	
  shop.	
  	
  By	
  working	
  with	
  the	
  Lofty	
  Bamboo,	
  developing	
  villages	
  are	
  able	
  to	
  earn	
  
a	
  reliable	
  income	
  and	
  increase	
  their	
  standard	
  of	
  living.	
  	
  A	
  goal	
  of	
  the	
  shop	
  is	
  to	
  help	
  prevent	
  
villages	
  from	
  falling	
  victim	
  to	
  modernization	
  and	
  losing	
  their	
  cultural	
  identities.	
  	
  Inside	
  the	
  
shop,	
   products	
   from	
   various	
   villages	
   and	
   communities	
   are	
   displayed	
   for	
   sale	
   along	
   with	
  
information	
  about	
  the	
  villages	
  and	
  photo	
  books	
  showing	
  the	
  producers	
  of	
  the	
  items.	
  	
  
	
  
The	
   Lofty	
   Bamboo	
   expressed	
   interest	
   in	
   working	
   with	
   the	
   Cooperative	
   of	
   Ban	
   Pang	
   Ung	
  
Mhai,	
   offering	
   to	
   enter	
   into	
   a	
   trial	
   period	
   with	
   them	
   to	
   see	
   if	
   their	
   products	
   would	
   sell	
  
successfully	
  in	
  the	
  shop.	
   	
  They	
  requested	
  thirty	
  samples	
  of	
  three	
  different	
  products	
  to	
  sell.	
  	
  
They	
  agreed	
  to	
  display	
  the	
  photo	
  book	
  of	
  the	
  women’s	
  cooperative	
  and	
  the	
  information	
  card	
  
we	
   created	
   to	
   promote	
   the	
   women’s	
   business	
   and	
   products	
   to	
   add	
   to	
   the	
   cultural	
  
significance	
  of	
  their	
  items.	
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Appendix	
  F:	
  Thai	
  Tribal	
  Crafts	
  Fair	
  Trade	
  Company	
  
The	
  Thai	
  Tribal	
  Crafts	
  Fair	
  Trade	
  Company	
  is	
  a	
  non-­‐profit	
  marketing	
  agency	
  sponsored	
  by	
  
the	
  Christian	
  Service	
  Foundation.	
   	
  Established	
  in	
  1973	
  and	
  based	
  in	
  Chiang	
  Mai	
  under	
  the	
  
name	
  of	
  Thai	
  Tribal	
  Crafts	
  (TTC),	
  the	
  objective	
  of	
  the	
  company	
  is	
  “to	
  provide	
  opportunities	
  
for	
   improving	
  the	
  quality	
  of	
   life	
  of	
  the	
  tribal	
  people	
   in	
  Northern	
  Thailand.”	
   	
  TTC	
  became	
  a	
  
member	
  of	
  the	
  International	
  Federation	
  for	
  Alternative	
  Trade	
  (IFAT)	
  on	
  May	
  17,	
  2002.	
  	
  	
  
	
  
What	
  started	
  out	
  as	
  a	
  small	
  group	
  of	
  American	
  Baptist	
  women	
  missionaries	
  selling	
  boxes	
  of	
  
tribal	
   handicrafts	
   in	
  hotels	
   and	
  guest	
  houses	
  has	
   evolved	
   into	
   a	
   full-­‐fledged	
  business	
   that	
  
has	
   helped	
   to	
   alleviate	
   poverty	
   for	
  many	
   hill	
   tribes	
   of	
   Northern	
   Thailand.	
   	
   TTC	
   has	
   been	
  
exporting	
  products	
  to	
  commercial	
  and	
  fair	
  trade	
  organizations	
  in	
  the	
  United	
  States,	
  Europe,	
  
Scandinavia,	
  Australia,	
  Japan,	
  and	
  other	
  parts	
  of	
  Asia	
  for	
  over	
  twenty-­‐five	
  years.	
  	
  	
  They	
  have	
  
worked	
  with	
  several	
  international	
  organizations	
  that	
  share	
  the	
  same	
  goal,	
  including	
  World	
  
Vision,	
   Ten	
   Thousand	
   Villages,	
   and	
   SERRV.	
   	
   These	
   organizations	
   purchase	
   wholesale	
  
merchandise	
  from	
  TTC,	
  as	
  well	
  as	
  making	
  suggestions	
  in	
  terms	
  of	
  new	
  product	
  ideas,	
  color	
  
schemes,	
  and	
  marketing.	
  	
  As	
  a	
  fair	
  trade	
  organization,	
  their	
  goal	
  is	
  “to	
  pay	
  the	
  producers	
  the	
  
highest	
  price	
  as	
  possible…any	
   financial	
  gain	
  realized	
  beyond	
   the	
  basic	
  needs	
  goes	
  back	
   to	
  
the	
  tribal	
  people	
  in	
  the	
  form	
  of	
  benefits.”	
  
	
  
The	
  seven	
  hill	
  tribes	
  of	
  Northern	
  Thailand	
  that	
  TTC	
  is	
  currently	
  involved	
  with	
  are	
  the	
  Akha,	
  
Hmong,	
  Karen,	
  Lahu,	
  Lawa,	
  Lisu,	
  and	
  Mien.	
  	
  These	
  groups	
  are	
  divided	
  into	
  three	
  categories:	
  
producers	
  of	
  finished	
  items,	
  producers	
  of	
  raw	
  materials,	
  and	
  final	
  producers.	
  	
  The	
  Hmong	
  fit	
  
into	
   the	
   raw	
  materials	
   category,	
   as	
   they	
  produce	
   the	
   embroidery	
   and	
  batik	
   cloth	
   that	
   the	
  
final	
  producers	
  will	
  later	
  apply	
  to	
  finished	
  products	
  such	
  as	
  clothes	
  and	
  bags	
  ("Thai	
  Tribal	
  
Crafts	
  Fair	
  Trade	
  Co.,Ltd.,"	
  2013).	
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Appendix	
  G:	
  Visit	
  Summary	
  with	
  Thai	
  Tribal	
  Crafts	
  Fair	
  Trade	
  (Main	
  Branch),	
  
Chiang	
  Mai	
  	
  
	
  
Assisting	
  Hill	
  tribes	
  
• “We	
  help	
  villages	
  that	
  have	
  a	
  problem	
  on	
  their	
  livings	
  and	
  now	
  we	
  have	
  7	
  different	
  hill	
  

tribes:	
  Ahka,	
  Hmong,	
  Karen,	
  Lahu,	
  Lawa,	
  Lisu,	
  and	
  Mien.”	
  
• “This	
  is	
  a	
  free	
  trade	
  shop	
  meaning	
  that	
  it	
  is	
  fair	
  to	
  manufacturers,	
  retailers,	
  and	
  

villagers.”	
  	
  
	
  

Customers	
  
• Missionaries	
  
• “Our	
  customers	
  are	
  mostly	
  foreigners	
  especially	
  Japanese.	
  They	
  buy	
  lot	
  of	
  our	
  products	
  

to	
  resell	
  it	
  in	
  their	
  country.	
  Moreover,	
  the	
  products	
  are	
  export	
  to	
  Europe,	
  Canada,	
  and	
  
United	
  States”.	
  

• Appeal:	
  cheaper	
  prices	
  and	
  cultural	
  significance	
  (what	
  hill	
  tribe	
  it	
  is	
  from)	
  
	
  
Products	
  
• export	
  to	
  Europe,	
  Canada,	
  United	
  States	
  	
  
• “The	
  first	
  priority	
  of	
  our	
  concern	
  is	
  the	
  quality	
  of	
  products.”	
  
• need	
  to	
  stock	
  products	
  from	
  villagers	
  before	
  intense	
  farming	
  seasons	
  
• Some	
  products	
  -­‐	
  TTCFT	
  buy	
  fabrics	
  then	
  let	
  villagers	
  embroidery	
  the	
  design	
  that	
  TTCFT	
  

gave	
  =	
  paid	
  directly	
  	
  
• Some	
  products	
  -­‐	
  villagers	
  buy	
  fabrics	
  and	
  embroider	
  TTCFT's	
  design	
  =	
  paid	
  percentage	
  

of	
  profits%	
  
• have	
  factory	
  in	
  Chiang	
  Mai	
  for	
  putting	
  fabrics	
  and	
  designs	
  together	
  and	
  for	
  Quality	
  

Control	
  (QC)-­‐	
  have	
  designers	
  
• Fair	
  Trade	
  policy	
  means	
  no	
  bargaining	
  
• Best	
  sellers	
  are	
  small	
  bags	
  
	
  
Production	
  Line	
  
TTCFT	
  design	
  +	
  villagers	
  embroidery	
  -­‐>	
  TTCFT	
  QC	
  at	
  Chiang	
  Mai	
  -­‐>	
  Export	
  
	
  
Price	
  
• Sales:	
  60%	
  to	
  villagers,	
  40%	
  to	
  TTCFT	
  
• Determine	
  price	
  by	
  average	
  wages	
  in	
  Thailand	
  and	
  fabrics	
  

o Needs	
  to	
  be	
  fair	
  for	
  manufacturers,	
  retailers,	
  and	
  villager	
  
• Determine	
  price	
  of	
  fabric	
  by	
  the	
  designs	
  on	
  fabrics	
  per	
  length	
  of	
  cloth	
  (eg.	
  Each	
  flower	
  

on	
  each	
  piece)	
  
• “People	
  who	
  really	
  love	
  the	
  original,	
  traditional	
  products	
  will	
  not	
  bargain	
  the	
  prices.”	
  
	
  
Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  Collaboration	
  

• TTCFT	
  has	
  helped	
  Hmong	
  before,	
  but	
  Hmong	
  have	
  low	
  production	
  rates	
  because	
  the	
  
designs	
  are	
  delicate	
  

• Manager	
  is	
  willing	
  to	
  let	
  the	
  women	
  sell	
  in	
  the	
  store,	
  but	
  not	
  online	
  
o Hmong	
  generally	
  have	
  lower	
  production	
  rates	
  because	
  their	
  designs	
  are	
  so	
  

delicate	
  
o Right	
  now	
  the	
  cooperative	
  is	
  too	
  small:	
  online	
  orders	
  can	
  be	
  very	
  large	
  and	
  

need	
  to	
  be	
  done	
  in	
  timely	
  manner	
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o “We	
  have	
  had	
  problems	
  with	
  the	
  Hmong	
  villages	
  on	
  production	
  rate	
  since	
  
they	
  have	
  less	
  number	
  of	
  population	
  to	
  produce	
  many	
  products	
  according	
  to	
  
customer	
  demand.	
  	
  Hill	
  tribes	
  like	
  the	
  Ahka	
  always	
  have	
  70+	
  members	
  
working	
  on	
  handicrafts;	
  it	
  is	
  the	
  whole	
  village.”	
  

o If	
  the	
  cooperative	
  becomes	
  sustainable	
  and	
  grows	
  in	
  numbers,	
  may	
  take	
  
items	
  to	
  sell	
  online	
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Appendix	
  H:	
  Participatory	
  Action	
  Research	
  Methods	
  
When	
   conducting	
   research	
   that	
   involves	
   human	
   subjects,	
   it	
   is	
   necessary	
   to	
   find	
   ways	
   to	
  
approach	
   the	
   research	
   without	
   disrupting	
   the	
   social	
   fabric	
   of	
   those	
   affected	
   in	
   order	
   to	
  
validate	
  the	
  research.	
  Participatory	
  action	
  research	
  (PAR)	
  is	
  one	
  way	
  to	
  do	
  research	
  without	
  
damaging	
  the	
  social	
  fabric	
  of	
  a	
  community	
  or	
  individual	
  in	
  a	
  community.	
  PAR	
  is	
  a	
  technique	
  
that	
  includes	
  the	
  subjects	
  of	
  the	
  study	
  throughout	
  the	
  research	
  process	
  in	
  order	
  to	
  develop	
  
an	
  understanding	
  of	
  a	
  problem	
  and	
   to	
   improve	
   it	
   (Crane	
  2011).	
   In	
  other	
  words,	
  PAR	
   “is	
  a	
  
way	
  of	
  working	
  together	
  to	
  make	
  things	
  better”	
  (Frazer,	
  Gehan,	
  Mills	
  and	
  Smart	
  2003).	
  	
  
	
  
Participatory	
  action	
  researchers	
   seek	
  behavioral	
   change	
  on	
   individual,	
   group,	
   and	
  national	
  
levels.	
  	
