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Abstract

The Association for the Promotion of Wetlands Sustainable Development is a wetland
conservation organization in Thailand. This project aimed to assist the association to unite
five Nong Han communities under a shared local brand using the Bio-Circular-Green (BCQG)
Economic Model to enhance product value while preserving their unique identities. Through
our investigation in Nong Han, we assessed branding opportunities, resource management,
and community expectations. Our findings highlight challenges and strategies for

strengthening the brand and promoting sustainability.



Abstract (Thai)
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Executive Summary

The Problem

Nong Han Lake, the largest wetland in northeastern Thailand, plays a crucial role in
sustaining local livelihoods through its rich natural resources. While the community has
adopted sustainable practices aligned with the Bio-Circular-Green (BCG) Economic
Model—such as resource efficiency, waste reduction, and eco-friendly farming—its local
products struggle to gain market recognition beyond the region. This limits their economic

potential and long-term sustainability.
Key challenges include:

e Product Quality and Standardization : Many local products, such as fermented fish and
woven mats, lack consistent quality control, making wider market acceptance difficult.

e Marketing and Distribution Limitations : The community has limited access to
structured marketing and distribution networks, particularly in online markets.

e Community Perception and Participation: Many local producers unknowingly apply
BCG principles but lack awareness of branding strategies that highlight sustainability

and cultural value.

These challenges prevent the effective integration of local products into broader markets,

limiting economic growth despite strong sustainability initiatives.
The Objective

This project seeks to address these challenges by developing a BCG-driven branding strategy
that enhances the marketability and sustainability of Nong Han’s local products. The key

objectives are:

1. Assess Nong Han’s community, local products, marketing and distribution channels.
2. Investigate a cohesive brand identity (logo, story, packaging) that promotes the BCG
model to the community.

3. Assess the efficiency of BCG-focused branding.



By creating a structured branding initiative, this study aims to transform Nong Han’s
traditional products into a recognized and sustainable brand, supporting long-term economic

resilience while preserving the region’s environmental and cultural heritage.
The Plan

To gather comprehensive data for our project, we will conduct in-depth interviews with key
stakeholders from three distinct categories, each carefully chosen to align with our objectives:
local producers, the initial target group, and successful brand owners. These interviews
provided valuable insights into their backgrounds, challenges, and recommendations, helping
us understand their perspectives on branding strategies, market potential, and the
effectiveness of the Bio-Circular-Green (BCG) Economic Model. Local producers shared
their firsthand experiences with product development and distribution, shedding light on the
challenges they face and their expectations from a branding initiative. The initial target group
offered insights into consumer behavior, preferences, and potential market demand, while
successful brand owners provided strategic advice based on their experiences in building and

sustaining a brand in competitive markets.

In addition to the interviews, we plan to conduct on-site observations at the World Wetlands
Day Festival in Sakon Nakhon, where various local businesses and community-driven
initiatives will be showcased. This event presents a unique opportunity to analyze customer
engagement, purchasing behavior, and preferences regarding different branding aspects. By
studying real-time interactions between businesses and consumers, we aim to gain a deeper
understanding of effective branding elements that resonate with the target market.
Furthermore, to ensure a broader reach and more accurate data, we will conduct surveys
targeting our initial market group. These surveys will help us refine our branding strategies by
collecting quantitative and qualitative data on customer preferences, expectations, and

perceptions of sustainability-focused brands.

Through this multi-faceted research approach—combining stakeholder interviews, direct
observations, and structured surveys—we aim to build a well-rounded branding assessment

that aligns with both local economic activities and sustainable development principles.



Findings & Recommendations

From our research and analysis, we identified several key findings related to the development
of a local brand for economic sustainability in the Nong Han community. These findings were
derived from discussions with local producers, market analysis, and an evaluation of

consumer preferences. We determined that:

1. Challenges in Brand Unification — Villages maintain strong internal networks and are
hesitant to collaborate under a unified brand due to differing traditions, economic
independence, and religious influences. Only Tha Rae and Baan Paen expressed
interest in brand development.

2. Limited Knowledge and Resources — Villagers struggle with product development due
to financial constraints, aging business owners, and a lack of modern marketing and
financial management skills.

3. Unrecognized Use of BCG Practices — While many villagers incorporate sustainable
Bio-Circular-Green (BCG) economic principles, they are unaware of their alignment
with this framework.

4. Consumer Preferences — Transparency, product quality, and clear labeling influence
purchasing decisions more than branding. Consumers prefer simple, functional
packaging and seek clear sourcing information.

5. Online Distribution Preference — Social media platforms such as Facebook, Shopee,
and TikTok are the primary purchasing channels, underscoring the importance of
digital sales strategies.

6. Support for Local Products Over Conservation — While urban consumers prefer
supporting local products, they show little concern for Nong Han’s environmental
preservation, suggesting a need for alternative engagement strategies.

7. Limited BCG Awareness Among Consumers — Most of the target group remains
unfamiliar with BCG principles, despite practicing sustainable behaviors aligned with
the model.

8. Branding Strategy Among Successful Businesses — Established brand owners
recognize BCG principles but do not use them as a marketing strategy, focusing

instead on product quality, authenticity, and affordability.

Vi



9. Targeting Urban and International Markets — Successful brands prioritize urban and
international consumers over local buyers, leveraging digital platforms for business
expansion.

10. Effectiveness of Online Marketing — A pilot online sales initiative for Tha Rae’s
product demonstrated increased profit margins, customer engagement, and exposure,

proving the potential of digital marketing in enhancing brand success.

Based on our findings, we recommend the following strategies to strengthen the economic
sustainability of local communities: a unified brand that upholds under the Association for the

Promotion of Wetlands Sustainable Development:
1. Focus on a Single Flagship Product for Market Development

To establish a strong and scalable brand, we recommend prioritizing Tha Rae’s potting soil as
the initial flagship product. This product has demonstrated market potential and strong
leadership support. A single-product focus allows for better brand positioning, quality

refinement, and efficient resource allocation before expanding to other products.
2. Enhance Villagers’ Business and Marketing Capabilities

To improve product quality and market competitiveness, villagers require targeted training in

key areas:

e Digital Marketing: Training on Facebook, TikTok, and other e-commerce
platforms to enhance online visibility and sales.

e Financial Literacy: Basic accounting skills to manage costs, set appropriate
pricing, and maintain sustainable business operations.

e Product Development: Access to free online courses (e.g., Chula MOOC) and
consultation with the Department of Science Service (DSS) to improve product
quality and innovation.

e Workshops and Training: Sponsor-led sessions covering branding, digital

marketing, and financial management to ensure long-term success

Vii



3. Expand and Standardize the Online Marketing Model

The successful pilot test of Tha Rae Moo 6’s potting soil sales on Facebook confirms the

viability of digital marketing. We recommend:

e Strengthening Online Presence: Encouraging villages to leverage social media
platforms and online marketplaces for wider reach.

o Engaging Customers through Facebook Live: Live sessions showcasing
products and running real-time promotions to boost sales.

e Optimizing Pricing Strategies: Implementing promotional campaigns such as
“Buy 2, Get 1 Free” and subscription-based models for repeat customers.

e Scaling the Model to Other Villages: Encouraging other villages to adopt and

tailor this proven online marketing approach to their specific products.

By implementing these recommendations, the sponsor can support villages in creating a
sustainable, scalable, and competitive business model that enhances community livelihoods

and strengthens the collective brand identity.
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CHAPTER 1

Introduction

As sustainability becomes a global imperative, communities and industries are being called to
rethink their approaches to development. The urgent need to balance economic growth with
environmental preservation has never been more critical. Sustainable economic models offer a
path forward, ensuring that natural resources are preserved while communities continue to
thrive. Nong Han Lake, the largest wetland in eastern Thailand, serves as a vital ecological
and economic hub where traditional livelihoods depend on the region’s rich natural resources.
To achieve long-term sustainability, the community has begun integrating the
Bio-Circular-Green (BCG) Economic Model, a framework designed to foster environmental

conservation, economic resilience, and social well-being.

The BCG model is particularly relevant for Nong Han, as it emphasizes resource efficiency,
waste reduction, and value-added local production. Local communities source raw materials
within their environment to create a variety of traditional products, such as processed fish,
chili paste, and woven reed mats. In addition to product development, the community
demonstrates circular economy principles by repurposing food waste and animal feces into
organic fertilizer, reducing reliance on chemicals, and promoting eco-friendly farming. These
initiatives reflect an ongoing commitment to sustainability, showcasing how traditional

knowledge can be harmonized with modern environmental practices.

Ideally, Nong Han’s local products—rooted in tradition and made from locally sourced
materials—should achieve broad market recognition and generate stable, sustainable income
for the community. Although these wetland products are valued within Nong Han, they
struggle to gain recognition beyond the region. This limitation hinders the potential economic

benefits that could arise from branding and market expansion.



Despite their strengths, several critical challenges remain:

e Product Quality and Standardization: Many local products, such as fermented fish and
woven mats, lack consistent quality control, which hinders wider market acceptance.

e Marketing and Distribution Channels: There is a lack of structured marketing and
limited access to distribution networks, especially for online and tourism-related sales.

e Community Perception and Participation: Understanding the local community’s view
on sustainable practices and their willingness to adopt environmentally friendly

methods is essential for long-term brand support.

These challenges highlight the gap between local production efforts and broader market
integration. Although the community has embraced sustainable practices, it lacks a clear
branding strategy that effectively communicates the environmental and cultural value of its
products to external markets. Addressing these limitations through a BCG-driven local

branding initiative could assist in sustainable economic growth.

This study aims to bridge the gap by investigating how a distinctive local brand, grounded in
BCG principles, can enhance marketability and provide long-term economic benefits for
Nong Han’s producers. The research will explore branding as a tool to elevate Nong Han’s
products beyond local markets, ensuring their sustainability both economically and

environmentally. To achieve this, we intend to follow these objectives:

e Assess Nong Han’s community, local products, marketing and distribution channels.
e Investigate a cohesive brand identity (logo, story, packaging) that promotes the BCG
model to the community.

e Assess the efficiency of BCG-focused branding.

A well-structured BCG-driven branding strategy not only enhances income opportunities for
local producers but also provides a platform to promote environmental awareness and cultural
heritage. Branding that highlights sustainability can position Nong Han’s products as ethical,
high-quality goods in both domestic and global markets.

Furthermore, this initiative aligns with Thailand’s broader national goals of promoting
sustainable agriculture, tourism, and local enterprise development. By integrating
community-driven branding with the BCG model, Nong Han Lake can serve as a blueprint for

other rural areas looking to balance economic prosperity with environmental responsibility.
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In summary, this research investigates how local branding—when aligned with the
Bio-Circular-Green (BCG) Model—can stimulate sustainable economic growth in the Nong
Han wetland community. By addressing branding, product standardization, and distribution
challenges, the study aims to unlock new economic opportunities while ensuring long-term
environmental and cultural preservation. Through collaborative efforts, this project has the
potential to transform Nong Han’s traditional products into a recognized and sustainable
brand, securing long-term prosperity for local residents while protecting the region’s

ecological integrity.



CHAPTER 2

Background

2.1 Nonghan’s background

Nong Han Lake, located in Sakon Nakhon Province, Thailand, is a significant natural wetland
covering approximately 77,016 rai (123 square kilometers) with an average depth ranging
from 2 to 10 meters. The lake serves as a crucial ecological and hydrological resource,

supporting both local communities and diverse wildlife (Lek-Prapai Foundation, n.d.).

2.1.1 Location and Size

Nong Han Lake is situated at approximately 107°6' N latitude and 104°8' E longitude,
with an elevation of about 158 meters above sea level. The lake measures roughly 7
kilometers in width and 18 kilometers in length.

It is bordered by various districts, including:

° North: Tha Raet Sub-district, Mueang Sakon Nakhon District

° South: Ngio Don Sub-district

° East: Several sub-districts, including Ban Paen and Na Kaeo

° West: Districts such as That Choeng Chum and That Na Veng
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Figure 1. Location and Border Characteristics of Nong Han, Sakon Nakhon Province

(Apple Maps, 2025)



The total area surrounding Nong Han Lake encompasses 1,671 square kilometers,
impacting the lives of approximately 240,327 people across 32 sub-districts in Sakon
Nakhon and Nakhon Phanom provinces (CSDI, 2019).

2.1.2 Hydrology

Nong Han Lake is fed by numerous streams, with the Phung River being the primary
inflow. This river system plays a vital role in maintaining the lake's water levels
throughout the year. Conversely, the Kham River drains water from Nong Han to the

Mekong River. The lake's hydrological characteristics include:

e Inflow Sources: A total of 14 streams contribute to the lake.

e Outflow Sources: The Kham River serves as the main drainage channel.