  They	
  want	
  to	
  identify	
  ways	
  to	
  develop	
  solutions	
  in	
  collaboration	
  with	
  the	
  subjects	
  in	
  
the	
   research.	
   The	
   goal	
   of	
   participatory	
   action	
   research	
   is	
   to	
   include	
   the	
   subjects	
   in	
   the	
  
process	
  so	
  they	
  are	
  able	
  to	
  develop	
  new	
  skills	
  and	
  become	
  empowered.	
  Therefore	
  the	
  needs	
  
and	
  desires	
  of	
  those	
  involved	
  are	
  very	
  important	
  (Ozanne	
  and	
  Saatcioglu	
  2008).	
  For	
  anyone	
  
conducting	
  research	
  using	
   the	
  PAR	
   approach,	
  one	
  should	
   first	
   identify	
   the	
  environment	
   in	
  
which	
  the	
  method	
  will	
  be	
  applied.	
  Three	
  types	
  of	
  PAR	
  used	
  depending	
  on	
  the	
  characteristics	
  
of	
   the	
   target	
   community	
  are:	
   action	
  research,	
  participatory	
  rural	
  appraisal,	
  and	
  community	
  
action	
  research	
  (ibid.).	
  

Action	
  Research	
  
As	
   defined	
   by	
   Ozanne	
   and	
   Saatcioglu,	
   action	
   research	
   is	
   “creating	
   knowledge	
   about	
   an	
  
organization	
   while	
   trying	
   to	
   change	
   it.”	
   Action	
   Research	
   focuses	
   on	
   the	
   welfare	
   of	
   the	
  
subjects	
  and	
  its	
  consumers	
  on	
  a	
  large	
  scale	
  through	
  the	
  use	
  of	
  four	
  components:	
  	
  
Scientific	
   Methods	
   that	
   are	
   guided	
   by	
   field	
   experiments.	
   This	
   step	
   allows	
   for	
   rigorous	
  
testing	
  and	
  analysis	
  of	
  the	
  social	
  problems	
  being	
  addressed.	
  	
  
Cyclic	
  Research	
  starts	
  with	
   joint	
  problem	
  analysis	
  and	
  diagnosis,	
  which	
   is	
   later	
  guided	
  by	
  
hypotheses	
  as	
  shown	
  in	
  the	
  Figure	
  below.	
  
Collaboration	
   is	
   done	
   between	
   researchers	
   and	
   clients	
   throughout	
   the	
   cycle	
   in	
   which	
  
knowledge	
  is	
  shared	
  between	
  both	
  parties.	
  
Organize	
   all	
   collected	
   data	
   and	
   forge	
   a	
   common	
   understanding	
   of	
   the	
   problem	
   and	
   its	
  
solution.	
  	
  This	
  will	
  allow	
  for	
  the	
  implementation	
  of	
  change	
  (Ozanne	
  and	
  Saatcioglu,	
  2008).	
  

	
  
Figure:	
  PAR	
  Cycle	
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Rural	
  Appraisal	
  
Rapid	
  rural	
  appraisal	
  (RRA)	
  is	
  another	
  systematic	
  approach	
  of	
  seeking	
  knowledge	
  for	
  social	
  
action	
  that	
  focuses	
  on	
  data	
  collection	
  in	
  a	
  rural	
  setting.	
  	
  Participatory	
  rural	
  appraisal	
  (PRA)	
  
is	
  a	
  branch	
  of	
  RRA	
  that	
  emphasizes	
  empowerment	
  and	
  is	
  often	
  referred	
  to	
  as	
  participatory	
  
learning	
  and	
  action	
  (PLA).	
   	
   The	
   two	
  methods	
  have	
   a	
   lot	
   in	
   common	
  but	
   differ	
   in	
   terms	
  of	
  
ownership	
  of	
  information,	
  and	
  the	
  nature	
  of	
  the	
  process	
  (Ghorbani).	
  

Rapid	
  Rural	
  Appraisal	
  (RRA)	
  
The	
   basic	
   goal	
   of	
   RRA	
   is	
   to	
   quickly	
   gather,	
   analyze,	
   and	
   evaluate	
   information	
   on	
   rural	
  
conditions	
   and	
   local	
   knowledge	
   in	
   close	
   cooperation	
   with	
   the	
   local	
   population.	
   	
   To	
  
distinguish	
  itself	
  from	
  other	
  approaches	
  of	
  participatory	
  action	
  research,	
  RRA’s	
  methods	
  are	
  
adjusted	
   to	
   the	
   conditions	
   of	
   the	
   rural	
   communities	
   in	
   terms	
   of	
   communication.	
   	
   For	
  
example,	
  visual	
  tools	
  were	
  used	
  in	
  illiterate	
  communities	
  to	
  supplement	
  the	
  survey	
  process	
  
using	
   comprehensible	
   symbols	
   that	
   had	
   meaning	
   to	
   the	
   community	
   members.	
   	
   The	
  
development	
   of	
   these	
   tools	
   was	
   largely	
   influenced	
   by	
   the	
   desire	
   of	
   researchers	
   to	
   avoid	
  
timely	
   and	
   costly	
   procedures	
   that	
   often	
   accompanied	
   work	
   done	
   with	
   underdeveloped	
  
areas.	
   	
   Two	
   common	
   data-­‐gathering	
   techniques	
   are	
   group	
   interviews	
   and	
   informal	
  
conversations	
   with	
   the	
   subjects	
   structured	
   by	
   a	
   checklist	
   of	
   topics	
   to	
   be	
  
addressed(Ghorbani).	
  	
  Using	
  these	
  methods,	
  the	
  target	
  community	
  is	
  given	
  a	
  voice,	
  as	
  they	
  
become	
  the	
  experts	
  about	
  their	
  daily	
  lives	
  and	
  their	
  knowledge	
  of	
  the	
  problems	
  they	
  face.	
  	
  	
  
	
  
Uncertainty	
  in	
  regards	
  to	
  the	
  accuracy	
  of	
  information	
  gathered	
  is	
  a	
  drawback	
  of	
  this	
  “story-­‐
telling”	
   form	
   of	
   data	
   extraction.	
   	
   Problems	
   that	
   can	
   arise	
   include:	
   	
   people	
   being	
  
uncomfortable	
  in	
  complete	
  divulgence	
  of	
   information;	
  the	
  length	
  of	
  time	
  they	
  may	
  have	
  to	
  
explain;	
   subjects	
  giving	
  desirable	
  answers	
  as	
  opposed	
   to	
   truthful	
  ones;	
  etc.	
   	
  However,	
   the	
  
RRA	
  method	
   can	
   overcome	
   some	
   of	
   these	
   problems	
   better	
   than	
   other	
   surveys	
   due	
   to	
   the	
  
more	
   personal	
   nature	
   of	
   gathering	
   data.	
   	
   Another	
   criticism	
   of	
  RRA	
   is	
   the	
   issue	
   of	
   limited	
  
follow-­‐up.	
  	
  Often	
  times,	
  the	
  data	
  collection	
  is	
  done	
  in	
  the	
  rural	
  communities,	
  but	
  the	
  analysis	
  
is	
   done	
   elsewhere	
   by	
   the	
   outside	
   organization.	
   	
   The	
   lack	
   of	
   feedback	
   often	
   results	
   in	
  
researchers	
   developing	
   conclusions	
   and/or	
   solutions	
   to	
   problems	
   that	
   are	
   inefficient	
   and	
  
unexpected	
  by	
  the	
  community.	
  	
  Overall,	
  critics	
  of	
  rapid	
  rural	
  appraisal	
  have	
  concluded	
  that	
  
although	
  RRAs	
  are	
  faster	
  and	
  less	
  budget	
  consuming	
  than	
  other	
  survey	
  methods,	
  the	
  quality	
  
of	
   the	
   results	
   is	
   not	
   significantly	
   better.	
   	
  Participatory	
  rural	
  appraisal	
  was	
  developed	
   as	
   a	
  
result	
  of	
  this	
  negative	
  critique.	
  	
  	
  

Participatory	
  Rural	
  Appraisal	
  (PRA)	
  
Rural	
   rapid	
   appraisal	
   and	
   participatory	
   rural	
   appraisal	
   are	
   both	
   quick,	
   multidisciplinary,	
  
observation-­‐based	
   methods	
   applied	
   when	
   working	
   with	
   a	
   target	
   community	
   to	
   gather	
  
information	
  about	
  a	
  problem.	
   	
  The	
  differences	
  between	
  the	
   two	
  are	
   found	
   in	
   the	
  methods	
  
employed,	
  the	
  behavior	
  of	
  the	
  outside	
  organization,	
  and	
  what	
  is	
  shared	
  between	
  the	
  target	
  
community	
   and	
   the	
   outside	
   organization.	
   	
   Rather	
   than	
   dominate	
   the	
   research,	
   the	
  
organization	
  becomes	
  a	
  facilitator	
  and	
  aids	
  the	
  local	
  people	
  in	
  developing	
  a	
  skillset	
  to	
  collect	
  
and	
  analyze	
  data	
  themselves.	
  	
  	
  Group	
  oriented	
  methods	
  of	
  communication	
  are	
  used	
  in	
  order	
  
to	
  do	
  this	
  informally.	
  	
  A	
  personal	
  relationship	
  is	
  then	
  formed	
  between	
  the	
  organization	
  and	
  
the	
   local	
   community	
   that	
   allows	
   information	
   and	
   experiences	
   to	
   be	
   shared	
   (Emami,	
  
Bolandnazar,	
  &	
  Sadighi).	
  	
  	
  
	
  
As	
  the	
  outside	
  organization	
  is	
  offering	
  aid	
  and	
  suggestions	
  to	
  the	
  community,	
  Kamla	
  Bhasin	
  
suggests	
  that	
  they	
  continuously	
  ask	
  themselves,	
  “Am	
  I	
  increasing	
  the	
  confidence	
  of	
  the	
  poor,	
  
their	
   faith	
   in	
   themselves,	
   and	
   their	
   self-­‐reliance,	
   or	
   am	
   I	
  making	
   them	
   instruments	
   of	
  my	
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own	
  plans	
  of	
  action,	
   imposing	
  my	
  ideas	
  on	
  them	
  and	
  that	
  of	
  my	
  organization?”	
  (Ghorbani,	
  
2011).	
   Participation	
   of	
   communities	
   in	
   their	
   own	
   social	
   and	
   economic	
   development	
   is	
  
important,	
  especially	
  when	
  trying	
  to	
  establish	
  sustainable	
  results.	
  	
  	
  

Community	
  Action	
  Research	
  
As	
  researchers	
  began	
  to	
  realize	
  the	
  efficiency	
  of	
  action	
  research	
  in	
  supporting	
  organizations,	
  
the	
  same	
  principles	
  were	
  applied	
   in	
  developing	
  communities;	
  however,	
  researchers	
   found	
  
that	
  these	
  methods	
  were	
  insufficient	
  for	
  situations	
  involving	
  relentless	
  poverty	
  and	
  human	
  
suffering	
  (Ozanne	
  and	
  Saatcioglu	
  2008).	
  Many	
  of	
  the	
  key	
  qualities	
  of	
  action	
  research	
  could	
  
not	
  be	
  applied	
  in	
  communities	
  where	
  marginalized	
  groups	
  lacked	
  assistance	
  and	
  resources	
  
for	
  development.	
  As	
  a	
  result,	
  community	
  action	
  research	
  (CAR)	
  was	
  created.	
  
	
  
The	
   alternative	
   research	
   method	
   of	
   utilizing	
   communities	
   as	
   the	
   basis	
   of	
   analysis	
  
distinguishes	
  Community	
  action	
  research	
   from	
  previous	
  PARs.	
   	
  Examples	
  of	
  where	
  CAR	
  can	
  
be	
   used	
   are	
   when	
   communities	
   are	
   facing	
   problems	
   that	
   include	
   lack	
   of	
   governmental	
  
organizations,	
   education,	
   income,	
   and	
   high	
   standard	
   of	
   living.	
   This	
   process	
   allows	
   the	
  
researcher	
   to	
   facilitate	
  methods	
   on	
   how	
   to	
   help	
   a	
   community	
   critically	
   analyze	
   problems	
  
and	
  access	
  necessary	
  economic,	
  political,	
  or	
  social	
  resources	
  to	
  solve	
  them	
  (Selener	
  1997).	
  