The lake has been historically utilized for fish breeding and agricultural irrigation but
has evolved into a multipurpose water source for consumption, agriculture, fishing,

and recreation (CSDI, 2019).
2.1.3 Way of Life and Environmental Challenges

Nong Han people adapt their livelihoods to seasonal changes, farming during the dry
season (March to July) when water recedes and fishing during the rainy season as high
tides bring various fish species. Urban expansion during Prime Minister Gen. Prem
Tinsulanonda’s administration increased water demand, leading to water storage
initiatives for consumption and military use. However, prolonged water retention
caused stagnant water, fostering toxic algae growth and the spread of liver fluke
disease. Wastewater treatment ponds replaced traditional cesspits, but insufficient
clean water led to untreated wastewater polluting Nong Han. Reactive government
responses failed to address these environmental challenges proactively (Lek-Prapai

Foundation, n.d.).



2.2 Fishery Resources in Nong Han

2.2.1 Collected Data by Sakon Nakhon Inland Fisheries Research and

Development Center

The Sakon Nakhon Inland Fisheries Research and Development Center has
implemented various activities to collect data on fishery resources in Nong Han. Key

activities include:

° Fish Population Monitoring: Surveys conducted in key areas using
CPUE (Catch Per Unit Effort) methods to evaluate the population and diversity
of aquatic species. Results show a significant variety of fish, including 168
species categorized under 20 river basins in 40 provinces (Ruekaewma, 2025).
° Logbook Program: Fishermen recorded daily catches in logbooks,
providing valuable data on fish species, sizes, and volumes over time. This
program aids in understanding fish stock trends and fishing efforts.

° Maximum Sustainable Yield (MSY) Standards: Data collected was
used to establish MSY benchmarks, ensuring fishing practices remain
sustainable and align with ecological capacities.

° Gonadosomatic Index (GSI) Surveys: Seasonal studies of fish
reproduction were conducted to monitor spawning patterns and reproductive
health, with data informing conservation periods such as the "Red Water
Season."

° Seasonal Fish Studies: Research indicates that most freshwater fish in
the region reproduce during the rainy season (May to October). The common
species observed include Cyprinidae (carps), which spawn between late May
and early October, and catfish species spawning in June.

° Fish Diversity: A survey at the Suraswadi fish passage recorded 15
families and 46 species, totaling 34,862 individual fish with a combined weight
of 348.40 kg. The dominant family was Cyprinidae (carps), accounting for
50% of the total sample, followed by Bagridae (catfish) at 9% and Clariidae
(walking catfish) at 7%. The most frequently migrating species included
yellow catfish (goad leuang), Cha Om fish, Siw Kway, Soroi Nok Khao, and
Soroi Look Kluay Lai, with an average of 1,230 fish migrating daily through
the passage (Ruekaewma, 2025).
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Figure 2. Distribution and Diversity of Fish Species in Nong Han Lake
(Ruekaewma, 2025)

° Protected Zones: The management of fishery resources includes 32

community conservation zones and 6,730 rai dedicated to breeding and

nurturing fish populations (Ruekaewma, 2025).
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areas in Nong Han, Sakon Nakhon Province (Ruekaewma, 2025)



2.2.2 Problems
Despite the management and research efforts, the following challenges persist:

e Impact of Water Blockades on Fish Immigration: Excessive water
blockades significantly limit fish migration into the lake, disrupting
their natural movement patterns and affecting their ability to spawn and
repopulate effectively. This restriction on migration not only impacts
fish delivery but also decreases sustainable fishery practices by
reducing the replenishment of fish stocks in the lake.

e Overfishing: Unsustainable fishing practices, including the use of
inappropriate fishing gear, threaten fish populations and disrupt
reproductive cycles.

e Limited Community Involvement: While community networks exist,
broader participation and awareness are needed to enhance
conservation efforts effectively.

e C(Climate Impact: Fluctuations in rainfall patterns due to climate
change disrupt the natural breeding cycles of fish, reducing their
overall productivity.

e Ecosystem Imbalance: Habitat degradation and the invasion of
non-native species pose risks to the native fish population and the

ecological balance of Nong Han.

2.3 Marketing local brand strategy

To promote and establish a strong local brand for Nong Han’s unique products, combining
successful marketing strategies from similar successful brands with approaches tailored to
Nong Han could be an excellent starting point. By focusing on both traditional and modern
methods, Nong Han’s local products can reach a larger audience and gain recognition through

these strategies.

2.3.1 Notable Examples of Successful Local Branding Efforts

A. The Heddi Craft Brand
A local brand from Tao Ngoi, Sakon Nakhon, Thailand, named Heddi Craft,

exemplifies successful local branding through its focus on community
9



empowerment, cultural preservation, and authenticity. The brand provides
employment opportunities for people with disabilities and the elderly, adding
social value to its handcrafted products, which include textiles, pottery, and
traditional Thai crafts. By emphasizing the personal stories of artisans and the
cultural heritage of their creations, Heddi Craft connects deeply with ethically
conscious consumers. Their marketing strategy combines local events and
social media to engage audiences and showcase the uniqueness of their
offerings. The use of locally sourced materials and traditional craftsmanship
sets the brand apart from competitors, while its commitment to social impact
resonates with customers seeking meaningful and high-quality products. This
holistic approach has solidified Heddi Craft as a standout example of
successful local branding in terms of promoting through social media, as can

be seen from Figure 4 KMUTT, 2023).
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Figure 4. Heddi Craft on Social Media (X, 2025)

2.4 Nong Han Local Products

Local products near Nong Han reflect the region's cultural heritage and economic vitality,

categorized into seven main types. Fish products, such as dried fish and fermented fish, are

staples in local cuisine. Textile items like indigo-dyed fabrics and woven cotton highlight

traditional craftsmanship. Rice products, including jasmine rice and rice cakes, emphasize

rice's significance as a staple food. Herbal offerings, such as herbal compresses, showcase

medicinal practices. Handicrafts and ceramics demonstrate local artisans' creativity.

Agricultural products like potatoes further support the economy. Together, these diverse

offerings enhance livelihoods and preserve the cultural identity of Nong Han (Community

Development Department, 2021).
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Mat
egg
Salted Egg with Herbs i i
Made from 100% duck eggs Al M3, pIce Lpepiece. Dok Jok dessert
Price per box: 50-100 baht Many colors, price 150 baht per picce. Dok Jok dessert with herb:
Price per bag 10 baht

Banana chips Chili Paste Barbed Wire Herbal Compress
’ Pmccsscd bananas Jaew Bong is made from 1roll: 3kg. Retail price 50 baht
Retail price is 10 baht perbag.  100% Nong Han fish. Retail price 180 baht Wholesale 45 baht

Wholesale price 8 baht per bag. A large bottle costs 80 baht  Wholesale price 160 baht
A a small jar costs 20 baht

Fermented fish Pickled fish
With eggs, 200 baht per kg. Made from carp
Without eggs, 150 baht per kg. Price 25 baht each
Loincloth Hand M cloth 50 baht per pack
Loincloth made from Toray thread. Handwoven in ancient pattems

The price is 100 baht each. Price per set: 500 baht

Figure 5. Local Products in Nong Han
(Community Development Department, 2021).

2.4.1 Handwoven Fabrics, Crafts, and Poetry

One of the most prominent traditional crafts of Nong Han is the weaving of
handwoven fabrics, particularly silk. The region is known for its high-quality silk,
woven into intricate patterns that reflect the cultural heritage of the local communities.
The weaving process is highly labor-intensive and involves the use of traditional
looms, often passed down through generations. These fabrics are used for clothing,

ceremonial garments, and other cultural expressions, and they are sold at local markets

11



and sometimes exported. The production of silk in this region provides employment to
many families, especially women, and has contributed to the preservation of an

important cultural tradition (Community Development Department, 2021).

In addition to weaving, the community of Chiang Kruea in Nong Han is renowned for
its pottery. This craft involves the creation of earthenware and other ceramic products
using traditional methods. Pottery-making in Chiang Kruea reflects a deep connection
to the natural environment as artisans use locally sourced clay and natural dyes. These
products include both functional items, such as pots and bowls, and decorative pieces.
Pottery-making not only sustains local livelihoods but also serves as an artistic

expression of the region’s cultural identity (Thammasat University, 2013).

Pottery from Chiang Khreu Indigo-dyed fabric

Figure 6. Handwoven Fabrics and Crafts

Moreover, basketry and other handicrafts made from local materials like bamboo are
also important products. These items are used for practical purposes, such as storage,
fishing, and farming, and are also sold in local markets as artisanal products. The
intricate designs and craftsmanship make these items popular both locally and among
tourists looking for authentic, handmade products (Community Development

Department, 2017).

Indigo-dyed fabric
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Silk and Muk pattern fabric
Figure 7. Dyed Fabrics

2.4.2 Aquatic Products

The natural abundance of this area allows local communities to utilize its resources in
various ways, especially in fishery-based occupations. The primary livelihood is fish

processing, which helps generate income for the local population.

The most common fish products are pickled fish (pla som), fermented fish sauce (pla
ra), and sun-dried fish (pla daed dieo). These traditional fish products are not only an
essential part of Isaan cuisine but also have significant cultural value. The

fermentation and preservation methods enhance the fish’s flavor and increase its shelf

life, making it a valuable commodity in the local and regional markets.

Pla Som Pla Ra Pla Daed Dieo
Figure 8. Fish Products

In addition to these fish products, fish are also processed into fish paste, such as in the
making of fish chili paste (Nam Prik), and fish crackers (Khao Kriab Pla), which is
another popular product. Ready-made curry powder made from fish is also produced,
expanding the variety of fish-based products. This provides added value to the fish
caught from Nong Han, enabling the products to be sold both locally and in broader

13



markets. Fish processing helps prevent overfishing by making the most of available

resources and supports the local economy.
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Khao Kriab Pla Ready-made Curry Powder

Figure 9. Processed Products

2.5 Aspired Villages’ Local Products

Baan
CAH1S Y Tha Rae
MOO'6
ENS 9 2013}
Baan
Nadokmai 73 el
Baan

o Paoen

NoniHan
‘? Lake
Baan
Baan Sakhon Jomjang
Nongbuayai Nakhon 3051}
inAVIaUAnS °
anauns

) Ngu
toute 213

Figure 10. Map of aspired villages

Each village has their own products that they proudly present. Even though these
products are similar, subtle differences in their manufacturing methods set them apart.
One of the most notable fermented products is Pla Som (Pickled Fish); this natural
fermentation process is also a type of food preservation of local Isan communities
showcasing their wisdom. It requires few ingredients, including salt, rice, garlic, and
some seasoning, and some of them source their own salt(Sel Gris salt),further lowering
their production cost. Sun-dried fish is another renowned product of many areas.
According to the locals, it’s highly sought after and often sells out quickly whenever it’s

made available.The fish are seasoned with herbs, like lemongrass, that are harvested

14



from their own farms and sun-dried in an artificial closed system oven. Lastly, Tadeang
chili paste or other fish chili paste is another widely produced product.While it is more

complex to produce, this product has significant potential for a higher profit margin.
2.5.1 Nhong Bua Yai Village

Nong Bua Yai is a community deeply connected to its natural surroundings. Life in the
village revolves around agriculture and fishing, two traditional livelihoods that have
sustained generations. The fertile land supports rice farming, while the freshwater lake

provides an abundant supply of fish, shaping the local economy and food culture.

Fishing is more than just a source of income—it is an integral part of the village’s
identity. Freshwater fish from Nong Han Lake are used in a variety of traditional dishes,
with Pla Som (pickled fish) standing out as one of the most cherished products for
Nhong Bua Yai. Made through a natural fermentation process using fish, rice, and salt,
pla som is known for its distinctive sour flavor and versatility in cooking. Whether

grilled, fried, or eaten with sticky rice, it remains a staple in local households.

Figure 11. Pla Som

2.5.2 Na Dok Mai Village

Na Dok Mai is a rural community where agriculture is their primary occupation, with
most residents engaged in rice farming. One of the most well-known local products of
Na Dok Mai is Naem (fermented meat), which comes in three varieties: pork, beef,
and fish. This traditional food is wrapped in natural banana leaves, which not only
enhance the flavor when grilled but also maintain the authenticity of the local recipe.
However, the villagers face challenges in obtaining banana leaves, as they are not

widely cultivated in the area and must be sourced from local markets at a high price.

15



Figure 12. Naem wrapped in banana leaf
2.5.3 Jom Jaeng Village

Ban Jom Jaeng is a christian community where they are experts in Mat Weaving from
Reed. Jom Jaeng also highlights the use of local materials for traditional crafts. The
mats are primarily made from two types of reeds: aquatic reeds from Nong Han and
rice field reeds found at the edges of rice paddies. The latter type has finer strands.
The reeds are sun-dried and dyed using chemical dyes, as there is currently
insufficient knowledge on the use of organic dyes. Various patterns are woven using a
loom, with each pattern requiring a unique mold. However, the diversity of patterns is
limited because villagers are unable to produce molds themselves. The size of the mat

varies depending on the length of the reeds available.

Rice Field Reeds Reed Mat

Figure 13. Reed Mat
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2.5.4 Tha Rae Moo 1

Tha Rae’s community is predominantly Catholic which is why there are numerous
churches around the community, and they are required to attend church every Sunday.
The community has an important tradition: the Star Parade at Tha Rae. Tha Rae
specializes in selling fish products sourced from Nong Han Lake, including fresh fish,
sun-dried fish, pickled fish (Pla Som), and salted eggs. The fish are naturally caught
rather than farmed and are packaged in mixed assortments of 15-16 fish per pack.
Sales are primarily conducted through phone orders and Facebook, with occasional

sales at the fresh market, and the business closes every Sunday.