Facilitators	
   of	
   CAR	
   hope	
   that	
   this	
   method	
   will	
   allow	
   people	
   to	
   realize	
   their	
   potential	
   in	
  
addressing	
  major	
  problems	
  to	
  improve	
  their	
  community.	
  In	
  order	
  to	
  find	
  aspects	
  that	
  could	
  
be	
  useful	
   in	
  solving	
  problems,	
  CAR	
  also	
  assists	
  people	
   in	
   looking	
  deeper	
   into	
   their	
  history	
  
and	
  environment	
  (Ozanne	
  and	
  Saatcioglu	
  2008).	
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Appendix	
  I:	
  Overview	
  of	
  Pricing	
  Methods	
  	
  
Price	
   is	
   the	
  value	
  that	
  consumers	
  are	
  willing	
  to	
  give	
  up	
   in	
  exchange	
  for	
  owning	
  or	
  using	
  a	
  
product	
  or	
  service	
  (The	
  Marketing	
  Mix	
  and	
  4	
  Ps,	
  1996).	
  	
  Since	
  price	
  is	
  the	
  only	
  component	
  
that	
  can	
  generate	
  revenue	
  for	
  a	
  business,	
  setting	
  the	
  proper	
  price	
  of	
  a	
  product	
  or	
  service	
  is	
  
vital	
  to	
  a	
  business’s	
  success.	
  	
  
	
  
When	
   determining	
   the	
   price	
   of	
   a	
   product	
   or	
   service,	
   it	
   is	
   necessary	
   to	
   ask	
   the	
   following	
  
questions:	
  What	
   is	
   the	
  value	
  of	
   the	
  product?	
  What	
   is	
   the	
  production	
  cost?	
  How	
  much	
  would	
  
the	
  customers	
  be	
  willing	
  to	
  pay?	
  What	
  are	
  competitors	
  charging?	
  	
  The	
  figure	
  below	
  shows	
  the	
  
major	
   factors	
   that	
   need	
   to	
   be	
   considered	
   when	
   setting	
   up	
   the	
   price	
   for	
   each	
   product	
   or	
  
service.	
  

	
  
	
  
Three	
   major	
   pricing	
   strategies	
   are	
   widely	
   practiced	
   by	
   many	
   firms	
   around	
   the	
   globe:	
  
customer-­‐value	
  based	
  pricing,	
  cost-­‐based	
  pricing,	
  and	
  competition-­‐based	
  pricing	
  (ibid.).	
  
	
  
Customer-­‐Value	
  Based	
  Pricing:	
  A	
  customer’s	
  perceptions	
  of	
  value	
  are	
  used	
  as	
  the	
  primary	
  
key	
  to	
  price	
  a	
  product	
  or	
  service.	
  The	
  price	
  of	
  each	
  product	
  is	
  usually	
  considered	
  along	
  with	
  
other	
  marketing	
  mix	
  components.	
  	
  
Cost-­‐Based	
  Pricing:	
  	
  The	
  price	
  of	
  a	
  product	
  or	
  service	
  is	
  set	
  based	
  on	
  the	
  cost	
  to	
  produce	
  that	
  
product	
  or	
  service	
  plus	
  a	
  standard	
  amount	
  of	
  markup	
  to	
  the	
  cost	
  of	
  a	
  product	
  or	
  service	
  in	
  
order	
  to	
  gain	
  a	
  profit.	
  	
  
Competition-­‐Based	
   Pricing:	
   The	
   price	
   of	
   a	
   product	
   or	
   service	
   is	
   set	
   based	
   on	
   competitor	
  
prices	
  or	
  other	
  market	
  offerings.	
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Appendix	
  J:	
  Information	
  Gained	
  from	
  Initial	
  Visits	
  to	
  Ban	
  Pang	
  Ung	
  Mhai	
  	
  
NOTE:	
  Information	
  gathered	
  was	
  translated	
  from	
  Thai	
  to	
  English,	
  and	
  sometimes	
  
Hmong	
  to	
  Thai	
  to	
  English.	
  	
  Due	
  to	
  these	
  translations,	
  there	
  are	
  times	
  in	
  which	
  
“quotes”	
  from	
  the	
  villagers	
  will	
  not	
  be	
  grammatically	
  correct.	
  	
  Also,	
  the	
  text	
  below	
  
does	
  not	
  reflect	
  the	
  open	
  conversations	
  with	
  the	
  members	
  of	
  Ban	
  Pang	
  Ung	
  Mhai,	
  
but	
  is	
  organized	
  into	
  the	
  list	
  of	
  questions	
  the	
  team	
  wished	
  to	
  have	
  answered	
  during	
  
those	
  conversations.	
  	
  

Hmong	
  village	
  Background	
  
How	
  many	
  people	
  live	
  in	
  Ban	
  Pang	
  Ung	
  Mhai?	
  
“It	
  is	
  around	
  40-­‐50	
  families	
  or	
  200-­‐300	
  people.”	
  
	
  
How	
  many	
  women	
  are	
  in	
  the	
  cooperative?	
  
“There	
  are	
  only	
  17	
  women,	
  but	
  currently	
  due	
  to	
  other	
  responsibilities,	
  there	
  are	
  fewer	
  who	
  
is	
  doing	
  embroidery,	
  about	
  3-­‐5	
  people.”	
  
	
  
When	
  do	
  women	
  start	
  to	
  embroider?	
  
“Mostly	
  we	
  teach	
  them	
  to	
  embroider	
  at	
  the	
  age	
  of	
  4,	
  begins	
  with	
  easy	
  pattern.”	
  
	
  
How	
  do	
  you	
  define	
  success,	
  empowerment?	
  
“The	
  more	
  sale,	
  the	
  more	
  success.”	
  
	
  
What	
  are	
  the	
  men’s	
  opinion	
  about	
  your	
  cooperation?	
  
“They	
  are	
  ok	
  about	
  this,	
  they	
  don't	
  feel	
  like	
  we	
  try	
  to	
  step	
  over	
  them	
  because	
  this	
  can	
  also	
  
help	
  them	
  as	
  more	
  income	
  besides	
  farming.”	
  

Conversation	
  with	
  men	
  from	
  village	
  
The	
  men	
  stood	
  in	
  on	
  the	
  presentation	
  we	
  had	
  with	
  the	
  women.	
  	
  Afterwards	
  we	
  asked	
  them	
  
how	
  they	
  felt	
  about	
  the	
  women’s	
  embroidery	
  business	
  and	
  they	
  said	
  they	
  were	
  happy	
  with	
  
it	
  since	
  the	
  women	
  were	
  making	
  more	
  money	
  for	
  the	
  families.	
  	
  They	
  also	
  suggested	
  that	
  
since	
  they	
  sell	
  crops	
  in	
  the	
  markets,	
  they	
  were	
  already	
  knowledgeable	
  of	
  some	
  marketing	
  
strategies.	
  	
  One	
  cooperative	
  member’s	
  husband	
  stated:	
  “Farming	
  and	
  craft	
  sales	
  are	
  very	
  
different	
  so	
  I	
  do	
  not	
  feel	
  the	
  women	
  are	
  crossing	
  a	
  line.”	
  

Money	
  matter	
  	
  	
  
How	
  much	
  do	
  you	
  spend	
  each	
  month?	
  
“It	
  depends,	
  if	
  we	
  have	
  kids	
  it	
  will	
  be	
  higher,	
  but	
  as	
  I	
  know	
  we	
  spend	
  at	
  least	
  5000	
  Baht	
  per	
  
month.”	
  
	
  
So,	
  you	
  do	
  embroidery	
  and	
  you	
  got	
  more	
  income.	
  What	
  housewives	
  do	
  with	
  the	
  money?	
  
“If	
  they	
  make	
  more,	
  they	
  can	
  spend	
  more.	
  Maybe	
  on	
  household	
  utility,	
  or	
  kid	
  education	
  fee.”	
  

Farming	
  versus	
  Embroidery	
  
What	
  is	
  your	
  main	
  job?	
  
“Our	
  main	
  job	
  is	
  farming.”	
  
	
  
What	
  are	
  the	
  plants	
  that	
  you	
  grow?	
  
“Mostly	
   we	
   grow	
   cabbage	
   and	
   corn	
   for	
   selling	
   to	
   company,	
   and	
   others	
   are	
   potatoes,	
  
tomatoes,	
  and	
  onions.	
  Usually	
  the	
  man	
  took	
  the	
  plants	
  to	
  sell	
  in	
  Chiang	
  Mai	
  or	
  Mae	
  Chaem.”	
  



	
   61	
  

	
  
How	
  much	
  do	
  you	
  make	
  from	
  farming?	
  
“Around	
  50,000	
  –	
  300,000	
  Baht	
  per	
  year.”	
  
	
  
Is	
  it	
  per	
  family	
  or	
  village?	
  
“It	
  is	
  per	
  family,	
  but	
  also	
  depends	
  on	
  how	
  big	
  their	
  farm	
  is.”	
  
	
  
Do	
  you	
  farm	
  all	
  year?	
  
“Almost	
  all	
  year,	
  but	
  in	
  winter	
  there	
  is	
  no	
  enough	
  water	
  for	
  farming	
  but	
  if	
  it’s	
  enough	
  we	
  can	
  
farm.”	
  
	
  
So	
  in	
  winter,	
  the	
  women	
  can	
  do	
  embroidery	
  more?	
  
“Yes,	
  because	
  after	
  we	
  farm	
  we	
  weave,	
  if	
  we	
  cannot	
  farm	
  because	
  of	
  seasonal	
  condition	
  we	
  
will	
  have	
  more	
  time	
  to	
  weave.”	
  
	
  
Which	
  one	
  a	
  better	
  income	
  between	
  embroidery	
  vs.	
  farming?	
  
“Farming….we	
  can	
  earn	
  extra	
  income	
  by	
  doing	
  embroidery.”	
  
	
  
How	
  about	
  embroidery?	
  
“Embroidery	
  is	
  what	
  we	
  usually	
  do	
  in	
  the	
  free	
  time	
  because	
  it	
  is	
  our	
  culture.”	
  
“The	
  reason	
  why	
  we	
  embroider	
  is	
  to	
  gather	
  together	
  as	
  housewives	
  to	
  do	
  something	
  in	
  our	
  
free	
  time	
  rather	
  than	
  just	
  only	
  farming.”	
  
“Embroidery	
   gives	
  us	
   the	
   opportunity	
   to	
   express	
   our	
   own	
   ideas	
   and	
   gives	
  us	
   a	
   chance	
   to	
  
speak	
  up	
  since	
  normally	
  men	
  always	
  take	
  leadership	
  roles	
  and	
  command	
  things.”	
  

Embroidery	
  
How	
  much	
  are	
  these	
  items?	
  
“A	
  key	
  chain	
   is	
  25	
  Baht,	
  stationary	
  care	
   is	
  30	
  Baht,	
  purse	
   is	
  90	
  Baht,	
  and	
  notebook	
  case	
   is	
  
350	
  Baht.”	
  
	
  
How	
  you	
  determine	
  the	
  price	
  for	
  example	
  the	
  stationary	
  case?	
  
“The	
  long	
  fabric	
  with	
  pattern	
  around	
  1.5	
  meter	
  long	
  costs	
  90B	
  which	
  can	
  make	
  3	
  of	
  1	
  side	
  
pattern	
  of	
  stationary	
  cases,	
  so	
  30	
  Baht	
  for	
  pattern	
  and	
  10Baht	
  for	
  other	
  raw	
  material	
  such	
  
as	
   zipper	
   5	
   Baht,	
   accessory	
   1	
   Baht,	
   sponge	
   and	
   another	
   container	
   fabric.	
   Therefore,	
   the	
  
capital	
  cost	
  is	
  40	
  Baht	
  and	
  we	
  add	
  20	
  Baht.”	
  
	
  
The	
  additional	
  20	
  Baht	
  is	
  for	
  the	
  wage?	
  
“Yes,	
  actually	
   it	
  depends	
  on	
  the	
  pattern,	
   if	
  a	
  pattern	
  is	
  very	
  hard	
  to	
  make	
  the	
  price	
  will	
  be	
  
higher.	
  Like	
  a	
  purse	
  which	
  costs	
  90	
  Baht,	
  the	
  materials	
  is	
  60	
  Baht	
  but	
  we	
  add	
  30	
  Baht	
  for	
  the	
  
pattern.”	
  
	
  
How	
  much	
  can	
  you	
  earn	
  from	
  embroidery?	
  
“We	
  earned	
  70,000-­‐80,000	
  Baht	
  for	
  2	
  years.”	
  
	
  
How	
  does	
  payment	
  work	
  for	
  your	
  embroidery	
  business?	
  