Sun-dried fish Salted Eggs
Figure 14. Tha Rae’s products

2.5.5 Tha Rae Moo 6

The soil is specifically prepared for cultivating vegetables and ornamental plants. It is
a lateritic soil with larger debris sieved out, combined with waste aquatic weeds from
Nong Han, animal manure (cow & buffalo dung), rice husk ash or black husk, and
composted leaves from acacia trees using compost accelerator P.D.1 from the Land
Development Department. Additionally, fermented molasses is incorporated into the
mix.

Lateritic Soil Aquatic Weed Black Husk
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Potting Soil

Figure 15. Potting Soil

2.5.6 Ban Paen

Ban Paen is an ancient community in Sakon Nakhon with a long history rooted in
agriculture and traditional handicrafts. It is particularly known for its indigo-dyed
fabric weaving, a local wisdom that has been passed down through generations.
However, the group of villagers we interviewed focused on producing and selling
dried fish, fermented fish (pla som), and chili pastes such as nam prik, pla haeng, and
nam prik ta daeng. They also have their own branding, currently supported by another
sponsor. They claim that having a branded sticker boosted their confidence in selling

and made their products more appealing to customers.

Chili Paste Sun-dried fish Pla Som

Figure 16. Ban Paen’s Product

2.6 Sustainable Production and the BCG Model

The Bio-Circular-Green (BCG) Economic Model, endorsed by the Thai government, aims to
integrate the principles of bioeconomy, circular economy, and green economy to promote

18



sustainable development and address environmental issues. This model is particularly relevant

to the sustainable production of goods and services around Nong Han Lake, where integrating

these concepts can support economic growth, environmental conservation, and cultural

preservation.

Figure 17. BCG Model

2.6.1 Components of the BCG Model Bioeconomy

A. Bioeconomy

The bioeconomic aspect of the BCG model emphasizes utilizing biological
resources efficiently and sustainably. In the context of Nong Han Lake, the
bioeconomy supports organic farming practices, which rely on natural
resources without causing harm to ecosystems (TDRI, 2023). The shift to
organic agricultural products like rice and fish can help reduce environmental
degradation while providing economic opportunities for local communities,

aligning with Thailand's sustainability goals (NSTDA, 2021).

B. Circular Economy

Circularity promotes waste minimization through recycling, reusing, and
repurposing resources, thereby extending product life cycles. For Nong Han,
incorporating circular practices involves waste management and pollution
reduction in farming and production, which can help preserve the lake's
ecosystem. The integration of circular economy principles can also enhance the
value of local products by focusing on eco-friendly packaging and sustainable
production methods, which are appealing to environmentally conscious

consumers (Mahanakorn Partners Group, 2022).
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C. Green Economy

The green economy aims to reduce environmental impact and greenhouse gas
emissions. In the Nong Han Lake area, the green economy could be reinforced
by adopting clean energy sources and green technologies, especially in
agriculture and tourism (Edyvean et al., 2023). Implementing green practices in
local enterprises, such as using solar energy for production or transportation,
can minimize the environmental footprint and support local ecotourism,

contributing to sustainable income for the community.
2.6.2 Application of the BCG Model at Nong Han Lake

Applying the BCG model at Nong Han Lake can support the development of
sustainable agricultural products and local handicrafts. By incorporating organic and
eco-friendly practices, farmers and artisans can align their products with market
demand for sustainable goods. Additionally, integrating traditional knowledge and
practices into production helps retain cultural heritage, adding unique value to the

products and supporting local identity (APEC, 2022).
2.6.3 Success of the BCG Model in Thailand

The BCG model has proven to be a successful economic strategy for Thailand due to
its ability to drive sustainable growth while preserving natural resources and local
traditions. By promoting value-added industries, such as organic agriculture,
sustainable fisheries, and eco-tourism, the model enhances economic resilience and
competitiveness. Several government initiatives and collaborations with the private
sector have supported innovation and investment in BCG-related industries, fostering
job creation and income generation for local communities. Furthermore, the
integration of science, technology, and traditional knowledge has strengthened
Thailand’s position as a leader in sustainability within the ASEAN region. The
model’s success is evident in various projects, such as sustainable farming programs
and community-led conservation efforts, which have improved livelihoods while
mitigating environmental impact. With continued policy support and community
engagement, the BCG model serves as a long-term solution for balancing economic

development with ecological responsibility in Thailand.
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CHAPTER 3

Methodology

This chapter outlines the methodological approach to address the research question: How can
the Bio-Circular-Green (BCG) Economic Model be integrated into sustainable branding
strategies to support the economic, environmental, and cultural development of Nong Han

Lake?

The aim of this methodology is not only to understand the current state of local products,
branding efforts, and community dynamics but also to emphasize building a foundation for
sustainability that the local community can maintain independently. By focusing on
capacity-building and fostering self-reliance, this approach ensures that the initiatives will
remain effective even after the project concludes in two months. Through qualitative research
and participatory methods, the study seeks to engage stakeholders, address key challenges,
and develop actionable strategies that reflect local values and global sustainability trends. The
proposed framework is flexible, allowing adjustments based on insights gained during
fieldwork to enhance long-term impact and ensure the community’s ability to sustain and

expand upon the project’s outcomes.

This project aims to provide supporting research for the development of a cohesive and
sustainable branding strategy for Nong Han’s local products while promoting the BCG model

within the community. To achieve this goal, the study is guided by the following objectives:

1. To assess Nonghan’s local products, marketing and distribution channels
2. Investigate a cohesive brand identity (logo, story, packaging) that promotes the BCG
model to the community.

3. Assess the efficiency of BCG-focused branding

3.1 Evaluating Nonghan’s Local Products, Marketing, and Distribution

Channels

This section supports Objective 1 by examining the existing local products, marketing
approaches, and distribution strategies. It identifies current strengths, weaknesses, and

opportunities for sustainable market expansion.
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3.1.1 Research Design

This study employs a mixed-methods approach, integrating qualitative and
quantitative research methods to gain a comprehensive understanding of branding
and marketing strategies. The qualitative component includes interviews with local
producers and village representatives, focus groups with local stakeholders, and
observational studies to explore product development, marketing strategies, and
distribution challenges. These methods aim to capture in-depth perspectives on
branding effectiveness and the community’s alignment with BCG economy principles

and sustainable practices.

For the quantitative component, surveys and statistical analysis are employed to
measure consumer awareness, branding influence, and market feasibility. The data
collected through structured surveys will quantify stakeholder satisfaction,
socio-economic background, and consumer perceptions of branding elements. By
integrating both qualitative insights and quantitative measurements, the study aims to
provide an analysis of branding strategies, their market impact, and the extent of BCG

economy integration among local stakeholders.
3.1.2 Data Collection Method
A. Interviews with Local Producers and Village Representatives

Interviews were conducted with local producers and village representatives,
which is a total of 36 people across five villages to gain in-depth insights into
their product development processes, marketing strategies, and the
effectiveness of their distribution channels. Additionally, the interviews will
assess their understanding and implementation of BCG economy principles and
sustainable economic practices, identifying challenges and opportunities for

long-term sustainability.

To complement these qualitative findings, a quantitative survey was integrated
into the interview process, collecting measurable data on stakeholders’
satisfaction with their products, background information, income levels,
cultural and ethnic influences, and perceptions of their market position,of

which there are 36 respondents to the survey. This combined approach will
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allow for a more comprehensive analysis of both business strategies and

socio-economic factors.
B. Focus Groups with Local Stakeholders

Focus groups will be conducted with members from five villages to
specifically explore community-driven branding strategies and how they
align with local cultural identity. These discussions will focus on perceived
challenges, expectations, and collective concerns regarding branding efforts,
ensuring that the branding approach resonates with community values and

traditions.

Unlike the individual interviews, which focus on business operations, the focus
groups will provide a broader perspective on community-level
decision-making regarding branding. Additionally, participants' familiarity
with BCG principles will be explored to gauge the feasibility of integrating

sustainability into the collective branding initiative.
3.1.3 Data Analysis

The collected data will be analyzed using thematic analysis to identify key themes in
the product's features, marketing strategies, and distribution effectiveness. This
analysis will also highlight patterns in participants' awareness and implementation of
BCG economy principles and sustainable practices. Content analysis will be applied to
marketing materials to identify patterns in messaging and branding, revealing how the

product is communicated to consumers (Awware, 2022).
A. Qualitative Analysis:

A thematic analysis is applied to qualitative data from interviews and

focus groups to identify common branding challenges and opportunities.
B. Quantitative Analysis:

Quantitative survey data is analyzed using descriptive statistics to

measure consumer preferences and branding awareness.
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3.1.4 Ethical Considerations

All participants will be informed about the study's purpose and provide their consent
before any data is collected. Confidentiality will be maintained throughout, and
participants will have the right to withdraw from the study at any time. The data will
be anonymized to protect participants' privacy (InnovateMR, 2021 September 28).

3.2 Investigating a Cohesive Brand Identity

This section supports Objective 2, which examines how branding strategies can integrate
BCG principles by focusing on the development of a cohesive brand identity, including logo

design, packaging, and brand storytelling.
3.2.1 Development of Branding Elements

We developed the brand identity based on insights gathered from interviews with
members of five villages (Methodology 3.1) to assess their product and distribution
challenges. Our approach aimed to blend their cultural identity with BCG principles,

resulting in a prototype that includes:

e A logo representing the community’s values and sustainable practices.
e Stickers for existing packaging to provide a recognizable brand identity.
e A box packaging prototype for dried fish, enhancing brand reliability for a product

that previously had no formal branding.
3.2.2 Evaluation Criteria

To assess the effectiveness of the branding elements, the following criteria were

considered:

o Aesthetic appeal — Evaluates whether the logo, packaging, and brand story visually
attract consumers.

e Cultural relevance — Assesses how well the branding reflects the identity of the local
community.

e BCG integration — Measures the effectiveness of incorporating sustainability

elements into the branding.
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e Consumer influence — Determines the extent to which branding impacts purchasing

decisions.

e Market feasibility — Examines the practicality of implementing the branding strategy

in real-world market conditions.

3.2.3 Data Collection Method

A.

B.

Qualitative Methods: Focus Groups and Interviews

To assess branding effectiveness, structured interviews and focus
groups were conducted with villagers, community members, and
market stakeholders. These discussions aimed to gather insights into
participants' perceptions on logo, packaging, and brand storytelling,
helping to understand how well these elements resonated with the local

community and target consumers.

Quantitative Methods: Google Form Surveys & World Wetlands

Day Local Festival Booth on 8th February 2025, 8.00 A.M. - 3.00 P.M. at
Sakon Nakhon

A Google Form survey was distributed to both target consumers and
local residents, particularly those in Sakon Nakhon who are familiar
with local products and interested in supporting the preservation of
Nong Han Lake. The survey focused on analyzing how branding
elements, including logos, packaging, and brand storytelling, influenced
purchasing decisions. Additionally, data was collected through a booth
at the World Wetlands Day Local Festival, a real-world event attended
by local sellers, customers, government representatives, and
conservation groups. This provided an opportunity for direct
interaction with consumers, allowing for immediate feedback and
comments on the prototype branding, ensuring that the branding

strategy aligns with community values and sustainability goals.

Case Studies
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Past Case Studies are used to analyze similar products to identify
effective marketing strategies and distribution models used by
successful brands that incorporated similar ideas into their branding and
marketing. Moreover, content analysis will examine marketing
materials, including advertisements and social media campaigns, to

assess how the product is presented to consumers (Awware, 2022).
3.2.4 Data Analysis
A. Qualitative Analysis:

A thematic analysis was conducted on consumer feedback gathered from
focus groups and comments received during the World Wetlands Day Local
Festival. This approach helped identify recurring patterns in branding
perception, highlighting common themes related to consumer preferences,
emotional connections, and areas for improvement. Additionally, a content
analysis was performed to assess the effectiveness of brand storytelling,
focusing on its emotional appeal and ability to convey cultural and

sustainability values.
B. Quantitative Analysis:

A consumer sentiment analysis was applied to survey responses to measure
the overall effectiveness of the branding strategy. This analysis helped
determine how different branding elements—such as logos, packaging, and
storytelling—influenced consumer engagement and purchasing decisions. A
comparative analysis between online and offline consumer preferences was
also conducted to identify potential distribution opportunities and optimize
market reach. Furthermore, a statistical evaluation of survey results examined
the relationship between branding elements and purchase intent, providing

measurable insights into how branding influences consumer behavior.
3.2.5 Developing Sustainable Long-Term Strategies

Based on the feedback from both the survey and booth setting, we planned to

develop sustainable long-term branding strategies. These strategies were based
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on consumer insights regarding branding elements, preferences, and market

trends.

A. Case Studies

Case studies analyzed similar products to identify effective marketing
strategies and distribution models used by successful brands that incorporated
similar ideas into their branding and marketing. Moreover, content analysis
examined marketing materials, including advertisements and social media

campaigns, to assess how the product was presented to consumers (Awware,

2022).