“The	
  income	
  is	
  separated	
  in	
  80	
  and	
  20percent;	
  80	
  percent	
  is	
  shared	
  to	
  the	
  housewives	
  who	
  
did	
  weave	
   for	
   the	
   latest	
   lot,	
   and	
  20	
  percent	
   is	
   for	
  buying	
  new	
  raw	
  material.	
  At	
   first,	
  Raks	
  
Thai	
  and	
  Royal	
  project	
  give	
  us	
  11,000	
  and	
  9,000	
  respectively	
  to	
  us	
  for	
  the	
  raw	
  material	
  fee.”	
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So	
  for	
  example	
  if	
  there	
  are	
  4	
  women	
  who	
  doing	
  the	
  embroidery	
  and	
  let’s	
  say	
  if	
  the	
  income	
  is	
  
10000	
  Baht,	
  each	
  woman	
  will	
  receive	
  2000	
  Baht	
  each	
  and	
  the	
  rest	
  2000	
  Baht	
  is	
  for	
  buying	
  
new	
  raw	
  material?	
  
“Yes.”	
  
	
  
Have	
  you	
  ever	
  exported	
  the	
  product	
  to	
  overseas?	
  
“Yes,	
  it	
  is	
  USA	
  but	
  now	
  there	
  is	
  no	
  order	
  anymore.	
  At	
  first,	
  there	
  is	
  a	
  girl	
  who	
  help	
  us	
  bring	
  
our	
   product	
   around	
   30	
   pieces	
   to	
   sell	
   at	
   USA	
   but	
   I	
   can't	
   remember	
  where	
   it	
   is.	
   Now,	
   she	
  
marries	
  and	
  she	
  never	
  come	
  back	
  again.”	
  
	
  
What	
  material	
  that	
  you	
  use	
  to	
  dye?	
  
“It	
   is	
   a	
   Baphicacanthus	
   cusia	
  	
   Brem,	
   we	
   boil	
   it	
   and	
   add	
   the	
   basic	
   water.	
   Then	
   add	
   the	
  
chemical	
  solvent	
   that	
  we	
  bought	
   from	
  Chiang	
  Mai.	
  By	
  adding	
   that	
  solvent	
   it	
  will	
  make	
  the	
  
color	
  darker”	
  
	
  
Do	
  you	
  know	
  what	
  the	
  chemical	
  solvent	
  is?	
  
“No,	
  I	
  don't”	
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Appendix	
  K:	
  Merchant	
  Interviews	
  in	
  Doi	
  Pui,	
  Chiang	
  Mai	
  
Two	
  local	
  shops	
  were	
  interviewed;	
  information	
  below	
  is	
  compiled	
  from	
  both	
  of	
  
them.	
  	
  Their	
  names	
  are	
  unknown.	
  	
  
NOTE:	
  Information	
  gathered	
  was	
  translated	
  from	
  Thai	
  to	
  English.	
  	
  Due	
  to	
  these	
  
translations,	
  there	
  are	
  times	
  in	
  which	
  “quotes”	
  from	
  the	
  villagers	
  will	
  not	
  be	
  
grammatically	
  correct.	
  	
  	
  

Problems	
  
• The	
  atmosphere	
  in	
  village	
  has	
  changed,	
  that	
  made	
  the	
  traditional	
  environment	
  

decrease.	
  Therefore,	
  the	
  tourists	
  visit	
  Doi	
  Pui	
  less	
  often	
  now.	
  
• “Today	
  numbers	
  of	
  tourists	
  decrease	
  because	
  the	
  village	
  has	
  changed	
  so	
  much”.	
  
• “The	
  environment	
  around	
  here	
  looks	
  different	
  from	
  the	
  past.	
  At	
  past	
  the	
  shops	
  and	
  

products	
  looked	
  more	
  traditional.”	
  
• “Tradition	
  is	
  the	
  main	
  factor	
  that	
  attracted	
  tourists	
  to	
  visit	
  here	
  and	
  take	
  a	
  picture.”	
  
• “When	
  people	
  here	
  earned	
  more	
  income,	
  we	
  tried	
  to	
  modernize	
  our	
  shop	
  to	
  attract	
  

the	
  tourist.”	
  

Background	
  
• Good	
  season	
  Middle	
  of	
  November	
  –	
  Early	
  December	
  
• They	
  did	
  not	
  record	
  the	
  data	
  or	
  products	
  which	
  sold,	
  they	
  don’t	
  know	
  what	
  is	
  the	
  

most	
  popular	
  product	
  

Product	
  
• Buy	
  the	
  fabric	
  at	
  Chiang	
  Mai	
  
• Villagers	
  make	
  the	
  design,	
  it	
  is	
  mass	
  produced	
  in	
  Chiang	
  Mhai	
  

o Handmade	
  items	
  are	
  more	
  expensive	
  
• “Before,	
  the	
  products	
  here	
  are	
  originally	
  handmade	
  but	
  now	
  industrially.”	
  

Place	
  
• Also	
  sell	
  at	
  weekend	
  market	
  (if	
  they	
  have	
  a	
  money	
  to	
  travel)	
  
• Sometimes	
  (not	
  often)	
  people	
  from	
  town	
  buy	
  their	
  products	
  

Price	
  
• Depends	
  on	
  fabric,	
  design,	
  time	
  usage	
  (transportation	
  not	
  included)	
  
• Higher	
  priced	
  products	
  are	
  more	
  difficult	
  to	
  sell	
  
• The	
  product	
  which	
  has	
  the	
  candle	
  paint	
  is	
  3-­‐4	
  times	
  more	
  expensive	
  than	
  others	
  
• Customers	
  bargain	
  

o Merchants	
  set	
  price	
  higher	
  than	
  cost+profit	
  to	
  make	
  up	
  for	
  bargaining	
  

Customer	
  
• Used	
  to	
  be	
  tourists;	
  now	
  some	
  Thai	
  locals	
  
• Tourists	
  used	
  to	
  come	
  a	
  lot	
  to	
  see	
  the	
  village	
  and	
  buy	
  the	
  products,	
  but	
  after	
  

modernizing	
  it	
  was	
  no	
  longer	
  a	
  tourist	
  attraction.	
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Appendix	
  L:	
  Merchant	
  Interviews	
  in	
  Doi	
  Khun	
  Chang	
  Kien,	
  Chiang	
  Mai	
  
Two	
  local	
  shops	
  were	
  interviewed;	
  information	
  below	
  is	
  compiled	
  from	
  both	
  of	
  
them.	
  	
  	
  
NOTE:	
  Information	
  gathered	
  was	
  translated	
  from	
  Thai	
  to	
  English.	
  	
  Due	
  to	
  these	
  
translations,	
  there	
  are	
  times	
  in	
  which	
  “quotes”	
  from	
  the	
  villagers	
  will	
  not	
  be	
  
grammatically	
  correct.	
  	
  	
  

Problems	
  
The	
  merchants	
  in	
  Doi	
  Khun	
  Chang	
  Kien	
  have	
  not	
  faced	
  problems	
  selling	
  their	
  
embroidery.	
  	
  Their	
  village	
  is	
  a	
  tourist	
  hotspot,	
  so	
  it	
  is	
  frequented	
  by	
  consumers.	
  	
  
Also,	
  their	
  location	
  grants	
  them	
  the	
  ability	
  to	
  travel	
  to	
  Chiang	
  Mai	
  markets	
  to	
  sell	
  
additional	
  products.	
  	
  	
  

Interviewee:	
  Khun	
  Nee	
  

Background	
  
• Has	
  embroidered	
  for	
  5-­‐6	
  years	
  
• Good	
  season	
  for	
  selling	
  is	
  winter:	
  “There	
  are	
  lots	
  of	
  tourists	
  during	
  the	
  winter	
  

season.”	
  
• Farm	
  at	
  summer	
  

Customer	
  
• Thai	
  mostly	
  buy	
  Bag	
  
• Tourists	
  mostly	
  buy	
  pillow	
  case	
  	
  
• Tourists	
  every	
  year	
  comes	
  to	
  visit	
  this	
  Doi	
  because	
  of	
  its	
  beautiful	
  scene	
  

Product	
  
• The	
  owner	
  makes	
  by	
  herself;	
  has	
  own	
  designs	
  
• Handmade	
  products	
  are	
  more	
  expensive	
  

Price	
  
• “Normally	
  tourists	
  bargain,	
  but	
  not	
  much	
  depending	
  on	
  the	
  costs.”	
  

Place	
  
• Also	
  sell	
  at	
  Weekend	
  market: “Sunday	
  market	
  at	
  Chiang	
  Mai	
  really	
  helps	
  increasing	
  

the	
  sales”.	
  	
  
• “Another	
  way	
  people	
  buy	
  a	
  lot	
  of	
  products	
  is	
  if	
  they	
  order	
  at	
  the	
  Sunday	
  Market…if	
  

there	
  are	
  a	
  lot	
  of	
  orders,	
  embroidery	
  can	
  make	
  good	
  money.”	
  
• Tourists	
  buy	
  the	
  product	
  to	
  sell	
  in	
  their	
  country	
  

Interviewee:	
  Khun	
  Chanya	
  

Background	
  
• Started	
  2	
  years	
  ago	
  
• Best	
  sell	
  at	
  winter,	
  but	
  she	
  can	
  get	
  the	
  income	
  from	
  farming	
  more	
  than	
  sell	
  

embroidery	
  product	
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Customer	
  
• Thai	
  +	
  foreigner:	
  “Mostly	
  customers	
  are	
  tourists…they	
  are	
  interested	
  in	
  handmade	
  

products	
  and	
  crafts.	
  Once	
  they	
  buy,	
  they	
  buy	
  a	
  lot.”	
  

Product	
  
• make	
  her	
  own	
  design	
  

Price	
  
• Bargain	
  
• Determined	
  by	
  quality	
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Appendix	
  M:	
  Checklist	
  of	
  Information	
  to	
  be	
  gathered	
  in	
  Interviews	
  with	
  
Merchants	
  

	
  
Merchant	
  Survey	
  Checklist	
  

Venue	
  Name:	
  ____________________________	
  
	
   Name/Title:________________________	
  

WPI	
  Interviewer:	
  _______________________	
   Date:	
  
______________	
  
	
  

	
  Who	
  is	
  your	
  target	
  consumer?	
  
	
  
	
  Who	
  buys	
  your	
  products?	
  
	
  
	
  What	
  product	
  types	
  do	
  consumers	
  prefer?	
  
	
  
	
  How	
  much	
  do	
  products	
  sell	
  for?	
  
	
  
	
  Is	
  there	
  bargaining	
  involved?	
  
	
  

Additional	
  Questions	
  for	
  Potential	
  Selling	
  Locations:	
  
	
  How	
  do	
  you	
  find	
  artisans	
  to	
  work	
  with?	
  	
  
	
  
	
  What	
  are	
  the	
  requirements	
  to	
  sell	
  in	
  your	
  shop?	
  
	
  
	
  How	
  many	
  products	
  do	
  you	
  need	
  at	
  a	
  time?	
  
	
  
	
  How	
  does	
  the	
  payment	
  process	
  work?	
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Appendix	
  N:	
  Results	
  from	
  Merchants	
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4.4	
  
4.6	
  
4.8	
  
5	
  

5.2	
  
5.4	
  
5.6	
  
5.8	
  
6	
  

Personal	
  Usage	
  
Souvenirs	
  

Reason	
  of	
  Purchase	
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Appendix	
  O:	
  Checklist	
  of	
  Information	
  to	
  be	
  gathered	
  in	
  Interviews	
  with	
  
Consumers	
  
	
  

	
  

Consumer	
  Survey	
  Checklist	
  

Venue	
  Name:	
  ____________________________	
  
	
   Name/Title:________________________	
  

WPI	
  Interviewer:	
  _______________________	
   Date:	
  
______________	
  
	
  

	
  What	
  initially	
  attracts	
  you	
  to	
  a	
  product?	
  Why	
  specifically	
  are	
  you	
  purchasing	
  
this	
  kind	
  of	
  product?	
  Are	
  you	
  buying	
  this	
  for	
  yourself	
  or	
  as	
  a	
  gift?	
  
	
  
	
  Do	
  you	
  prefer	
  to	
  buy	
  things	
  with	
  cultural	
  significance?	
  	
  
	
  	
  

Is	
   there	
  a	
  specific	
  type	
  of	
  design	
  that	
  you	
  are	
  looking	
  for	
  in	
  a	
  product?	
  
	
  

Do	
  you	
  have	
  price	
  or	
  size	
  limitations?	
  How	
  much	
  are	
  you	
  willing	
  to	
  pay	
  for	
  a	
  
product?	
  	
  
	
  
	
  Do	
  you	
  bargain?	
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Appendix	
  P:	
  Survey	
  Results	
  from	
  Tourists	
  	
  

#	
  

What	
  
specifically	
  
attracts	
  you	
  
about	
  the	
  
craft	
  

product?	
  

Follow	
  up	
  
Question	
  

Follow	
  up	
  
Answer	
  

Who	
  are	
  
you	
  

buying	
  
this	
  for?	
  