3.3 Assessing the Efficiency of BCG-Focused Branding

This section supports Objective 3, which evaluates the effectiveness of integrating BCG into
branding efforts, particularly in increasing consumer awareness, product marketability, and

the preservation of Nong Han Lake.
3.3.1 Aspects of BCG Branding Evaluated

The evaluation of BCG-focused branding considered several key aspects to determine

its effectiveness:

e Consumer Awareness — Measuring how well the integration of BCG principles into
branding enhances consumer awareness of environmental and sustainability efforts.

e Marketability — Assessing whether BCG branding improves consumer trust, interest,
and willingness to purchase the product.

o Perceived Safety and Reliability — Evaluating whether the inclusion of BCG
principles positively influences consumers’ perceptions of product quality, safety, and
reliability.

e Support for Nong Han Lake Conservation — Determining whether BCG branding
encourages consumers to engage in and support environmental preservation efforts,

particularly in relation to Nong Han Lake conservation.

3.3.2 Measuring Efficiency
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To assess the effectiveness of BCG-focused branding, the study employed multiple
evaluation methods. Sales performance comparison was conducted by analyzing
consumer responses in offline/local booth sales versus online market sales and
identifying trends in purchasing behavior across different sales channels. Additionally,
consumer feedback was collected from online customers to evaluate their purchasing
motivation and determine the influence of BCG branding elements on their
decision-making process. Lastly, brand recall and recognition were measured to assess
consumers’ ability to identify and remember BCG branding elements, providing
insight into the overall effectiveness of the branding strategy in reinforcing

sustainability messaging and consumer engagement.
3.3.3 Data Collection Methods
A. Qualitative Methods : Interviews with Successful Brand Owners

We determine a successful brand by its brand awareness and recognition. To
gain insights into the commercial success of sustainability-driven branding,
interviews were conducted with successful brand owners. These discussions
explored how established businesses position sustainability and branding to
enhance market appeal and drive consumer engagement. Additionally, the
interviews investigated their perspectives on BCG branding as a selling point,
evaluating its relevance and effectiveness in influencing consumer purchasing

behavior.

B. Quantitative Methods: Online Sales Tracking and Market

Exposure

A quantitative approach was employed through online sales tracking and
market exposure analysis, monitoring initial product sales and consumer
engagement on Facebook and other digital platforms. Engagement metrics
were compared between BCG-focused branding and traditional branding,
providing measurable insights into the impact of sustainability messaging on

consumer interest.
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C. Customer Surveys

Customer surveys were distributed to local and target consumers to assess their
awareness of BCG branding, its influence on purchasing decisions, and the

likelihood of consumers supporting products that emphasize sustainability.
3.3.4 Data Analysis
A. Qualitative Analysis:

A thematic analysis was conducted on interview responses and feedback from
booth sales to identify patterns in consumer perceptions of BCG branding.
This analysis aimed to uncover recurring themes related to consumer
awareness, trust, and engagement with sustainability-driven branding.
Additionally, a content analysis was performed on discussions with successful
brand owners to assess the challenges and opportunities associated with
marketing BCG branding as a selling point, providing insights into how

sustainability messaging influences consumer behavior and business strategies.
B. Quantitative Analysis:

Quantitative data was analyzed using descriptive statistics from surveys and
online sales records to measure consumer interest in BCG branding. A
comparative analysis was conducted to evaluate sales performance
differences between offline and online markets, helping determine the market
feasibility of BCG-focused branding. Additionally, a correlation analysis was
performed to examine the relationship between consumer feedback and
purchasing decisions, identifying the extent to which branding elements

influence product demand.
3.3.5 Expected Outcomes

The study is expected to enhance consumer awareness, increasing recognition of BCG
principles and their relevance to product safety and sustainability. It may also
strengthen market positioning, attracting niche consumer groups that value

sustainability. Additionally, insights from consumer feedback could refine branding
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strategies for both local and online markets. Lastly, the project aims to promote

long-term sustainability adoption, fostering community-led environmental initiatives.

30



CHAPTER 4

Results and Analysis

This chapter of the report presents the findings and analysis of research conducted on the
branding and development of local products at Nong Han Lake, Sakon Nakhon. The study
assesses the perspectives of various stakeholders, including villagers, target consumers,
successful brand owners, and the general public. The objective is to identify challenges and
opportunities in establishing a collective identity, improving product perception, and

expanding market reach.

4.1 Assess Nong Han’s community, local products, marketing and

distribution channels findings

This section describes the findings from interviews with aspiring village representatives. We
have interviewed Nhong Bua Yai, Na Dok Mai, Jom Jang, Tha Rae, and Baan Paen to
understand their local products, marketing, and distribution channels. We have also observed
their ways of life and gained insight into their culture. The reported findings are that brand

unity is challenging; villagers lack resources, and unknowingly use BCG practices.

Finding 1: Uniting villages under one collective brand identity is challenging.
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Figure 18. 5 Aspired NongHan Villages Map
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Based on interviews with local villagers from every village, we have gained a significant
insight on their ways of life and their culture.Our sponsor has established a small business
group in each village to help residents generate additional income. While many members
aspire to make this small business their primary occupation, they are unable to do so because
they still have their primary jobs, and the business has not yet generated a stable enough
income to support full-time involvement. The villages maintain strong social groups within
their own neighborhood that shape their community interactions and economic practices.
Many villagers prefer to operate within their established networks rather than expanding or
integrating with other communities. Each village also has a loyal customer base that rarely
buys similar goods from other sources due to their strong and positive customer relationships.
Some have their own brand, establishing a distinct character. As a result, they are

self-sustainable and independent, which reduces the need for external collaboration.

Furthermore, we have also learned that a particular village has a strong religious identity.
“Tha Rae” in Nong Han District, Sakon Nakhon Province, has the largest Christian (Catholic)
community in Thailand. Most residents are deeply devout, maintaining a strong connection to
their faith by attending church every Sunday. Similarly, a majority of the people in Jom Jeang
Village are also Christians. However, the remaining villages follow Buddhism. These
contrasting values and traditions can influence decision-making processes, making it difficult

for the communities to align under a collective brand.
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Figure 19. Religious Distribution in Villages
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Additionally, we had the opportunity to mention our project to all villages, but only “Tha
Rae” and “Baan Paen” demonstrated interest in our initiative. They are eager to improve their
products, production methods, expand their market reach, and adopt new branding strategies

to increase their economic opportunities.

Conversely, the remaining villages, including Nhong Bua Yai, Na Dok Mai, and Jom Jang,
were reluctant to participate in our initiative of creating a collective branding identity. Nhong
Bua Yai village serves as a strong example, as they mentioned that their existing production
and distribution methods provide sufficient income and stability, diminishing their motivation

to invest in branding efforts.

Finally, based on the information gathered, we made a crucial observation during the "World
Wetland Day" event as part of our Methodology 2. We invited all villages to participate in our
booth; however, only Tha Rae and Baan Paen took part. The remaining villages did not

respond, further reaffirming our findings.

Finding 2: Villagers struggle to further develop their products due to their
knowledge and insufficient budget.

One of the significant challenges faced by the villagers is their struggle to further develop
their products due to limited budget and knowledge. These limitations affect their ability to
improve production processes, enhance product quality, and explore new market
opportunities. The main issue is the lack of well-established distribution channels, making it
difficult for villagers to expand their customer base beyond their local communities. Without
access to wider markets, they face limitations in increasing sales and generating sustainable

income.
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Sale Channel Distribution Across Villages
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Figure 20. Sale Channel Distribution Across Villages

Moreover, demographic factors further exacerbate the challenge, as a large proportion of
business owners in the community are elderly, aged 50 and above. The aging population may
face difficulties in adopting modern market trend or marketing strategies, limiting their

ability to innovate and compete in broader markets.

Age Distrubution Across Business Groups
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Figure 21. Age Distribution Across Business Groups
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Field research indicates that many villagers do not accurately track their income and
expenses, leading to miscalculations in business costs. As a result, they experience
unintentional losses of profit, which negatively impact their overall financial stability and
production capabilities. The combination of financial mismanagement, restricted market

access and lack of creative invention product ideas creates significant barriers to growth.

Finding 3: Most villagers are already implementing BCG practices in their

production but did not recognize that they are using the model.

Many villagers have already integrated Bio-Circular-Green (BCG) economic practices into
their production methods, though they are often unaware of this connection. Interviews
conducted with villagers revealed that sustainable practices such as waste reduction, organic
farming, and resource efficiency are already being applied in their daily operations. However,
these villagers do not consciously recognize these practices as part of the BCG framework. As
Khun Noi from Bann Nhong Bua Yaii stated, “We’ve heard of it but don’t know what it is.”
Notably, three out of five villages have fully adopted BCG principles in their production

processes, as shown in Figure 22.
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4.2 Investigate a cohesive brand identity (logo, story, packaging) that

promotes the BCG model to the community findings.

This section will describe the findings from an interview with a target group. We interviewed
our target group, which are people in Sakon Nakhon that live in Mueng district, to investigate
a cohesive brand identity (logo, story, packaging) that promotes the BCG model to the
community (Objective 2). The findings from the interviews primarily highlight that
consumers prioritize branding before purchasing, prefer online distribution channels, and

support local products but show little interest in preserving Nong Han.

Finding 4: Initial target group prioritizes different aspects of product and branding

before considering a purchase.

Based on interviews, consumers prioritize transparent packaging with clear labeling, valuing
practicality over decorative designs. Many respondents believe that visible packaging
enhances trust in the product’s quality and freshness, as it allows them to see what they are
purchasing. Transparent packaging is seen as a symbol of authenticity, which strengthens
brand credibility and fosters consumer confidence. Additionally, consumers prefer simple and
functional packaging rather than complicated or ornamental designs. By adopting clear and
user-friendly packaging, brands can better meet consumer expectations and improve their

appeal in the market.

Clear and detailed labeling about product sourcing is also essential to consumers. According
to the interviews, 90% of respondents prefer products that clearly indicate where ingredients
or materials come from and how they are produced. Transparency in labeling helps customers
feel confident about the quality, safety, and origin of products. Many respondents also seek
labels that highlight if products are natural, organic, or made through sustainable methods.
Such information not only satisfies consumer curiosity but also enhances the perception of a

brand’s honesty and ethical values.

Moreover, consumers think that fish from Nong Han has a muddy or earthy smell, making it
less popular. Additionally, there is not enough Nong Han fish in local markets because of
overfishing and changes in seasons that lower the fish population. As a result, many people
choose fish from other provinces, such as Nakhon Phanom, because they believe it tastes
better and is easier to find. This has caused a drop in demand for Nong Han fish, even among
local buyers.
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A survey of 36 people shows that most care about product safety and cleanliness, with 47.2%
giving the highest score. Clear labels are also important, as 90% want to know where
ingredients come from. Many value product quality (36.1%) and simple, practical packaging
(38.9%). People prefer easy-to-understand designs over fancy ones. While logos are less
important, with only 30.6% giving the highest score, they still help people remember the

brand. Overall, clear, honest, and high-quality products matter most to consumers.

Having LOGO

Number of People
15

10 11 (30.6%) 11 (30.6%)

7 (19.4%)

4 (11.1%)
3(8.3%)

1 2 3 4 5 Rating

Brand Story
Number of People
15

13 (36.1%)

10 11 (30.6%)

5 6 (16.7%)
4 (11.1%)

1 2 3 4 5 Rating
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Appearance of Products

Number of People

15
10 11 (30.6%)
8 (22.2%)
5
0 .
1 2 3 4 5 Rating
Quality of Products
Number of People
15
13 (36.1%)
10 11 (30.6%)
5
1(2.8%)
0

1 2 3 4 5 Rating

Source of Raw Materials

Number of People

15
13 (36.1%)
12 (33.3%)
10
10 (27.8%)
5
1(2.8%)
0 (0%)
o — . -
. 2 3 4 5 Rating

Hygiene and Safety of Products

Number of People
20

10 (27.8%)

5 6 (16.7%)

0

1 2 3 4 5 Rating

Figure 23. Rating on Different Aspect of Branding from Target Group
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Finding 5. The target group’s main preference for distribution channels is online.

The target group shows a strong preference for online distribution channels, which serve as
the primary method for purchasing products from local sellers. Platforms such as Facebook,
Shopee, TikTok, LINE, and Lazada are the most commonly used for transactions. However,
local markets, shopping malls, and local events also play a role in purchasing decisions,

especially for consumers who prefer in-person shopping experiences.

Which is/are your purchasing platform preferences?

Local Maerkets/

12 (33.3%)
Local Stores 4

Online 21 (58.3%)

9 (25%)

Department Store

Local Events 11 (30.6%)

Others 2 (5.6%)

0 5 10 15 20 25

Figure 24. Purchasing Platform Preferences

For purchasing platform preference, surveys and interviews have been conducted. The results
show that most candidates prefer online shopping platforms. In terms of specific online
purchasing platforms, Facebook emerges as the dominant choice, with 63.9% of the initial
target group using it for transactions. Shopee follows at 25%, while Lazada and TikTok are
utilized by 19.4% and 27.8%, respectively. Other platforms such as LINE hold a minimal
share at 2.8%. Notably, 2.8% indicated that they had not yet purchased products through any

online platform.

Which is/are your online purchasing platform preferences?

Facebook 23 (63.9%)

Line

12 (33.3%)

Shopee
Lazada
Tiktok

None

7(19.4%)
10 (27.8%)

1(2.8%)

Haven’t bought yet 1(2.8%)

Others 1(2.8%)

Figure 25. Online Purchasing Platform Preferences
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Based on interviews with the target group, many consumers emphasized the role of social
media in their purchasing decisions. One interviewee explained, “Facebook is the best place
to shop because I am more familiar with Facebook and more sellers post real customer
reviews, and I can chat with them directly before deciding to buy.” Another interviewees
explained “Shopping online saves me time and effort of going outside since the price on the

market can be easily compared”.

This highlights the importance of maintaining both online and offline purchasing options to
cater to diverse consumer preferences. The findings emphasize the growing reliance on social
media platforms as key transaction points, particularly Facebook, which serves as the leading

marketplace among respondents.

Finding 6: Our initial target group is more interested in supporting local products

from the community but has little interest in preserving Nong Han.

The analysis indicates that our initial target group demonstrates a strong preference for
supporting local products from the community while showing minimal interest in preserving
Nong Han. Data suggests that urban consumers are primarily motivated by their desire to
contribute to local economic growth, as seen in Figure 25, rather than environmental
conservation efforts specific to Nong Han. Notably, a customer at the booth stated, “Ifit is a

local product, I would buy with no hesitation to help the locals.”

Are you more likely to purchase products made by
local communities than environment sustainability?

® Yes
® No

Figure 26. Purchasing Local Products Preferences

The findings reveal that urban consumers perceive purchasing local products as a means of

strengthening their communities by keeping money circulating within the local economy,
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supporting small businesses, and fostering job creation. Furthermore, many consumers
associate local brands with cultural identity, craftsmanship, and authenticity, which enhances

their sense of connection and pride in their purchases.

Additionally, sustainability and ethical considerations play a significant role in influencing
consumer preferences. Many urban shoppers are drawn to local brands that incorporate
eco-friendly materials and fair labor practices, reinforcing their commitment to responsible
consumption. Moreover, the exclusivity and high quality of locally produced goods enhance
consumer interest, as these products are perceived as unique and meaningful compared to

mass-produced alternatives.

Overall, the findings underscore a broader trend in which urban consumers leverage their
purchasing decisions to create a positive economic impact within their communities. This
behavior, in turn, fosters local business growth, innovation, and a strengthened relationship
between brands and consumers. However, the lack of direct concern for Nong Han’s
preservation suggests that conservation efforts may require alternative engagement strategies

to align with consumer priorities.

4.3 Assess the efficiency of BCG-focused branding findings

This section will describe the findings from an interview with successful brand owners to
assess the efficiency of BCG-focused branding (objective 3), which are Mann Craft and
Heddi Craft. The findings will highlight and focus on target groups unfamiliar with BCG
practices, brand awareness but not selling points, and focus on urban and international

markets.

Finding 7: Most of the initial target group remain unfamiliar with BCG practices

The target group is unfamiliar with BCG (Bio-Circular-Green) practices, which focus on
sustainability and efficient resource use. Many participants are aware of eco-friendly methods,
such as using recycled materials, reducing waste, and supporting local products. They also
recognize the importance of sustainable production processes, like using renewable energy or

organic farming.
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The survey results show varying levels of familiarity with BCG (Bio-Circular-Green)
practices among the target group. Out of 36 respondents, only 19.4% are familiar with the
BCG model, while 55.6% are not aware, and 25% are unsure. However, despite low
awareness of the term "BCG," many participants already practice sustainable behaviors
aligned with BCG principles. For example, among 9 respondents, 88.9% have experience
using chemical-free products, and the same percentage (88.9%) reuse items to reduce waste.
Additionally, 77.8% of respondents have used natural products for health or wellness
purposes, showing an understanding of bio-based and eco-friendly solutions. These results
indicate that although the term "BCG model" is not widely known, many participants already
follow eco-friendly habits that align with BCG principles.

Have you ever heard of the Bio-Circular-Green
(BCG Model) before?

® Yes

® No

@ Unsure

Have you ever heard of processing natural product for

consumption before?

® Yes
® No

Have you ever heard about the benefits of reusing items?

)

® Yes
® No
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Are you aware of the important of reducing the use of

)

chemicals?

@ Yes
® No

Figure 27. BCG awareness and practices

Finding 8: Most successful brand owners are aware of BCG but don’t emphasize it

as a selling point, believing it’s too technical and insignificant for consumers.

During the interviews, it was revealed that most successful brand owners are familiar with the
BCG (Bio-Circular-Green) economy concept but choose not to emphasize it as a key selling
point. They believed that BCG concepts are too technical and insignificant for most
consumers, who prioritize quality, affordability, and authenticity over sustainability labels.
Instead, these brand owners focus on more relatable marketing messages that highlight
product benefits, emotional appeal, and lifestyle relevance. Despite their commitment to
sustainability, they prioritize consumer-centric narratives, believing this approach is more

effective in driving engagement and sales.

Based on the interviews with a few successful brand owners, Khun Man from Mann Craft
stated that “ I am currently integrating BCG, but the local customers are not aware of the
concept. Hence, I do not use BCG as the main selling point.". Although he incorporates BCG
into his business, local customers are not familiar with the concept, making it ineffective as a
marketing strategy. Similarly, A.J. Nong from Heddi Craft said that “For a brand to sell and
be successful, you need to first focus on the product, not the brand story or empathy to people
or the environment." which emphasized that for a brand to succeed, the main focus should be
on the product itself rather than the brand story or its alignment with social and environmental
concerns. These insights suggest that while sustainability principles are being adopted, their
communication to consumers remains a challenge, necessitating a more strategic approach to

integrating BCG-related messaging into branding without overshadowing product appeal.
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Finding 9: Successful brands target urban and international markets rather than

relying on local consumers.

Successful brands often expand their business by reaching urban and international markets
instead of relying only on local customers. Urban areas have large and diverse populations,
giving brands more chances to find new customers. People in urban areas usually have more
money to spend and are more willing to try new products. Because of this, focusing on urban
markets helps brands increase their sales and become more well-known. It also gives brands a

better chance to grow compared to staying in smaller local markets.

Moreover, expanding the target to international markets also helps brands reach a wider
audience and build global recognition. Many successful brands use online stores and social
media to sell their products to people all over the world. This helps them connect with
customers outside their home country and make their products easy to find. Selling in
international markets also allows brands to follow trends and meet the needs of customers

from different countries.

Finding 10: Online marketing is efficient in increasing profit margin, customer

engagement, and exposure.

After analyzing our previous findings, we concluded that in order to persuade other villages to
unite under a collective identity through a single brand, we must first achieve a tangible
success that demonstrates the benefits of this approach. To achieve this, we identified the
product with the highest potential by considering the enthusiasm and interest of village
leaders in our project. Among them, the leader of Tha Rae village expressed strong interest in
our initial proposal (Finding 1), making it a suitable starting point. In addition, we also
considered their product’s quality, customers’ feedback, and sales performance at the booth.
To test the product’s market potential, we introduced online sales through Facebook (msaz win
Handlamade) and targeted Facebook groups, overcoming initial challenges in digital

marketing.

This strategy, coupled with a revised pricing model based on market research, led to a
significant increase in profitability, raising profits from 3 baht to 17.375 baht per bag and
generating 61 orders within one week. As can be seen from the Figure 27., online sales were

able to generate more revenue and profit compared to offline sales.
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Figure 28. Bar Chart Demonstrating revenue and profit for Online Sales Vs Offline Sales

One of the major advantages of online marketing was its ability to expand customer reach
beyond local buyers (Figure 29). Offline sales were limited to the village and nearby areas,
restricting exposure and growth potential. In contrast, online sales leveraged Facebook,
significantly increasing visibility among targeted customer groups, particularly gardening
enthusiasts and home growers. Additionally, customer engagement improved, with potential
buyers inquiring about the product, requesting additional information, and providing feedback
on the brand’s page and in comment sections. This interaction not only contributed to direct
sales but also helped establish brand credibility and trust, further enhancing the product’s

market potential.
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Figure 29. Facebook Page: W1sastiin Handlamade potting soil’s sale post
views and engagement.

Most importantly, the increase in sales and engagement was not solely driven by online
marketing but was also influenced by several key factors. New packaging, logos, and
branding played a crucial role in enhancing the product’s perceived value, making it more
appealing to potential buyers. Additionally, pricing strategy adjustments based on competitive
market research ensured that the product remained attractive while maximizing profitability.
Furthermore, advertising through Facebook groups allowed the product to reach specific
gardening communities, effectively targeting customers who were more likely to be interested
in purchasing. These combined efforts contributed significantly to the overall success of the

online sales strategy.
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CHAPTER S

Conclusions

5.1 Finding Summary

The interviews with representatives from the initially aspired villages revealed several key
insights. First, uniting villages under one collective brand identity is challenging due to social,
cultural, and religious differences, as well as the self-sustainability of many villages. Only
two out of five villages, Tha Rae and Baan Paen, actively participated in branding efforts,
demonstrating their interest in improving products and expanding market reach. The other
villages were reluctant, as their strong local identities and existing economic stability reduced
their incentive to collaborate. Additionally, villagers face significant barriers in product
development due to limited knowledge and budget constraints. Poor financial literacy,
including inaccurate cost tracking, leads to profit losses, while limited distribution channels
prevent market expansion. Despite these challenges, many villagers unknowingly practice
BCG (Bio-Circular-Green) principles, such as organic farming and waste reduction, though

they do not recognize these practices as part of the BCG model.

Interviews and surveys with the target group from Mueng district, Sakon Nakhon, highlighted
consumer preferences and awareness. Consumers prioritize transparent packaging, clear
labeling, and practical design, with 90% stating they prefer products that disclose ingredient
sourcing and sustainability practices. However, they perceive Nong Han fish as less desirable
due to its muddy taste and limited availability. The surveys also indicated a strong preference
for online distribution channels, with platforms like Facebook, Shopee, TikTok, LINE, and
Lazada being the most popular, although local markets and malls remain relevant for
in-person shopping. Interestingly, while urban consumers strongly support local products,
their loyalty does not extend specifically to Nong Han products. Their purchasing decisions
are driven more by local community support and eco-friendly practices than by regional

identity.

Insights from successful brand owners provided valuable lessons for branding strategies. Most
of the target group remains unfamiliar with the BCG model, with only 19.4% recognizing it,

yet 88.9% of respondents already engage in sustainable practices like using chemical-free
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products and reusing items. Despite their alignment with BCG principles, awareness of the
term remains low, indicating a need for consumer education. Successful brands, however,
avoid emphasizing BCG in their marketing, viewing it as too technical and insignificant to
consumers. Instead, they focus on relatable messaging that highlights quality, authenticity,
and emotional brand storytelling. Additionally, successful brands prioritize urban and
international markets due to their larger customer bases and higher purchasing power. They
leverage e-commerce and social media platforms to expand their reach beyond local
communities. Hence, using the BCG model as a selling point would be extremely challenging,
as most consumers are unfamiliar with the concept, and successful brands have found that
highlighting sustainability alone is not an effective marketing strategy. These findings
emphasize the importance of digital marketing, consumer education on sustainable practices,

and the use of compelling brand stories to connect with wider audiences.