What	
  about	
  
the	
  design	
  

attracted	
  you	
  

Design	
  vs.	
  
Price	
  

Bargain	
  or	
  
Set	
  Price	
  

1	
   Natural	
  
Chemicals	
  

What	
  
about	
  
natural	
  

chemicals?	
  

Cultural	
  
significance/t
raditional	
  

Family	
  
Member	
  

Tells	
  a	
  story	
  
about	
  the	
  
culture	
  and	
  
the	
  process	
  

Realistic	
  
price	
  but	
  
more	
  about	
  
quality	
  and	
  
work	
  

Not	
  of	
  
importance	
  

2	
   Different	
  color	
  
designs	
  

What	
  
about	
  the	
  
colors?	
  

Difference	
  in	
  
designs	
   Myself	
   Cultural	
  

background	
  

Design	
  
because	
  
rare	
  and	
  
harder	
  to	
  
find	
  

Set	
  Price	
  

3	
  

The	
  style	
  of	
  
culture	
  that	
  
product	
  
represents	
  

Why	
  
would	
  you	
  
buy	
  this	
  
type	
  of	
  
product?	
  

Tells	
  a	
  story	
  
about	
  the	
  
product.	
  

Myself	
  
Defines	
  

quality	
  based	
  
on	
  originality	
  

Design	
  is	
  
intricate	
  

and	
  hard	
  to	
  
find	
  

Set	
  price	
  
preferably.	
  

4	
   The	
  colors	
  
What	
  

about	
  the	
  
colors?	
  

Cultural	
  
background	
  

and	
  
something	
  
you	
  can't	
  

normally	
  get	
  
in	
  states.	
  

Family	
  
Member	
   Originality	
  

Reasonable	
  
price	
  but	
  
design	
  is	
  of	
  
higher	
  

importance	
  

Not	
  of	
  
importance	
  

5	
   Colors	
  
What	
  

about	
  the	
  
colors?	
  

Shares	
  an	
  
emotional	
  
background/

story	
  

Family	
  
Member/	
  
Present	
  

The	
  tribal	
  
design	
  

Reasonable	
  
price	
  over	
  
design	
  

Loves	
  to	
  
bargain	
  

6	
   vibrant	
  colors	
  
What	
  

about	
  the	
  
colors?	
  

It	
  gives	
  it	
  a	
  
vintage/	
  
modern/	
  
traditional	
  
look	
  to	
  it.	
  

Family	
  
Member/	
  
Present	
  

Basic	
  design	
  
with	
  colors	
  
that	
  stand	
  

out.	
  

No	
  
necessary	
  
interest	
  

likes	
  to	
  
bargain	
  but	
  
general	
  
value	
  is	
  
always	
  

considered	
  

7	
   The	
  tribal	
  
baby	
  outfits	
  

Why	
  is	
  the	
  
tribal	
  
outfits	
  
stand	
  out	
  
more	
  over	
  
other	
  

products?	
  

The	
  color	
  
scheme	
  was	
  
interesting	
  
and	
  was	
  a	
  

good	
  present	
  
for	
  family	
  
member	
  

Present	
   The	
  color	
  
coordination	
  

Design	
  
because	
  
rare	
  and	
  
harder	
  to	
  
find	
  

Not	
  of	
  
importance	
  

8	
  
colorful;	
  
shows	
  off	
  
products	
  

What	
  
would	
  

make	
  you	
  
buy	
  this?	
  

Cultural	
  
significance	
   Present	
  

patterns;	
  
colors;	
  

expresses	
  
dignity	
  

Design	
  
because	
  it	
  
expresses	
  
the	
  quality	
  	
  

Set	
  Price	
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9	
  

The	
  cultural	
  
background	
  
that	
  it	
  

represents.	
  

What	
  
interested	
  
you	
  so	
  
much	
  

about	
  the	
  
cultural	
  
significanc

e?	
  

The	
  
background	
  
and	
  cultural	
  
significance;	
  
tells	
  a	
  story	
  

Present/
Herself	
  

handwork	
  of	
  
each	
  product	
  

design	
  
because	
  it	
  
expresses	
  

the	
  
handwork	
  
of	
  the	
  
product	
  

Set	
  price	
  

10	
  

Proportion	
  of	
  
patterns	
  are	
  
pleasing	
  to	
  
the	
  eyes	
  

Why	
  
would	
  you	
  
purchase	
  
this	
  

product?	
  

Cultural	
  
significance;	
  
it	
  has	
  a	
  soul	
  of	
  
the	
  culture	
  
that	
  created	
  

it;	
  
functionality	
  

Present/
Herself	
  

It	
  coincides	
  
with	
  color	
  

gradience	
  and	
  
gives	
  it	
  a	
  

modern	
  look	
  
and	
  not	
  too	
  
traditional.	
  

Design;	
  
background	
  
would	
  help	
  

Set	
  price	
  
preferably.	
  

11	
   Colors	
  

What	
  was	
  
unique	
  
about	
  the	
  
product?	
  

Original;	
  
cultural;	
  rare	
  

to	
  find	
  

Present/
Herself	
  

Handmade	
  
product	
  

Design	
  
because	
  
rare	
  and	
  
harder	
  to	
  
find	
  

Set	
  Price	
  

12	
   Colors	
  
What	
  

about	
  the	
  
colors?	
  

The	
  
combination	
  
of	
  color	
  
makes	
  

product	
  look	
  
attractive	
  

Present/
Herself	
  

Different	
  
pattern	
  with	
  
various	
  color	
  

Design	
  
more	
  than	
  
price	
  

Set	
  Price	
  

13	
   Variety	
  of	
  
color	
  

What	
  
would	
  

make	
  you	
  
buy	
  this	
  
product?	
  

The	
  
background	
  
and	
  cultural	
  
significance;	
  
tells	
  a	
  story	
  

Personal	
  
use	
  

Unique	
  
pattern	
   Design	
   Set	
  Price	
  

14	
  
The	
  patterns	
  
are	
  pleasing	
  
to	
  the	
  eyes	
  

What	
  
would	
  

make	
  you	
  
buy	
  this	
  
product?	
  

Design	
  and	
  
fuctionality	
  

Present/
Herself	
  

Handmade	
  
product	
   Design	
   Not	
  of	
  

importance	
  

15	
   Design	
  

What	
  
would	
  

make	
  you	
  
buy	
  this	
  
product?	
  

Design	
  and	
  
fuctionality	
  

Present/
Herself	
  

Traditional	
  
look	
  

Reasonable	
  
price	
  but	
  
design	
  is	
  of	
  
higher	
  

importance	
  

Not	
  of	
  
importance	
  

16	
   Different	
  
color	
  designs	
  

What	
  
about	
  the	
  
colors?	
  

Original;	
  
cultural;	
  rare	
  

to	
  find	
  
Myself	
   Traditional	
  

look	
  

Reasonable	
  
price	
  over	
  
design	
  

Set	
  Price	
  

17	
   Design	
  

What	
  
would	
  

make	
  you	
  
buy	
  this	
  
product?	
  

Design	
  and	
  
fuctionality	
  

Personal	
  
use	
  

Cultural	
  
background	
   Design	
   Set	
  Price	
  

18	
   Unique	
  
pattern	
  

What	
  
would	
  

make	
  you	
  
buy	
  this?	
  

Design	
  and	
  
fuctionality	
   Myself	
   Handmade	
  

product	
  

handwork	
  
of	
  the	
  
product	
  

Not	
  of	
  
importance	
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19	
  

The	
  style	
  of	
  
culture	
  that	
  
product	
  
represents	
  

Why	
  
would	
  you	
  
buy	
  this	
  
type	
  of	
  
product?	
  

Cultural	
  
significance	
  

Present/
Herself	
  

Handmade	
  
product	
  

Design	
  
more	
  than	
  
price	
  

Set	
  Price	
  

20	
   Colors	
  
What	
  

about	
  the	
  
colors?	
  

Express	
  the	
  
originality	
  
and	
  the	
  
emotional	
  
background	
  
of	
  the	
  culture	
  

Present/
Herself	
  

Combination	
  
of	
  color	
  

Design	
  
more	
  than	
  
price	
  

Not	
  of	
  
importance	
  

	
  

	
  

	
  

0	
  
1	
  
2	
  
3	
  
4	
  
5	
  
6	
  
7	
  
8	
  
9	
  
10	
  

Personal	
  Use	
  
Present	
  

Both	
  
Reason	
  of	
  Purchase	
  

Reason	
  of	
  Purchase	
  Thai	
  vs.	
  Foreigner	
  

Thai	
  

Foreigner	
  

0	
  
2	
  
4	
  
6	
  
8	
  

10	
  

12	
  

Set	
  Price	
  
Bargaining	
  

No	
  
Preferrence	
  

Set	
  Price	
  vs.	
  Bargaining	
  

Foreigner	
  

Thai	
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Appendix	
  Q:	
  Information	
  Gained	
  from	
  Tourist	
  Interview	
  of	
  a	
  Couple	
  at	
  
Chatuchak	
  Market	
  
The	
  husband	
  and	
  wife	
  we	
  interviewed	
  at	
  Chatuchak	
  Market	
  in	
  Bangkok	
  provided	
  us	
  with	
  
insights	
  into	
  the	
  importance	
  of	
  cultural	
  significance,	
  and	
  being	
  certain	
  that	
  profits	
  are	
  going	
  
back	
  to	
  the	
  artisan.	
  
	
  
Have	
  you	
  purchased	
  handicraft	
  products	
  before?	
  
“Yes,	
  we’ve	
  bought	
  many.”	
  (woman	
  shows	
  us	
  the	
  embroidered	
  bag	
  she	
  is	
  carrying)	
  
	
  
Would	
  be	
  more	
  likely	
  to	
  purchase	
  a	
  product	
  with	
  more	
  cultural	
  significance?	
  
“Yes,	
  most	
  people	
  want	
  a	
  fair	
  price,	
  but	
  knowing	
  where	
  the	
  product	
  came	
  from	
  would	
  add	
  
value	
  to	
  the	
  product	
  and	
  we	
  would	
  be	
  willing	
  to	
  pay	
  for	
  that.”	
  
	
  
Would	
  you	
  be	
  more	
  likely	
  to	
  purchase	
  a	
  product	
  that	
  was	
  displayed	
  with	
  information	
  
about	
  the	
  people	
  who	
  made	
  the	
  product	
  and	
  what	
  the	
  profits	
  would	
  do	
  for	
  them	
  and	
  
their	
  village?	
  
“If	
  we	
  saw	
  two	
  bags	
  in	
  a	
  market	
  and	
  one	
  bag	
  had	
  information	
  about	
  who	
  made	
  the	
  product	
  
and	
   the	
   methods	
   that	
   were	
   used	
   to	
   produce	
   it,	
   we	
   would	
   choose	
   the	
   bag	
   with	
   the	
  
information.”	
  
	
  
The	
  couple	
  expressed	
  concern	
  that	
  profits	
  may	
  not	
  go	
  back	
  to	
  the	
  artisan	
  	
  
“We	
  would	
  pay	
  more	
   for	
   cultural	
   value	
  but	
  would	
  be	
   concerned	
   that	
   the	
  money	
  wouldn’t	
  
actually	
  go	
  to	
  the	
  women,	
  we	
  would	
  want	
  proof,	
  a	
  ‘stamp’	
  certifying	
  that	
  the	
  money	
  is	
  going	
  
to	
  the	
  women,	
  from	
  the	
  World	
  Fair	
  Trade	
  Organization.	
  	
  We	
  would	
  be	
  more	
  inclined	
  to	
  buy	
  
a	
   product	
   like	
   this	
   in	
   a	
   shop	
   where	
   it	
   would	
   be	
   more	
   legitimate,	
   rather	
   than	
   an	
   open	
  
market.”	
  
	
  
Do	
  you	
  typically	
  bargain	
  the	
  price	
  of	
  products?	
  
“Depends	
  on	
  who’s	
  selling	
  it.	
   	
  If	
  the	
  merchants	
  are	
  friendly	
  and	
  nice	
  then	
  I	
  will	
  be	
  friendly	
  
and	
  nice	
  and	
  would	
  pay	
  what	
  they’re	
  asking	
  for.”	
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Appendix	
  R:	
  Survey	
  Results	
  from	
  Thai	
  Consumers	
  	
  

#	
  

What	
  
specifically	
  
attracts	
  you	
  
about	
  the	
  

craft	
  product?	
  

Follow	
  up	
  
Question	
  

Follow	
  up	
  
Answer	
  

Who	
  are	
  
you	
  

buying	
  
this	
  for?	
  