5.2 Recommendations for the “Association for the Promotion of Wetlands

Sustainable Development”

5.2.1 Choosing a single flagship product for development and marketing

From our finding 1, we have established that creating a collective brand identity across
multiple villages is challenging due to the reasons we addressed earlier. After an
interview with Khun Man, founder of Mann Craft, one of the brands recognized by
the British Council that utilize local ingredients from Sakon Nakorn and support the
locals by creating jobs for them in the brand, who stated that "To build a successful
brand, it is crucial to focus on a single flagship product. Local products often come
with various limitations, requiring significant attention to detail and careful
development. When I started my brand, I focused on just one product, allowing me to
refine it thoroughly before expanding." from Appendix D. Since limited knowledge
and budget are barriers for villagers (Finding 2), focusing on a single product that
already has good market performance such as Tha Rae’s potting soil is a logical next
step due to its proven market performance and strong leadership support within
the village. By concentrating efforts on a single product, we can refine its branding,
improve sales strategies, and optimize marketing efforts before scaling to other
villages. The online sales process for Tha Rae’s potting soil can be found in Appendix

H, while relevant statistics and performance data are detailed in Finding 10.
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5.2.2 Areas of knowledge villagers should further explore

Based on Finding 2, the data gathered from interviews with villagers reveals a need to
enhance knowledge of product processing methods that acquire new knowledge that
can improve their products and increase their competitiveness. Learning advanced
techniques and modernizing their processes can help increase product quality, extend
shelf life, and meet market standards. Exploring various methods through workshops
or expert consultations can contribute to product innovation and distribution.There are
numerous free online courses on basic training for branding and business to enroll in.
The sponsor could also organize a weekly workshop for the villagers, covering
different topics each week to enhance convenience and engagement. Essential topics
that should be covered include Digital Marketing, Financial Accounting and product

development.
Digital marketing

A Dbasic online sales training program would allow villagers to obtain the
necessary skills to successfully maintain their business while further exposing
their product and sell on different platforms, such as Facebook and other
available platforms. They should focus on educating participants about
effective social media marketing strategies, including customer engagement
techniques, promotions, and utilizing targeted advertising to increase product
visibility. Learn how to create engaging content, manage social media pages,
and analyze performance metrics to improve their marketing efforts.
Additionally, they could expand in the future to include training on advertising
tools like Facebook Ads and TikTok Ads, helping villagers reach specific

target audiences and maximize promotional impact.
Financial Accounting

Acquiring basic financial knowledge is another vital area that requires
improvement (Finding 2). Many villagers struggle to track income and
expenses accurately, leading to miscalculations in business costs, which
negatively impact profitability. Understanding fundamental financial

calculations is critical for managing costs, setting appropriate pricing, and
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maintaining sustainable business operations. This will provide long term

benefit to villagers.
Product development

Product innovation knowledge is crucial to further invent unique products.
This is an area where the villagers lack knowledge and support to help them
deepen their knowledge.YouTube is a platform the villagers should familiarize
themselves with, as it provides a wealth of knowledge on product improvement
ideas, modifications, and potentially clear steps on how to produce them.The
sponsor could also provide the villagers with weekly updates on trends for

similar products.
Resources recommendation

Additionally, Chulalongkorn University offers free online courses on multiple
topics (Chula MOOC) to everyone. The website offers a variety of courses,
making it a great initial platform for them to rely on. We have also discovered a
government agency called “Department of Science Service (DSS)”. Their aim
is to research and develop new techniques and methods and improve human
resource development through the integration of proactive management and the
concept of good governance. They provide services such as “test, analysis, and

b

calibration service,” where they are able to analyze various items, e.g., food
and beverages, chemicals for agriculture, metals, etc. “R&D and technology
transfer service” support in the development of the production processes and/or
novel methodology to improve the quality of raw material and finished product
that is environmentally friendly and serves the customers' needs. These are
some of the services they offer. They also have experience assisting brands that
retail local products, similar to our objectives.This could be an excellent

alternative for other villages seeking assistance, even if just for consultation.
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5.2.3 Recommend villagers to adopt the marketing model we developed for Tha Rae’s

village

From our pilot test of selling Tha Rae Moo 6’s potting soil on Facebook (Appendix H)

and the data presented in Finding 10, the results demonstrate a tangible success,

reinforcing the potential of online marketing as a sustainable business model. This

success serves as a proof of concept that can be used to encourage other villages to

adopt the same marketing approach and join the collective brand identity.

A.

Recommendation for Tha Rae Moo 6

1. Strengthening Online Presence and Customer Engagement

To maintain momentum and ensure long-term growth, we recommend that Tha
Rae Moo 6 continue promoting their products on our Facebook page "wisasiiia
Handlamade" to sustain customer engagement and consistent sales. Expanding
marketing efforts by actively participating in gardening-related Facebook
groups can further increase visibility among potential customers who are more
likely to be interested in the product. Additionally, improving customer
interaction by answering questions, posting customer reviews, and sharing
product tips—such as gardening advice or how to use the potting soil
effectively—will help build trust and credibility.

2. Utilizing Facebook Live for Real-Time Engagement

Another effective strategy is utilizing Facebook Live, which attracts a large
audience by allowing real-time engagement. Through live sessions, sellers can
showcase the product, demonstrate its benefits, answer customer questions
instantly, and offer exclusive promotions, encouraging more viewers to place
orders immediately. This interactive approach not only increases product
visibility but also builds stronger connections with potential buyers, further
boosting sales and brand trust.

3. Optimizing Pricing Strategies and Promotions

It is also essential to monitor and refine pricing strategies based on ongoing
market trends and competitor analysis to maximize profitability. Implementing
promotional campaigns, such as "Buy 2, Get 1 Free" (%a 2 uadN 1) or
limited-time free delivery offers, can attract more customers and encourage

bulk  purchases.  Additionally, offering  discounted bundles or
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subscription-based deals for repeat customers can help establish long-term
sales growth.

4. Expanding the Model to Other Villages

By implementing these strategies, Tha Rae Moo 6 can establish a sustainable
income stream while serving as a leading example for other villages interested
in adopting this proven marketing model. This hopefully will encourage wider

participation and further strengthen the collective brand identity.

Recommendation for other villages to follow
1. Adopting the Proven Online Marketing Model

Other villages can replicate Tha Rae’s success by adopting the same marketing
approach to promote their own products. By leveraging Facebook pages and
groups, villages can expand their customer reach beyond local buyers, increase

engagement, and establish an online presence that enhances sales potential.
2. Enhancing Product Presentation and Branding

While following the same core strategy, villages should tailor their marketing
approach based on their product type and target customers. Some products may
benefit more from visual storytelling, while others may perform better with

direct customer interaction through live sessions or promotions.
3. Learning from Performance Data and Adjusting Accordingly

Rather than implementing every aspect of Tha Rae’s model, villages should
analyze their own sales performance and adjust strategies accordingly.
Monitoring factors such as customer engagement, price competitiveness, and

promotional effectiveness will help refine their approach over time.
4. Encouraging Knowledge Sharing and Collaboration

To further strengthen the collective brand identity, villages should collaborate
and share best practices in online marketing and product development. By
learning from Tha Rae’s experience, other communities can adapt and refine

their approach based on their specific products and target audiences.
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By implementing these recommendations, other villages can effectively grow
their businesses, increase their market reach, and contribute to a stronger,

unified brand identity that benefits all participating communities.

Online platform distribution channels (supporting info)

Additionally, online distribution aligns with consumer behavior trends.
According to Finding 5, the target group overwhelmingly prefers online
shopping over traditional market purchases. Platforms such as Facebook
(63.9%), Shopee (33%), and TikTok (27.8%) are the most commonly used for
transactions. Given this, villagers should be trained to leverage these platforms
to increase visibility and sales potential. Each online platform offers different
advantages and limitations (Appendix J), and understanding these can help

villagers strategically utilize them for maximum benefit.

To further support this transition, we have also developed a customer text
response template (Appendix H) to help villagers respond to inquiries more
efficiently. This template provides pre-written responses for common customer
questions, such as product details, pricing, shipping information, and
promotions. By using this tool, villagers can communicate professionally,
reduce response time, and enhance customer trust, ultimately improving the

overall shopping experience and increasing the likelihood of conversions.

5.3 Limitation

Despite the comprehensive research and strategic recommendations presented in this report,

several limitations were encountered that may impact the implementation of a collective

branding strategy in Nong Han Lake:

1.

Lack of Unified Community Participation — The study found that many villages prefer
to maintain their independence rather than join a collective branding initiative.
Differences in social structures, religious affiliations, and economic priorities made it
challenging to unify multiple villages under a single brand identity.

Limited Awareness and Understanding of the BCG Model — Although many villagers
unknowingly practice sustainability principles aligned with the BCG model, they lack
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a clear understanding of how to leverage these practices for branding and marketing.
This gap hinders efforts to promote BCG as a core selling point.

3. Financial and Knowledge Constraints — Many local producers struggle with financial
literacy, product development, and distribution strategies. The absence of standardized
financial management practices leads to miscalculations of costs and profits, limiting
the potential for business expansion.

4. Market Accessibility and Distribution Challenges — The research revealed that local
products have limited exposure beyond their immediate communities. While online
platforms present opportunities for market expansion, many villagers lack the skills
and resources to leverage digital sales channels effectively.

5. Skepticism Toward the BCG Model as a Selling Point — While the BCG model aligns
with sustainability trends, many successful brand owners believe that highlighting
BCG in marketing may not be as effective as focusing on product quality, authenticity,
and storytelling. This raises concerns about how to position the model in a way that

resonates with both local producers and consumers.

Addressing these limitations will require ongoing education, financial support, and
collaborative efforts between local stakeholders, policymakers, and branding experts to ensure

a sustainable and effective branding strategy for Nong Han Lake.

5.4 Recommendation for Future Research

Throughout our research, we identified several questions and challenges that were beyond the
scope of this study but could serve as valuable areas for future research. Based on the findings
of this study, future research should focus on improving the quality, sustainability, and
marketability of Nong Han’s local products. Addressing these areas can enhance their
competitiveness in both local and international markets while promoting sustainable

economic growth.

5.4.1 Recommended Research Question 1: How can product modification and
quality enhancement improve the marketability and consumer acceptance of

traditional village products?

Further studies should explore ways to improve product quality and ensure

consistency. Research should focus on developing standardized production techniques
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for products such as fermented fish and agricultural goods. Additionally, studies can
investigate new product variations that appeal to diverse consumer preferences.
Implementing quality control measures that align with national and international
standards, such as the Food and Drug Administration (FDA) of Thailand, would also

help increase consumer trust and market acceptance.

Enhancing traditional production techniques through scientific and technological
advancements can improve efficiency and sustainability. Research should focus on
using natural preservatives to extend the shelf life of food products without
compromising traditional flavors. Additionally, sustainable agricultural practices

should be explored to increase productivity while preserving the environment.

5.4.2 Recommended Research Question 2 : How can sustainable practices be

integrated into branding without overshadowing product quality?

While sustainability is a key factor in modern branding, consumer behavior indicates
that product quality and price remain the primary drivers of purchasing decisions.
Future research should explore strategies for incorporating sustainability messaging
into branding without diminishing the emphasis on product appeal. This includes
identifying effective communication techniques that highlight environmental benefits
while maintaining consumer trust in product quality and value. Understanding how to
balance these elements would help businesses develop branding strategies that
resonate  with  eco-conscious consumers without compromising market

competitiveness.

5.4.3 Recommended Research Question 3: How can consumer-centric branding

strategies enhance product recognition and purchasing behavior?

While local producers have adopted BCG principles, consumer awareness of BCG
branding remains low (Findings 7-10). Future research should explore how branding
narratives influence consumer trust and engagement. Further studies should investigate
whether emphasizing sustainability, quality, or cultural heritage increases consumer
interest and willingness to purchase local products. Additionally, research should
analyze the impact of packaging transparency and branding clarity, as findings suggest
that consumers prioritize clear labeling over aesthetic appeal (Findings
4-6).Furthermore, the effectiveness of BCG messaging in digital marketing strategies
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should be examined. Research should assess how platforms such as Facebook, Shopee,
and TikTok influence consumer perception and brand loyalty, particularly in niche

eco-conscious markets (Findings 7-10).

5.4.4 Recommended Research Question 4: How can financial literacy and business

training improve the scalability of local brands?

The study found that many villagers struggle with financial planning and resource
allocation, which limits their ability to scale their businesses (Findings 4.1). Future
research should explore the role of financial education programs in improving cost
management, pricing strategies, and long-term investment planning, as these skills are
essential for sustainable business growth. Additionally, the impact of mentorship
programs with successful brand owners should be examined to determine how
guidance from experienced entrepreneurs can enhance market positioning and
business expansion. Furthermore, research should assess the feasibility of
community-led cooperatives, which could support local businesses through shared
branding, bulk purchasing, and collaborative digital marketing strategies. By
improving financial literacy, local entrepreneurs can enhance profitability, sustain
product quality, and expand their market reach, ultimately contributing to the

long-term success of local brands.

5.4.5 Recommended Research Question 5: How can digital commerce and tourism

contribute to sustainable branding and economic growth?

Although digital platforms have successfully increased product visibility, their full
potential remains underexplored (Findings 7 - 10). Future research should investigate
the viability of establishing an exclusive online marketplace for BCG-certified local
products, which could serve as a centralized platform to enhance product accessibility
and consumer trust. Additionally, the role of experiential tourism, such as farm visits
and craft workshops, should be examined to determine how direct consumer
engagement influences purchasing behavior and brand loyalty. Furthermore, research
should assess the impact of regional and international eco-certifications on product
credibility and sales performance to determine whether such endorsements can
enhance market competitiveness and expand sales opportunities for sustainably

branded products.
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By addressing these research areas, future studies can provide valuable insights into branding
efficiency, consumer engagement, and long-term economic sustainability for Nong Han

communities.

5.5 Conclusion

This report highlights the critical role of branding in enhancing the economic sustainability of
Nong Han’s local products under the Bio-Circular-Green (BCG) Economic Model. Through
extensive research, community engagement, and branding analysis, we identified key
challenges, including limited brand unification, insufficient marketing strategies, and lack of
digital literacy among local producers. Despite these obstacles, Nong Han’s local businesses
inherently integrate BCG principles, presenting an opportunity to leverage sustainability as a

marketable strength.

Our findings suggest that a strategic and unified branding approach, supported by digital
marketing and targeted product positioning, can significantly improve market reach and
economic resilience. The successful pilot initiative with Tha Rae’s potting soil demonstrates
the potential of online sales and branding strategies in increasing consumer engagement and
profitability. Moreover, consumer insights reveal that transparency, product quality, and

functional packaging are more influential in purchasing decisions than branding alone.

To ensure long-term impact, we recommend focusing on developing a single flagship product,
enhancing villagers’ business and digital marketing skills, and expanding online sales
strategies. By implementing these measures, the Association for the Promotion of Wetlands
Sustainable Development can help Nong Han communities establish a sustainable,
competitive, and recognizable brand while preserving their cultural heritage and

environmental resources.

In conclusion, this project serves as a model for rural communities seeking to balance
economic growth with sustainability, proving that branding when aligned with local identity

and environmental consciousness. can be a powerful tool for community-driven development.
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Appendix A: Consent Letter

Consent Letter for Stakeholder Participation

To: [Stakeholder’s Email Address]
Cc: nonghanlakeproject2024@gmail.com
Subject: Consent for Participation in Research Interviews

Dear [Stakeholder’s Name],

We are a research team from the Bachelor of Science in Applied Chemistry (BSAC) Program,
Faculty of Science, Chulalongkorn University. Our project, titled “Creating a Collective
Identity Through Branding in Nong Han Lake,” aims to integrate the principles of the
Bio-Circular-Green (BCG) Economic Model into branding strategies for local products to

promote sustainable development and economic growth.

We kindly invite you to participate in this research by taking part in an interview. Your
valuable insights as a stakeholder will contribute significantly to the understanding of local
challenges and opportunities, helping us develop actionable recommendations tailored to the

community's needs.
Meet Our Team
Our team consists of six members, each bringing unique expertise to the project:

e Wannipa Charuwongkun (Paiyok) — Paiyok is skilled at fostering teamwork,
ensuring that all team members work cohesively.

e Kritthanapol Thanasittichai (Booth) — Booth is highly adaptable and can handle
various challenges effectively, making him a versatile team asset.

e Pakara Yiempthat (Gino) — Gino takes on a leadership role, guiding the team and
making strategic decisions to keep us on track.

e Kevalee Boonklomjit (Konlek) — Konlek excels in management, helping us stay
organized and ensuring all aspects of the project are efficiently handled.

e Pailin Kaewnet (Lin) — Lin is responsible for planning, mapping out each step to

keep our project on schedule.
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Prasit Tanwattana (Jean) — Jean brings creativity to the team, generating innovative

ideas that drive our project forward.

Details of the Study

Purpose of the Study: To develop branding strategies that align with sustainable
practices while enhancing the economic and cultural identity of Nong Han Lake
communities.

Duration of Interview: Approximately 30—-60 minutes.

Topics Discussed: Local branding, product development, sustainable practices, and

community perceptions of environmental conservation.

Your Rights as a Participant

Participation is entirely voluntary, and you may withdraw at any time without penalty.
You have the right to decline answering any questions that you are uncomfortable
with.

All information you provide will remain confidential and will only be used for

academic purposes.

Confidentiality

To protect your privacy:

Your identity and personal information will be anonymized in the final report.
Interview recordings and notes will be securely stored and only accessible to our
research team.

Any data shared publicly will be in aggregated form, ensuring anonymity.

Consent to Recordings and Data Usage

With your consent, interviews may be recorded to ensure accuracy. The recordings will be

deleted after the project concludes. By signing this form, you agree that the data collected can

be used for this study.
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Contact Information

If you have any questions about the research or your participation, please feel free to contact
us at:
Email: nonghanlakeproject2024(@gmail.com

Primary Investigator: [Team Member’s Name and Contact]

We sincerely appreciate your willingness to share your experiences and knowledge. Your
contribution will play a vital role in supporting the sustainable development of Nong Han

Lake.

Consent Declaration

I have read and understood the information provided above. I voluntarily agree to participate

in this research.
[J I consent to the interview being recorded for research purposes.

Name:

Signature:

Date:
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Appendix B: Interview Questions

This appendix presents the interview questions used to gather insights from local producers,

target consumers, and successful brand owners. Interviews were conducted with local

producers from Ban Tha Rae, Ban Jom Jang, Ban Paen, Ban Na Dok Mai, and Ban Nong Bua

Yai to understand their production practices and community identity. Additionally, interviews

with urban consumers aimed to explore their perceptions of local products. Lastly, successful

brand owners were interviewed to measure the effectiveness of BCG.

B.1 Interview questions for local producers

Nong Bua Yai

1.
2.

® 2NN kW

Can you introduce yourself and describe the way of life in the community?

Has the community incorporated the BCG (Bio-Circular-Green) economy as a selling
point?

How is fish processing and selling managed within the community?

What are the available sales channels?

What raw materials are used in production?

How does the community manage its financial resources?

What are the unique selling points of your products?

What are the future plans for development?

Na Dok Mai

1.
2.

A T AT

Can you introduce yourself and describe the way of life in the community?
How is the process of making fermented pork (Naem) carried out, and what
ingredients are used?

What are the production costs and selling prices?

How are the products sold, and what are the distribution channels?

What challenges do you face in production?

What is the production capacity and workforce availability?

Does the community collaborate with any external organizations?

Is this a primary or supplementary occupation?

Besides fermented pork, do you produce any other handicrafts?
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Jom Jang

N kR

Can you introduce yourself?

What is the production process like?

What are the challenges and limitations?

What are the available sales channels?

Are production costs high? Can you briefly explain?
What do you consider the strengths of the group?

How is the revenue shared among the group members?

Tha Rae, Moo 1

NS kR

Can you introduce your group and the products you sell?

What are the steps involved in the production process?

What are the available sales channels?

How are revenues and profits distributed?

What challenges do you face, and what improvements are needed?
What are the community's traditional ways of life and cultural practices?

How does the group adapt to the fish spawning season?

Tha Rae, Moo 6

A O i

How did the group start and develop over time?

Can you briefly explain the process of making planting soil?

What are the available sales channels?

What challenges and difficulties have you encountered?

What type of marketing strategies and customers do you focus on?

What makes your planting soil unique compared to others?

Ban Paen

AN A e

What are the main products of your group?

How are they sold, and what are the price ranges?
Can you describe the production process briefly?
How long can the products be stored?

Are packaging costs high?

What do you consider the strengths of your products?
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7. What challenges and development needs do you have?

8. Are you familiar with the Bio-Circular-Green (BCG) economy model?

B.2 Interview questions for target group

Part I : Respondent’s Information

Gender

Age

Occupation

Place of Residence

If you are living in Sakon Nakhon, which district are you in?

Have you ever heard of the Bio-Circular-Green (BCG Model) before?

Have you ever heard of processing natural products for consumption before?
Have you ever heard about the benefits of reusing items?

Are you aware of the importance of reducing the use of chemicals?

A SIS ISR ol ol

Part II : Rating on Different Aspect of Branding from Target Group

1. Having LOGO

2. Bradstory

3. Appearance of Product

4. Quality of Product

5. Source of Raw Materials

6. Hygiene and Safety of Products

Part III : Additional Data of Purchasing Local Products

1. Are you more likely to purchase products made by local communities than
environmental sustainability?

2. Does the fact that the brand “Handlamade” has a story and aim to support a
sustainable economy (BCG) make you more interested?

3. Are you willing to pay more to get a quality product?

4. What channels do you usually buy local products from?

5. What online channels do you usually buy local products?

B.3 Interview questions for successful brand owners



Part I: Background information

1.
2.
3.

Part II:

How did you start your brand

What are the challenges you have faced when establishing the brand

Do you have any connection with the villages or suppliers for your production process
or the production process are facilitated by yourself.

Application of Sustainable Practices

How does your organization integrate sustainability principles into its production
processes?
Can you provide examples of how you’ve implemented the Bio-Circular-Green (BCG)

Economy model in your operations?

Part I1I: Waste Reduction and Resources Utilization

I.
2.

What strategies do you employ to minimize waste and maximize resource efficiency?
How do you repurpose by-products or waste materials from your production

processes?

Part IV: Consumer Engagement and Market Strategies

In what ways do you educate consumers about your production methods and the value
of your products?

How do you enhance the market appeal of traditional or simple products to attract a
broader audience?

Who are your primary customers, and what interests or needs do they have that your
products fulfill?

How do you tailor your products to meet the preferences of both local and
international markets?

What strategies do you employ to build a strong brand identity that resonates with
consumers?

How do you balance maintaining product quality with expanding into new markets or

product lines?
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Appendix C: Interviewees' Information

Below is a short description of the organizations whose representatives we interviewed. The

majority of the information is from the interviews conducted.

C.1 Local Producers
Baan Nong Bua Yai

Baan Nong Bua Yai is a community centered around Nong Bua Yai, a vital natural water
source. Historically, villagers developed traditional methods to preserve their abundant fish
harvests, creating products like pla ra (fermented fish), pla som (sour fish), and sun-dried fish.
These preservation techniques utilize local rock salt and have been passed down through
generations. The entire community collaborates in the production process, from fishing to
packaging, maintaining the authentic flavors and traditional way of life of Nong Bua Yai.
Baan Na Dok Mai

Baan Na Dok Mai is a village situated along the banks of Nong Han in Sakon Nakhon
province, is a community renowned for its expertise in traditional fishing. Villagers have
preserved their ancestral knowledge of sustainable fishing practices, utilizing the rich
resources of Nong Han. The abundant fish caught are transformed into "Naem pla," a
fermented fish delicacy that embodies the community's way of life and cultural heritage. This
product not only offers a unique and delicious taste but also symbolizes the collaboration and
pride of the villagers. The meticulous production of Naem pla reflects their commitment to
preserving local wisdom and valuing natural resources. By savoring Naem pla from Baan Na
Dok Mai, one experiences the distinctive flavors and the enduring connection of the
community to Nong Han.

Baan Jom Jaeng

Baan Jom Jaeng, located along the banks of Nong Han in Sakon Nakhon province, is a
community with a rich history. The village's name originates from a legend where early
visitors witnessed a radiant light descending upon the area, leading to the name "Jom Jaeng,"
which signifies "apparent summit." The majority of villagers practice Christianity. In 1983,
the Community Development Office promoted the weaving of reed mats by providing
materials and establishing savings groups. This traditional craft has been passed down
through generations, beginning with the harvesting of reed, locally known as "Phue," from

Nong Han before the rice planting season. The plants are then cut, dyed, and woven into

68



intricate local patterns such as the "Sa-long" design. The reed mats from this area are

renowned for their meticulous craftsmanship, softness, and unique, complex designs.

Baan Tha Rae Moo 1

Baan Tha Rae is a village that is also known as the "Village of Stars," serves as a central hub
for the dissemination of Roman Catholicism in northeastern Thailand, playing a pivotal role
in promoting the faith across various communities. During the annual Christmas festival, the
village is adorned with handcrafted stars made from bamboo and vibrant cellophane,
symbolizing the community's deep-rooted beliefs and devotion. A highlight of the festivities

is the star parade, reflecting the villagers' rich cultural heritage.

Beyond its religious activities, Tha Rae Village is renowned for its local delicacies, notably
sun-dried fish and salted eggs. The sun-dried fish is meticulously prepared from various
species caught in Nong Han Lake, ensuring a unique and fresh flavor. The salted eggs, made
from high-quality duck eggs, are cured using a special brining technique that imparts a rich
and savory taste. These products exemplify the community's traditional lifestyle and the

wisdom passed down through generations.

Baan Tha Rae Moo 6

The planting soil from Baan Tha Rae, Village No. 6, is produced using water hyacinth and
high-quality aquatic plants. Through meticulous composting and decomposition processes, it
results in a loose, well-draining soil, ideal for cultivating a variety of plants. By avoiding the
use of clay, this soil helps reduce compaction issues. Despite facing challenges in marketing
and a limited customer base, the quality of this planting soil remains recognized among users

seeking premium soil solutions.

Ban Paen

Baan Paen is a community situated along Nong Han, renowned for producing various types of
sun-dried fish, as well as chili pastes like "Nam Prik Ta Daeng" and "Nam Prik Narok Pla"
made from these dried fish. They utilize 100% locally sourced fish from Nong Han and
homegrown herbs. The production process is efficient, and the packaging is aesthetically

pleasing. Additionally, the community has a solar drying facility to enhance the fish drying
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process. However, they occasionally face challenges in sourcing sufficient fish, and the

current packaging lacks durability.

C.2 Target groups

Customer from booth

He resides in Bangkok but frequently drives to various provinces to support local community
products, believing they are superior in quality and taste compared to those found in

department stores.

The Herbal Balm Seller

She originally from Nong Han, spent several years residing in Bangkok before recently
returning to his hometown in Sakon Nakhon province. He is now dedicated to preserving

local wisdom by crafting various products such as balm, inhalers, soap, and facial creams.

Mrs. Srisuda Wanapinyosak

Mrs. Srisuda Wanapinyosak is a former advisor to the Minister of Tourism and Sports of
Thailand. She has held several key positions within the Tourism Authority of Thailand (TAT),
including Deputy Governor for Europe, Africa, Middle East, and Americas Markets. In 2010,
she served as the Director of TAT's New York Office, where she played a pivotal role in
promoting Thai tourism in the United States. Throughout her career, Mrs. Wanapinyosak has
been instrumental in enhancing Thailand's tourism industry and fostering international

collaborations.