What	
  
about	
  the	
  
design	
  
attracted	
  
you	
  

Design	
  
vs.	
  Price	
  

Bargain	
  
or	
  Set	
  
Price	
  

1	
  

The	
  
Uniqueness	
  

and	
  
functionality	
  

What	
  makes	
  it	
  
so	
  unique?	
  

The	
  
cultural	
  

significance	
  
of	
  the	
  
product.	
  

Himself	
  
It	
  tells	
  a	
  

story	
  about	
  
the	
  culture.	
  

Design	
   Set	
  price	
  

2	
   The	
  smaller	
  
items	
  

What	
  about	
  the	
  
items	
  was	
  
attractive?	
  

The	
  pricing	
  
is	
  low	
   Himself	
   cultural	
  

significance	
   Design	
   Either	
  

3	
   The	
  design	
  
What	
  about	
  the	
  
design	
  that	
  
attracts	
  him?	
  

the	
  style	
   Souvenir
s	
   It	
  is	
  original	
   Price	
   Either	
  

4	
  
Functionality	
  
that	
  went	
  well	
  
with	
  the	
  price	
  

Why	
  is	
  
functionality	
  
important?	
  

use	
  is	
  
important	
   Both	
   Function	
   Design	
   Bargain	
  

5	
   Uniqueness	
  
What	
  was	
  

unique	
  about	
  
the	
  product?	
  

Original;	
  
rare	
  to	
  find	
   Both	
   The	
  style	
  of	
  

the	
  product	
   Design	
   Set	
  price	
  

6	
   Originality	
   What	
  makes	
  it	
  
original?	
  

It	
  relates	
  it	
  
to	
  the	
  place	
  
it	
  comes	
  
from.	
  

Herself	
   cultural	
  
significance	
   Price	
   Bargain	
  

7	
   Uniqueness	
  
What	
  was	
  

unique	
  about	
  
the	
  product?	
  

Original;	
  
cultural;	
  
rare	
  to	
  find	
  

Souvenir
s	
  

cultural	
  
significance	
  
;	
  color	
  

Design	
   Set	
  price	
  

8	
   Uniqueness	
  
What	
  was	
  

unique	
  about	
  
the	
  product?	
  

Original;	
  
cultural;	
  
rare	
  to	
  find	
  

Both	
   cultural	
  
significance	
   Price	
   Bargain	
  

9	
   Originality	
   What	
  makes	
  it	
  
original?	
  

It	
  relates	
  it	
  
to	
  the	
  place	
  
it	
  comes	
  
from.	
  

Both	
   cultural	
  
significance	
   either	
   Set	
  price	
  

10	
   The	
  cool	
  factor	
   Can	
  you	
  
elaborate?	
  

It's	
  rare;	
  
not	
  what	
  
everyone	
  
has	
  

Himself	
  
color;	
  

originality;	
  
patterns	
  

Design	
   Set	
  price	
  

11	
  
The	
  cultural	
  
design	
  of	
  the	
  
product	
  

Why	
  does	
  the	
  
cultural	
  

interest	
  you?	
  

It	
  relates	
  it	
  
to	
  the	
  place	
  
it	
  comes	
  
from.	
  

Himself	
  
the	
  tribal	
  
style	
  of	
  the	
  
product	
  

Design	
   Bargain	
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12	
  
The	
  

traditional	
  
look	
  

What	
  about	
  the	
  
traditional	
  look	
  
attracted	
  you?	
  

the	
  design	
  
and	
  its	
  
function	
  

Personal	
  
Use	
  

color	
  
combinatio

n	
  

Design	
  
because	
  
handwor
k	
  quality	
  

Bargain	
  

13	
  
The	
  cultural	
  
design	
  of	
  the	
  
product	
  

What	
  would	
  
make	
  you	
  buy	
  
this	
  product?	
  

The	
  
background	
  
and	
  cultural	
  
significance
;	
  tells	
  a	
  
story	
  

Personal	
  
Use	
  

The	
  color	
  
combinatio
n	
  it	
  was	
  
different	
  

Price	
   Bargain	
  

14	
  
The	
  

traditional	
  
look	
  

Why	
  would	
  you	
  
purchase	
  this	
  
product?	
  

The	
  design	
  
and	
  pattern	
  

Personal	
  
Use	
  

Flower	
  
pattern	
   Design	
   Bargain	
  

15	
  
The	
  cultural	
  
design	
  of	
  the	
  
product	
  

Why	
  would	
  you	
  
purchase	
  this	
  
product?	
  

The	
  design	
  
and	
  pattern	
   Present	
  

The	
  color	
  
combinatio

n	
  
Design	
   Bargain	
  

16	
  
The	
  cultural	
  
design	
  of	
  the	
  
product	
  

What	
  would	
  
make	
  you	
  buy	
  
this	
  product?	
  

The	
  design	
  
and	
  pattern	
  

Personal	
  
Use	
  

The	
  color	
  
combinatio

n	
  
Price	
   Bargain	
  

17	
  
The	
  smaller	
  
item	
  designs	
  
attract	
  me	
  

What	
  would	
  
make	
  you	
  buy	
  
this	
  product?	
  

If	
  there	
  
were	
  more	
  
colors	
  and	
  
patterns	
  to	
  

it.	
  

Personal	
  
Use	
  

The	
  color	
  
combinatio

n	
  
Design	
   Bargain	
  

18	
   Uniqueness	
   What	
  makes	
  it	
  
so	
  unique?	
  

The	
  design	
  
and	
  

function	
  
Present	
  

The	
  
patterns;	
  
originality	
  

Design	
   Bargain	
  

19	
  
The	
  

traditional	
  
look	
  

What	
  about	
  the	
  
traditional	
  look	
  
attracted	
  you?	
  

The	
  design	
  
and	
  color	
   Present	
   Originality	
   Design	
   Bargain	
  

20	
   Uniqueness	
   What	
  makes	
  it	
  
so	
  unique?	
  

The	
  design	
  
and	
  color	
  

Present/
Himself	
  

It	
  looks	
  
cool	
   Design	
   Bargain	
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Style	
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Product	
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Price	
  
15%	
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  Product	
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Appendix	
  S:	
  Presentation	
  for	
  the	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  (in	
  English	
  
and	
  Thai)	
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   81	
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Appendix	
  T:	
  Feedback	
  from	
  Villagers	
  after	
  4P	
  Presentation	
  	
  
NOTE:	
  The	
  information	
  was	
  translated	
  from	
  Thai	
  to	
  English,	
  and	
  sometimes	
  from	
  
Hmong	
  to	
  Thai	
  to	
  English.	
  	
  Due	
  to	
  these	
  translations,	
  the	
  quotes	
  used	
  may	
  not	
  be	
  
grammatically	
  correct.	
  	
  Also,	
  the	
  text	
  below	
  does	
  not	
  reflect	
  the	
  open	
  conversations	
  
we	
  had	
  with	
  the	
  cooperative	
  members,	
  but	
  is	
  organized	
  into	
  the	
  questions	
  the	
  team	
  
wanted	
  answered	
  during	
  the	
  conversations.	
  
Do	
  you	
  understand	
  what	
  we	
   just	
  presented?	
   It	
   is	
   about	
  4Ps	
   and	
   survey	
   information	
   from	
  
merchants	
  and	
  customers.	
  
“Yes,	
   I	
   understand,	
   I	
   think	
   this	
   is	
   very	
   beneficial	
   for	
   us	
   because	
   if	
   someone	
   teaches	
   this	
  
information	
  to	
  us,	
  we	
  can	
  understand	
  more	
  about	
  marketing	
  and	
  what	
  is	
  happening	
  in	
  the	
  
outside	
  world.”	
  
	
  
Can	
  you	
  teach	
  this	
  to	
  other	
  housewives?	
  
“Of	
   course,	
   I	
   will	
   teach	
   them	
   about	
   it,	
   I	
   think	
   they	
   are	
   willing	
   to	
   listen	
   to	
   this…This	
   is	
  
information	
  we	
  did	
  not	
  know,	
  we	
  are	
  happy	
  to	
  learn	
  new	
  things	
  to	
  help	
  our	
  business.”	
  	
  

Product	
  
Do	
  you	
  have	
  any	
  idea	
  to	
  design	
  a	
  new	
  product	
  recently?	
  
“No,	
  if	
  we	
  want	
  to	
  make	
  a	
  new	
  one	
  we	
  need	
  the	
  sample	
  of	
  the	
  product	
  so	
  that	
  we	
  can	
  make	
  
it.	
  But	
  if	
  let	
  we	
  thinks	
  about	
  designs,	
  we	
  cannot	
  do	
  it.”	
  
	
  
Do	
  you	
  have	
  any	
  idea	
  different	
  design	
  (pattern)?	
  
“No,	
  because	
  the	
  customers	
  prefer	
  old	
  pattern	
  because	
  it	
  looks	
  original.	
  The	
  applied	
  pattern	
  
is	
  ELEPHANT”	
  
“This	
   is	
   a	
   tradition,	
   handmade	
   things,	
   that	
   we	
   need	
   to	
   keep	
   on	
   and	
   on	
   for	
   the	
   next	
  
generation	
  because	
  machines	
  would	
  take	
  over.”	
  	
  

Promotion	
  
So,	
   as	
   you	
   see	
   the	
   promotion	
   can	
   help	
   your	
   increase	
   the	
   sale.	
   We	
   propose	
   your	
   many	
  
options	
   such	
   as	
   logo	
   or	
   trademark	
   weaved	
   on	
   your	
   product	
   and	
   the	
   information	
   card,	
  
brochure,	
  and	
  photo	
  booklet.	
  
“I	
  think	
  we	
  don't	
  want	
  trademark	
  on	
  the	
  product	
  because	
  we	
  have	
  to	
  weave	
  it	
  again	
  and	
  it	
  
spends	
  more	
  time	
  on	
  that.”	
  
	
  
How	
  about	
  the	
  tag?	
  
“Tag	
  is	
  okay	
  because	
  it	
  shows	
  uniqueness	
  of	
  our	
  products.”	
  
	
  
What	
  about	
  the	
  brochure	
  and	
  information	
  card?	
  
“The	
  brochure	
  is	
  too	
  big,	
  it	
  is	
  like	
  an	
  advertisement	
  the	
  places	
  that	
  want	
  tourists	
  to	
  go,	
  and	
  
the	
  make	
  some	
  tourists	
  do	
  not	
  want	
  to	
  pick	
  that	
  up,	
  I	
  want	
  just	
  the	
  information	
  card.”	
  
	
  
What	
  do	
  you	
  want	
  us	
  to	
  put	
  in?	
  
“The	
  cartoon	
  of	
  three	
  Hmong	
  women	
  with	
  old	
  traditional	
  hair	
  and	
  the	
  background	
  of	
  flower	
  
all	
  over	
   the	
  card,	
  and	
  the	
  name	
   in	
   information	
  card	
   is	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai.	
  
Also,	
  put	
  the	
  picture	
  one	
  of	
  us	
  weaving.”	
  
	
  
What	
  information	
  do	
  you	
  want	
  me	
  to	
  put	
  in?	
  	
  
“Can	
  you	
  help	
  us?	
  We	
  don’t	
  have	
  knowledge	
  about	
  this”	
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What	
  about	
  tag	
  what	
  do	
  you	
  want	
  us	
  to	
  put	
  in?	
  
“Same	
  as	
  information	
  card,	
  but	
  less	
  for	
  small	
  tag.”	
  	
  

Price	
  
What	
  is	
  your	
  opinion	
  on	
  selling	
  raw	
  material	
  or	
  finished	
  products?	
  
“We	
  prefer	
   finished	
  products	
   for	
  here	
  because	
  no	
  one	
  will	
  buy	
   just	
   fabric.	
   	
  For	
   stores,	
  we	
  
will	
  have	
  to	
  decide	
  later.”	
  
	
  
How	
  much	
  is	
  it	
  for	
  the	
  1.5	
  meter	
  fabric?	
  
“It	
  costs	
  90	
  Baht.”	
  
	
  
Is	
  it	
  included	
  the	
  wage?	
  
“No.”	
  
	
  
So	
  what	
  is	
  total	
  cost	
  of	
  it?	
   	
  
“The	
   long	
   fabric	
  with	
  pattern,	
  we	
  use	
  2	
   days	
   to	
  make	
   it,	
   if	
   calculating	
   the	
  wage	
   it	
  will	
   be	
  
200B	
  per	
  day	
  =	
  400B	
  total	
  and	
  the	
  capital	
  cost	
   is	
  40,	
  so	
  to	
  total	
  of	
   long	
  fabric	
  is	
  440B.	
  We	
  
cannot	
  sell	
  it	
  in	
  this	
  price;	
  the	
  tourists	
  will	
  not	
  buy	
  it.	
  That	
  why	
  we	
  prefer	
  40	
  Baht.”	
  
	
  
So	
   it	
  will	
  be	
  145	
  Baht	
  for	
  only	
  the	
  pattern	
  if	
   include	
  the	
  other	
  materials’	
   fee	
   it	
  will	
  be	
  155	
  
Baht,	
  but	
  it	
  cannot	
  be	
  sold	
  because	
  it	
  is	
  too	
  much	
  expensive?	
  
“Yes,	
  even	
  60	
  Baht	
  they	
  still	
  bargain.”	
  
	
  
Why	
  cannot	
  make	
  it	
  more	
  than	
  60	
  Baht?	
  
“Because	
  the	
  other	
  tribes	
  sell	
  in	
  around	
  45-­‐50	
  Baht.”	
  
	
  
So	
  is	
  it	
  a	
  problem	
  for	
  you	
  that	
  selling	
  in	
  this	
  low	
  price?	
  
“No,	
  because	
  if	
  the	
  products	
  are	
  continuously	
  sold	
  there	
  would	
  not	
  be	
  a	
  problem.”	
  
	
  
So,	
   next	
   time	
   when	
   they	
   ask	
   the	
   price	
   make	
   it	
   higher	
   than	
   60	
   Baht,	
   like	
   70	
   or	
   65	
   Baht.	
  
According	
  to	
  the	
  survey	
  result,	
  the	
  customer	
  specially	
  Thai	
  always	
  bargain	
  if	
  you	
  make	
  the	
  
price	
  higher	
  than	
  60	
  Baht	
  you	
  can	
  get	
  the	
  expected	
  profit.	
  
“Ok.”	
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Appendix	
  U:	
  Deliverables	
  Box	
  Information	
  (in	
  Thai	
  and	
  English)	
  	
  
����������/��� ������������������ 
��������������������������!	
  
Hello	
  Women	
  of	
  Baan	
  Pang	
  Ung	
  Mhai!	
  
	
  
�������������������������������������������������
���������� 
��������������������������������������������������
��������������������������������������������������
������������� ���������������������������� 
��������������������������������������������������
� 
��������������������������������������������������
������������������� �����������������������/���	
  
������������������������������������ 
������������������������������������������� 
�������������������� ������� ����������������� 
��������������������������������������������������
������������������������������ 
����������������������������������������� 
���������������������������������������� 
��������������������������������������������������
�������������������������� 
������������������������������	
  
This	
  package	
  is	
  from	
  the	
  Chulalongkorn	
  University	
  students	
  working	
  with	
  the	
  Raks	
  Thai	
  
Foundation.	
  We	
  all	
  enjoyed	
  our	
  trip	
  to	
  your	
  village	
  and	
  hope	
  you	
  are	
  just	
  as	
  excited	
  about	
  
this	
  project	
  as	
  we	
  are.	
  The	
  last	
  time	
  we	
  met,	
  we	
  proposed	
  making	
  a	
  brand	
  name	
  for	
  your	
  
business	
  and	
  a	
  symbol	
  or	
  logo	
  to	
  go	
  on	
  the	
  information	
  cards	
  about	
  your	
  village	
  and	
  
embroidery.	
  We	
  wanted	
  to	
  send	
  you	
  some	
  materials	
  and	
  items	
  to	
  start	
  coming	
  up	
  with	
  ideas	
  
on	
  your	
  own	
  so	
  we	
  can	
  collect	
  and	
  discuss	
  them	
  the	
  next	
  time	
  we	
  visit.	
  We	
  are	
  planning	
  to	
  
come	
  soon!	
   
	
 
�������������������� � ����� ���	
 
Below	
  is	
  a	
  list	
  of	
  the	
  items	
  in	
  the	
  box	
  and	
  instructions	
  on	
  how	
  to	
  use	
  them: 

������������	
  
��������������������������������������������������
��������������������������������������������������
���� ��������������������������������� ���� 
��������������������������������������� 
���������������������������������������������� 
��������������������������������������������� 
�����������������������/���	
  
Cameras	
  
Use	
  these	
  cameras	
  to	
  capture	
  what	
  you	
  want	
  people	
  to	
  see	
  about	
  your	
  village	
  and	
  your	
  
embroidery	
  products.	
  These	
  can	
  be	
  pictures	
  of	
  your	
  daily	
  life,	
  action	
  shots	
  while	
  making	
  the	
  
items,	
  or	
  the	
  final	
  products.	
  We	
  have	
  provided	
  a	
  few	
  cameras	
  so	
  please	
  take	
  a	
  lot	
  of	
  pictures	
  
so	
  you	
  have	
  a	
  lot	
  to	
  choose	
  from!	
  These	
  pictures	
  will	
  be	
  used	
  on	
  your	
  information	
  cards	
  and	
  
may	
  be	
  compiled	
  into	
  a	
  photo	
  book.	
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�������������������������������	
  
������������������ 
�������������������������������������������������
������������������� ��������������������������� 
��������������������������������������������������
����������������������������������������� 
��������������������������������������� 
���������������������������������������������	
  
Information	
  Card	
  Samples:	
  	
  
This	
  card	
  is	
  an	
  example	
  of	
  ones	
  used	
  by	
  similar	
  groups	
  to	
  advertise	
  their	
  work	
  to	
  
consumers.	
  Look	
  at	
  this	
  to	
  get	
  ideas	
  for	
  what	
  you	
  want	
  on	
  your	
  cards.	
  Draft	
  a	
  short	
  story	
  or	
  
paragraph	
  about	
  what	
  you	
  want	
  people	
  to	
  know	
  about	
  your	
  work.	
  Some	
  ideas	
  are	
  
information	
  about	
  your	
  village	
  and	
  culture,	
  information	
  about	
  you	
  as	
  a	
  women’s	
  
cooperative,	
  or	
  how	
  you	
  produce	
  your	
  embroidery.	
  These	
  can	
  be	
  given	
  out	
  at	
  the	
  shops	
  or	
  
markets	
  selected	
  to	
  sell	
  your	
  items.	
  Here	
  is	
  a	
  translation	
  of	
  one	
  of	
  the	
  included	
  cards	
  about	
  
baskets:	
  	
  
	
  
“������������������������������ 
��������������������������������������������������
��� 
��������������������������������������������������
���������������������������������������� ���������� 
��������������������������������������������������
��������� 
��������������������������������������������������
����������������������������	
  
�������������������������������������������������
������������������ 
������������������������������������ 
��������������������������������������������������
�������������������� �����������”	
  
�������������������������������������������������
��������������������������������������������������
���� ����������������/���	
 
"Dear	
  friends,	
  
At	
  our	
  home	
  in	
  Uganda,	
  every	
  woman	
  teaches	
  their	
  daughters	
  how	
  to	
  weave	
  palm	
  baskets	
  
when	
  their	
  daughters	
  have	
  reached	
  a	
  young	
  age.	
  These	
  palm	
  baskets	
  are	
  made	
  of	
  local	
  
materials	
  found	
  in	
  the	
  area,	
  and	
  have	
  been	
  used	
  to	
  make	
  gift	
  baskets	
  for	
  our	
  loved	
  ones	
  for	
  
centuries.	
  	
  In	
  the	
  making	
  of	
  these	
  palm	
  baskets,	
  we	
  first	
  extract	
  fibers	
  o	
  from	
  the	
  banana	
  leaf	
  
and	
  wrap	
  them	
  up	
  together	
  with	
  palm	
  leaf.	
  	
  Then,	
  we	
  use	
  special	
  needles	
  to	
  weave	
  the	
  
baskets.	
  Most	
  of	
  us	
  are	
  single-­‐moms	
  like	
  me	
  therefore	
  the	
  extra	
  earnings	
  are	
  used	
  to	
  
support	
  our	
  child's	
  education	
  and	
  welfare.	
  Thank	
  you	
  from	
  our	
  heart!"	
  	
  

����������������������������������	
  
��������������������������������������������������
��������������������� 
��������������������������������������������������
��������������������������������������������������
������������� 
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������� 
��������������������������������������������������
������������������� 
��������������������������������������������������
������������ 
��������������������������������������������������
�������������/���	
  
Business	
  Logo	
  Examples	
  
Use	
  these	
  random	
  examples	
  to	
  come	
  up	
  with	
  your	
  own	
  business	
  name	
  with	
  a	
  symbol	
  for	
  
your	
  logo	
  to	
  identify	
  you	
  and	
  set	
  you	
  apart	
  from	
  other	
  craft	
  groups.	
  	
  It	
  should	
  be	
  something	
  
that	
  you	
  feel	
  represents	
  yourselves	
  and	
  your	
  village.	
  This	
  symbol	
  can	
  represent	
  your	
  
business	
  on	
  the	
  information	
  cards,	
  as	
  well	
  as	
  tags	
  for	
  the	
  products.	
  You	
  can	
  make	
  rough	
  
sketches	
  for	
  now	
  and	
  a	
  final	
  design	
  can	
  be	
  made	
  once	
  you	
  know	
  all	
  the	
  details	
  for	
  exactly	
  
what	
  you	
  want.	
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Appendix	
  V:	
  Literature	
  Examples	
  of	
  Evaluation	
  Plans	
  
1. Clearly	
  differentiate	
  a	
  company	
  from	
  the	
  competition	
  
2. Create	
  a	
  continuing	
  flow	
  of	
  quality	
  leads	
  
3. Keep	
  the	
  company	
  in	
  the	
  mind	
  of	
  customers	
  and	
  prospects	
  
4. Give	
  the	
  company	
  a	
  stronghold	
  on	
  the	
  marketplace	
  
5. Communicate	
  a	
  company's	
  expertise	
  and	
  knowledge	
  
6. Give	
  a	
  company	
  a	
  long-­‐term	
  orientation	
  
7. Be	
  customer-­‐oriented	
  
8. Be	
  a	
  vital	
  force	
  in	
  customer	
  retention	
  

Graham,	
  John	
  R.	
  "Evaluating	
  Marketing	
  Programs."	
  National	
  Underwriter	
  96.44	
  (1992):	
  17-­‐.	
  
ABI/INFORM	
  Complete.	
  Web.	
  23	
  Jan.	
  2013.	
  
	
  
__________________________________________	
  

Evaluation:	
  
• For	
  the	
  improvement	
  of	
  the	
  business.	
  
• Make	
  sure	
  that	
  the	
  business	
  is	
  effective	
  and	
  efficient	
  by	
  identifying	
  positive	
  and	
  negative	
  

aspects	
  of	
  its	
  marketing	
  strategy.	
  

Evaluating	
  the	
  4P’s	
  of	
  a	
  Marketing	
  Strategy:	
  

Product:	
  
• What	
  products	
  are	
  selling	
  the	
  most?	
  

o You	
  may	
  want	
  to	
  focus	
  on	
  producing	
  more	
  of	
  a	
  variety	
  of	
  colors	
  and	
  patterns	
  
in	
  the	
  products	
  that	
  are	
  selling	
  more.	
  

o If	
  certain	
  products	
  aren’t	
  selling,	
  examine	
  why.	
  
• Who	
  is	
  buying	
  the	
  products?	
  

o Tourists	
  may	
  look	
  for	
  smaller	
  items	
  to	
  be	
  able	
  to	
  bring	
  back	
  as	
  souvenirs.	
  

Price:	
  
• Do	
  people	
  comment	
  that	
  the	
  products	
  are	
  too	
  expensive?	
  
• Are	
  people	
  trying	
  to	
  bargain	
  for	
  them?	
  	
  
• If	
  a	
  certain	
  item	
  is	
  being	
  commented	
  on	
  a	
  lot,	
  consider	
  re-­‐evaluating	
  the	
  cost.	
  	
  

Place:	
  
• Were	
  you	
  successful	
  at	
  putting	
  materials	
  and	
  messages	
  in	
  the	
  places	
  you	
  identified?	
  	
  
• Were	
  those	
  places	
  the	
  best	
  ones	
  to	
  reach	
  the	
  target	
  audience?	
  	
  
• Does	
  the	
  audience	
  have	
  easy	
  and	
  convenient	
  access	
  to	
  any	
  tangible	
  products?	
  
• How	
  does	
  the	
  shop	
  collect	
  the	
  products?	
  Is	
  it	
  efficient?	
  
• What	
  percentage	
  of	
  the	
  profit	
  is	
  returned	
  to	
  the	
  producer?	
  When	
  is	
  this	
  money	
  

distributed?	
  
• What	
  is	
  the	
  turnover	
  rate	
  of	
  the	
  products	
  in	
  this	
  store?	
  
• Should	
  we	
  continue	
  with	
  the	
  current	
  vendor?	
  	
  
• Are	
  we	
  meeting	
  their	
  needs?	
  	
  
• Are	
  we	
  increasing	
  our	
  profits?	
  
• Is	
  it	
  worth	
  the	
  time	
  put	
  in?	
  	
   	
  
Are	
  we	
  achieving	
  what	
  we	
  expected?	
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Promotion:	
  
• What	
  ways	
  are	
  you	
  able	
  to	
  advertise	
  your	
  cooperative	
  in	
  the	
  selected	
  shop?	
  

o Tags,	
  photo	
  books?	
  
• Does	
  the	
  shop	
  put	
  your	
  products	
  under	
  their	
  brand?	
   	
  
	
  
Center	
  of	
  Disease	
  Control	
  and	
  Prevention.	
  Social	
  Marketing:	
  Phase	
  5:	
  Evaluation	
  
http://www.cdc.gov/nccdphp/dnpa/socialmarketing/training/pdf/course/Evaluation_5.p
df	
  	
  	
  	
  	
  
	
  

6	
  Steps	
  to	
  Evaluating	
  a	
  Marketing	
  Strategy:	
  
Step	
  1:	
  Engage	
  Stakeholders	
  
Implementers,	
  Partners	
  (supporters),	
  Participants	
  (affected)	
  
Step	
  2:	
  Describe	
  the	
  Program	
  	
  
Illustrate	
  the	
  strategy	
  components	
  and	
  expected	
  outcomes	
  (influential	
  factors,	
  inputs,	
  
activities,	
  outputs,	
  initial	
  and	
  long-­‐term	
  outcomes,	
  goal)	
   	
  
Step	
  3:	
  Focus	
  the	
  Evaluation	
  	
  
	
   	
  	
  	
  	
  	
  	
  Purpose	
  of	
  evaluation,	
  identify	
  questions	
  
Step	
  4:	
  Gather	
  Credible	
  Evidence	
  	
  
	
   	
  	
  	
  	
  	
  	
  Who’s	
  answering	
  and	
  how,	
  data	
  source,	
  chart	
  it	
  
	
   	
  	
  	
  	
  	
  	
  Decide	
  what	
  you	
  will	
  measure	
  (ex.	
  Minutes	
  activity,	
  amount	
  consumes,	
  number	
  
of	
  volunteers)	
  
	
   	
  	
  	
  	
  	
  	
  [Evaluate	
  4P’s]	
  
Step	
  5:	
  Justify	
  Conclusions	
  
	
   	
  	
  	
  	
  	
  Compare	
  results	
  to	
  performance	
  indicators	
  
Step	
  6:	
  Ensure	
  Use	
  and	
  Share	
  Lessons	
  Learned	
  
	
   Share	
  with	
  stakeholders,	
  make	
  changes	
  to	
  improve	
  and	
  share	
  success	
  
	
  
	
  
Center	
  of	
  Disease	
  Control	
  and	
  Prevention.	
  Social	
  Marketing:	
  Phase	
  5:	
  Evaluation	
  
http://www.cdc.gov/nccdphp/dnpa/socialmarketing/training/pdf/course/Evaluation_5.p
df	
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Appendix	
  W:	
  Marketing	
  Strategy	
  Evaluation	
  Chart	
  
Goal/	
  

Objective	
  
Questions/	
  
Indicators	
   Answer	
   Reflection	
  

(Good/Bad)	
  

Increase	
  Sales	
  

Did	
  you	
  make	
  more	
  money	
  
than	
  last	
  year?	
   	
   	
  

What	
  was	
  the	
  turnover	
  rate	
  
of	
  products?	
  (Did	
  you	
  have	
  
to	
  produce	
  more	
  products	
  

to	
  sell?)	
  

	
   	
  

Distribute	
  
Products	
  in	
  
Markets	
  

Where	
  were	
  you	
  able	
  to	
  sell	
  
your	
  products?	
   	
   	
  

How	
  did	
  you	
  get	
  the	
  
products	
  from	
  the	
  village	
  to	
  

the	
  market?	
  
	
   	
  

How	
  much	
  of	
  a	
  percentage	
  
of	
  the	
  profit	
  did	
  you	
  get	
  and	
  

when	
  were	
  you	
  paid?	
  
	
   	
  

Do	
  you	
  want/have	
  the	
  
ability	
  to	
  get	
  your	
  products	
  

into	
  other	
  markets?	
  
	
   	
  

Maintain	
  Daily	
  
Life	
  and	
  Farming	
  

Was	
  the	
  production	
  
demand	
  too	
  high?	
   	
   	
  

Did	
  crafting	
  take	
  away	
  from	
  
family	
  or	
  farming?	
   	
   	
  

Advertise	
  
Business	
  

What	
  ways	
  were	
  you	
  able	
  
to	
  advertise	
  your	
  business?	
   	
   	
  

Are	
  you	
  satisfied	
  with	
  the	
  
advertisements?	
   	
   	
  

Are	
  there	
  any	
  other	
  forms	
  
of	
  advertisement	
  possible?	
   	
   	
  

Customer	
  
Satisfaction	
  

What	
  products	
  sold	
  the	
  
most?	
   	
   	
  

Did	
  customers	
  make	
  any	
  
complaints	
  or	
  suggestions	
  

about	
  products?	
  
	
   	
  

Did	
  customers	
  comment	
  on	
  
prices	
  of	
  products?	
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Appendix	
  X:	
  Marketing	
  Booklet	
  Provided	
  to	
  Cooperative	
  and	
  Raks	
  Thai	
  
Foundation	
  	
  
(in	
  English	
  and	
  Thai)	
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   96	
  

	
  	
  



	
   97	
  

	
  	
  



	
   98	
  

	
  	
  



	
   99	
  

	
  	
  



	
   100	
  

	
  	
  



	
   101	
  

	
  	
  
	
  



	
   102	
  

	
  	
  



	
   103	
  

	
  	
  



	
   104	
  

	
  	
  
	
  
	
  



	
   105	
  

	
  	
  
	
  



	
   106	
  

	
  



	
   107	
  

	
  	
  



	
   108	
  

	
  



	
   109	
  

	
  



	
   110	
  

	
  



	
   111	
  

	
  	
  



	
   112	
  

	
  	
  
	
  



	
   113	
  

	
  



	
   114	
  

	
  	
  



	
   115	
  

	
  	
  



	
   116	
  

	
  



	
   117	
  

	
  



	
   118	
  

	
  	
  



	
   119	
  

	
  	
  



	
   120	
  

	
  	
  



	
   121	
  

	
  



	
   122	
  

	
  	
  



	
   123	
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Appendix	
  Y:	
  Product	
  Portfolio	
  of	
  the	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  
	
   	
  

�������������
���������� 
������������	
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1

Name:	
  Key	
  Chain	
  (Change	
  Purse)	
  

2

Design	
  Description:	
  	
  

3

-­‐Front	
  Side:	
  Embroidered	
  Flower	
  

4

-­‐Zipper	
  Side:	
  Batik	
  	
  

5

Features:	
  

6

-­‐Vertical	
  Full	
  Zip	
  Pouch	
  

7

-­‐Chain	
  Ring	
  
	
  

1

����������:	
  

2

��������	
  

3

(����������������)	
  

4

�����������������:	
  	
  

5

-­‐��������:	
  

6

������������	
 

7

-­‐�������:	
  
�����	
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Name:	
  Wristlet	
  
Design	
  Description:	
  	
  

-­‐Front	
  Side:	
  Embroidery	
  
-­‐Back	
  Side:	
  Solid	
  Fabric	
  

Features:	
  	
  
-­‐Zipper	
  Closure	
  
-­‐Rope	
  Wrist	
  Strap	
  

	
  
	
  
	
  

����������:	
  
�������������	
 
����������������
� :	
  	
  

-­‐��������:	
  
������������	
 

-­‐��������:	
  
������������	
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Name:	
  Wallet	
  
Design	
  Description:	
  	
  
	
   -­‐Outside:	
  Embroidery	
  
	
   -­‐Inside:	
  Batik	
  
Features:	
  	
  

-­‐Large	
  Zipper	
  Pocket	
  
-­‐Pockets	
  for	
  Cards	
  

	
  
	
  

����������:	
  
�������������	
 
���������������
�� :	
  	
  
	
   -­‐�������:	
  
���������������
��	
 
	
   -­‐������:	
  �����	
 
���������:	
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Name:	
  Button	
  Purse	
  
Design	
  Description:	
  
	
   -­‐Flap:	
  Embroidery	
  
	
   -­‐Pouch:	
  Plain	
  Stitched	
  Fabric	
  
Features:	
  
	
   -­‐Zipper	
  Closure	
  
	
   -­‐Flap	
  and	
  Wooden	
  Button	
  Closure	
  
	
   -­‐Long	
  Rope	
  Strap	
  

����������:	
  
����������������
�������	
 
����������������
� :	
  
	
   -­‐������:	
  
������������	
 
	
   -­‐�������:	
  
��������������	
 
���������:	
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Name:	
  Button	
  Wristlet	
  
Design	
  Description:	
  	
  
	
   -­‐Flap:	
  Embroidery	
  
	
   -­‐Pouch:	
  Solid	
  Stitched	
  Fabric	
  
Features:	
  	
  
	
   -­‐Zipper	
  Closure	
  
	
   -­‐Flap	
  and	
  Wooden	
  Button	
  Closure	
  
	
   -­‐Fabric	
  Wrist	
  Strap	
  

Name:	
  Button	
  Purse	
  (with	
  Batik)	
  
Design	
  Description:	
  	
  
	
   -­‐Flap:	
  Embroidery	
  
	
   -­‐Pouch:	
  Batik	
  
Features:	
  
	
   -­‐Zipper	
  Closure	
  

-­‐Flap	
  with	
  Wooden	
  Button	
  Closure	
  
-­‐Long	
  Rope	
  Strap	
  

����������:	
  
��������������������
�	
 
�����������������:	
  	
  
	
   -­‐������:	
  
�������������	
 
	
   -­‐�������:	
  
�����������������	
 

����������:	
  
������������������������
������������	
 
�����������������:	
  	
  
	
   -­‐������:	
  �����������	
 
	
   -­‐�������:	
  �����	
 
���������:	
  
	
   -­‐�������������	
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Name:	
  Laptop	
  Case	
  
Design	
  Description:	
  	
  
	
   -­‐Body:	
  Plain	
  Stitched	
  Fabric	
  
	
   -­‐Strip:	
  Embroidery	
  
Features:	
  
	
   -­‐Large	
  Open	
  Pocket	
  
	
   -­‐Flap	
  Closure	
  
	
   -­‐Embroidered	
  Flap	
  Holder	
  
Dimensions:	
  Compatible	
  with	
  11,”	
  	
  

13,”and	
  15”	
  Laptops	
  
	
  

����������:	
  
����������	
 
��������������
��� :	
  	
  
	
   -­‐�����:	
  
��������������
���	
 
	
   -­‐������:	
  
��������������
��������	
 
���������:	
  
	
   -­‐
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Name:	
  Stationary	
  Case	
  
Design	
  Description:	
  	
  
	
   -­‐Front:	
  Embroidery	
  
	
   -­‐Back:	
  Solid	
  Fabric	
  
Features:	
  
	
   -­‐Zipper	
  Closure	
  
	
   -­‐Short	
  Rope	
  Strap	
  
	
  

����������:	
  
�����������������
�����	
 
�����������������
:	
  	
  
	
   -­‐��������:	
  
�����������������
��	
 
	
   -­‐��������:	
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Appendix	
  Z:	
  Information	
  Card	
  (front	
  and	
  back)	
  to	
  Promote	
  Products	
  (in	
  English	
  
and	
  Thai)	
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Appendix	
  AA:	
  Front	
  and	
  Back	
  of	
  Tag	
  for	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Products	
  
(in	
  English	
  and	
  Thai)	
  	
  	
  	
  	
  	
  	
  	
  

	
  	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
   	
  

This handcrafted item is a proud product of the 
Cooperative of Ban Pang Ung Mhai in 
Northern Thailand.  By purchasing this 
product, you are helping to empower the 
Hmong women through the success of their 
business.  Their profits help to increase their 
families standard of living and send more 

children in their village to school.	


!
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Appendix	
  AB:	
  Photo	
  Book	
  for	
  the	
  Cooperative	
  of	
  Ban	
  Pang	
  Ung	
  Mhai	
  (Sample	
  
Pictures)	
  

	
  

	
  
	
  
	
  
	
  
	
  
	
  