C.3 Successful Brand Owners

Mann from Manncraft

Prat "Mann" Niyomka is an artist and designer from Sakon Nakhon, Thailand, and the
founder of the "Mann Craft" brand. He is passionate about art and dedicated to preserving
local wisdom, especially the traditional natural indigo dyeing techniques. Collaborating
closely with local communities, Mann creates products that blend contemporary art with Isaan
culture, such as handwoven indigo-dyed scarves and home décor items. He established the
"Mann Garden" learning center to share knowledge about natural dyeing processes and

promote the use of eco-friendly materials. His work has gained recognition both domestically
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and internationally, positioning him as a key figure in the preservation and evolution of Thai
handicrafts.

Assistant Professor Woranooch Chuenrudeemol (Architecture and Design Lecturer at
KMUTT)

Assistant Professor Woranooch Chuenrudeemol is a faculty member in the School of
Architecture and Design at King Mongkut's University of Technology Thonburi (KMUTT),
specializing in design and innovation. She has played a pivotal role in developing curricula
that emphasize creativity and technological application. Beyond her teaching responsibilities,
Assistant Professor Chuenrudeemol has led research projects and initiatives aimed at social
innovation and community development. Notably, she has collaborated on projects enhancing
the capabilities of individuals with disabilities, providing them with skills and opportunities
for independent livelihoods. Her dedication to education and societal betterment has

established her as a respected figure in Thailand's design community.
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Appendix D: Interview Transcript

The following are the revised transcripts of all conducted interviews. For interviews held in

Thai, both the original Thai transcript and its English translation are included.

D.1 Local Producers
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Nong Bua Yai

Can you introduce yourself and describe the way of life in the community?

“My name is Mae Noi, and I am the leader of the fish processing group in Ban Nong Bua Yai.
Our village is small, and people here live self-sufficiently by raising chickens, growing
vegetables, and processing fish for sale. There are no big factories, just enough to sustain
ourselves. I also raise chickens for eggs, primarily for our family’s consumption, and sell the
excess. | feed my chickens with vegetables I grow myself, so I don’t have to spend money on

expensive feed.”

Has the community incorporated the BCG (Bio-Circular-Green) economy as a selling

point?

“I’ve never heard of it, but what I do is sustainable. Besides raising chickens, I also grow
many plants like eggplants and purple yams, and I produce salt from mineral-rich soil in our
area. We collect the soil, filter it, and boil it to extract salt. When we have excess salt, we use
it to ferment fish and make preserved foods, reducing our reliance on external products. We
maximize resources, minimize waste, and ensure everything is put to good use. For example,
our chickens eat the vegetables we grow, reducing the need for commercial feed. Even the
soil left after salt extraction isn’t wasted—we find ways to use it elsewhere. Everything in our

village works in a cycle.”
How is fish processing and selling managed within the community?

“Our group processes fish to make products like fermented fish (pla ra), sour fish (pla som),
sun-dried fish, and smoked fish. We produce these in small batches but sell well. I smoke
snakehead fish every other day, making about 2 to 15 kg each time. We sell it for 60 baht per
kg or 20 baht per stick, with a special offer of 3 sticks for 50 baht. The main costs are fish,
salt, and soy sauce, and we make about 30 baht profit per kg—not much, just enough to keep

our group running.”

What are the available sales channels?
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“Most sales happen within the village. Some people buy from us to resell in other villages.
We don’t ship far. Our regular customers include community health workers (OSM),
municipal officers, and teachers. I don’t use Facebook, but my daughter, who is an assistant
village head, helps manage our online sales. She posts about available products, and they sell

out quickly. If we prepare 10 kg, it’s gone fast—we don’t keep stock.”
What raw materials are used in production?

“We buy tilapia fish every Tuesday for 35-40 baht per kg. If sold fresh, it remains at this
price, but when processed into sour fish (pla som) or fermented fish (pla ra), it sells for 150
baht per kg. Making pla som isn’t complicated—we salt it overnight, then mix in garlic, rice,
and salt before packing. Customers usually fry or cook it in bamboo shoot soup, depending on

their preference.”
How does the community manage its financial resources?

“Our group members share responsibilities in production. On working days, we collaborate;
on non-production days, we rest. We divide profits every three sales cycles, with each
member receiving about 400-500 baht after deducting costs. We also set aside 10% of

earnings as group funds to maintain cash flow for future production.”
What are the unique selling points of your products?

“Our products sell well because we use fresh, locally sourced ingredients. The fish we process
comes from our community, giving it a unique aroma when smoked with bamboo wood. Our
pla som and pla ra are homemade, not overly salty, and deliciously flavorful. Once people try

it, they keep coming back.”
What are the future plans for development?

“I want to expand pla som production because it’s popular, but the challenge is fish shortages,
especially during spawning season when fishermen can’t catch fish. I’d also love to have
better packaging and a brand logo, but we don’t have the budget for that yet. For now, we rely
on our loyal customers to keep supporting us. If you try our Nong Bua Yai products, I

'7’

guarantee you’ll love them

Na Dok Mai

82



Can you introduce yourself and describe the way of life in the community?

“My name is Mae Noi, and I live in Ban Na Dok Mai. Most people here are farmers, growing
rice and raising livestock. My group of women also makes fermented meat (naem) as a side
business, including pork naem, beef naem, and fish naem wrapped in banana leaves. We

mostly sell in the village, but sometimes we receive bulk orders and send them to markets.”

How is the process of making fermented pork (Naem) carried out, and what ingredients

are used?

“We produce different types of naem, but pork naem is the most common since pork is easy to
source. We buy pork from Makro at 120—-140 baht per kg. The best part to use is the hind leg
because it’s firm with a good fat ratio. Banana leaves, which give naem its aroma, cost 50
baht for 2 kg. Fish for fish naem mainly comes from Nong Han Lake, but supply is
inconsistent. Sometimes, local fishermen won’t sell to us, so we have to buy from external

suppliers.”
What are the production costs and selling prices?

“The main cost in naem production is the meat. Fish costs about 100 baht per kg, yielding
about 30 naem wraps. Other ingredients include banana leaves, garlic (20 baht), salt, rice,
seasoning powder, and rubber bands. We sell each wrap for 10 baht or 6 wraps for 50 baht. If

customers want us to grill it, we do so at no extra charge.”
How are the products sold, and what are the distribution channels?

“We sell primarily in the village and sometimes bring products to local markets. There’s no
special packaging or branding—just word of mouth. Customers also order via Line and

Facebook, mostly through family members working outside the village.”
What challenges do you face in production?

“A big issue is banana leaves. They are expensive and not grown locally, so we have to buy
them from the market. Without banana leaves, we can’t wrap naem properly. We also need to

clean the leaves thoroughly before use, which takes time.”

What is the production capacity and workforce availability?
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“There are 3—4 of us working together. If more people help, production speeds up. In a busy
week, we can make 3040 kg of naem. If we run out of fish, we have to pause production

since we only make fresh batches based on orders.”
Does the community collaborate with any external organizations?

“Local development offices, water resource associations, and the municipal office
occasionally invite us to sell at events. But most of the time, we prefer selling from home

without large-scale industrial production.”
Is this a primary or supplementary occupation?

"We make fermented pork (Naem) as a supplementary occupation because their main work is
farming. Anyone passing by can stop and buy it. Naem is an easy-to-sell product, and it
doesn’t stay in stock for long. However, we haven’t seriously expanded to selling in other

provinces yet—those who want it have to place orders themselves."
Besides fermented pork, do you produce any other handicrafts?

“We also make plastic baskets. Each costs about 70 baht to produce and sells for 150 baht.
High-quality ones cost 100-200 baht to make and sell for 300 baht. It takes about two days to

finish one. However, finding buyers is tough since these products take time to sell.”

Jom Jaeng

Can you introduce yourself?

“My name is Napa. My name is Krathai. My name is Toey. My name is Chula. My name is
Noi. I am a farmer and the village headman of Moo 7. The mat weaving group consists of

nine members.”
What is the production process like?

“The mat weaving process begins with collecting phue (a type of reed), which is primarily
sourced from Nong Han Lake. Some other reeds, such as kok, exist but are scarce. The phue
is gathered before the rice planting season, at the beginning of the rainy season when it starts
to sprout. Only young shoots are selected. The reeds are then sorted by length, typically

ranging from 80 centimeters to over 1 meter, with some reaching 1.5-1.6 meters. After
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sorting, the phue is bundled, dried, and split into weaving strips before being placed into a
loom based on the desired density and width. The mats are categorized into two types. The
first type is patterned mats, which feature intricate designs made using PVC pipes with carved
patterns that guide the weaving process. These designs originated in Roi Et and Kalasin and
later spread to our community. The second type is local-style mats, also known as the sarong
pattern or "Ubon pattern." This pattern features long vertical designs. While our ancestors
referred to it as the "Ubon pattern," we are unsure if it actually originated from Ubon
Ratchathani. Apart from phue from Nong Han, there is also field phue (phue na), which grows
in rice fields and appears in the rainy season but not during the off-season. This type of phue
is thinner than that from Nong Han, producing smoother and morej refined woven mats.
However, working with phue na is more challenging and time-consuming. Simple patterns
can be completed in 3—4 days per mat, while undyed mats remain white at first but turn
yellow over time. Some people preserve them by sulfur fumigation, but we lack the

knowledge to do so.”
What are the challenges and limitations?

“One of our main challenges is the lack of a stable market. We currently produce only mats
and have not expanded into other products due to limited knowledge and skills. During the
rainy season, high humidity causes mats to develop mold, which affects their appearance.
Since most members also engage in farming during this period, production slows down
significantly. To counteract this, we focus on weaving during the dry season and store mats in
dry, sealed containers to prevent moisture exposure. Diversifying into other products, such as
hand fans and hats, is possible but requires additional skills and techniques. Making hats, for
example, demands very fine phue strips and intricate stitching. Furthermore, hats are not
waterproof since chemical dyes tend to bleed when wet, leading to mold growth. We have
never experimented with natural dyes due to a lack of chemical knowledge. For example, we
do not know how to extract brown dye, and attempts to use indigo dye have failed because
phue naturally repels it. The oily texture of phue prevents it from absorbing color evenly,
resulting in a patchy appearance. A group in Ban Paen, Moo 5, once experimented with

natural dyeing, but we are uncertain if they still practice it today.”

What are the available sales channels?
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“We store mats and sell them when customers contact us directly, with most sales happening
through word of mouth. Prices vary depending on the pattern complexity and size. Patterned
mats measuring 1 meter wide are priced at 500-600 THB, while 80 cm-wide mats cost 400
THB. Foldable mats (55 cm wide) are sold for 600 THB, and simple sarong-style mats range
from 200-250 THB. Most buyers are households, purchasing mats for home use, religious
ceremonies, and special occasions such as housewarming celebrations and weddings. Mats
are commonly gifted to elders as traditional offerings. We do not sell in retail stores or
shopping centers, but in the past, we participated in government-sponsored fairs and WWF
events. Since sales are stock-based, customers select from our pre-made inventory. Sales
fluctuate throughout the year, with some months bringing in good revenue and others none at

all. On average, each weaver produces 12-24 kilograms of mats per year.”
Are production costs high? Can you briefly explain?

“In this group, if it is time to collect phue, members will go and gather it themselves.
However, if a drought occurs and the phue does not grow in time, we will have to buy it from
other sources at a price of 500 THB per 12 kilograms, which can produce approximately 8
mats after drying. To reduce costs, the group both collects and purchases phue as needed. The
cost of dye is 45 THB per box, which is enough for about 8§ mats. The nylon thread, which is
used for weaving, costs 90-95 THB per roll, allowing us to weave 6—12 mats depending on
the pattern and size. Each mat typically measures 80 centimeters to 1 meter in width and 1.8
to 2 meters in length, requiring 810 bundles of phue, which weigh approximately 12
kilograms in total. This means that to produce 8 mats, we need 12 kilograms of phue, 2 rolls
of nylon thread, and 1 box of dye. The loom (fueam), used for weaving, is available within
the group, with some provided by the Community Development Department and others
purchased individually. The price of a loom ranges from 1,200 to 1,500 THB, depending on
the width, while smaller looms measuring 80 cm cost around 800 THB, and 1-meter-wide
looms cost about 1,000 THB. For patterned mats, the designs are created using PVC pipes,
which vary in complexity and cost 500 THB for 10, 15, or 20 pipes. Mats with intricate bird
or fish patterns are more expensive, selling for 500 THB per mat, with a profit of 200 THB
per mat. However, weaving one mat takes 2-3 full days, during which the weaver must
remain focused and dedicated to the task without interruption. The production time also
depends on the skill and expertise of the weaver. The cost of field phue is similar to that of

phue from Nong Han.”
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What do you consider the strengths of the group?

“The group's strength lies in the craftsmanship and attention to detail of each weaver. The
more precise the slicing of the phue strips, the finer and more intricate the final woven
patterns will be. If the phue strips are uniformly thin, the mat will appear smoother and more
delicate. Conversely, if the strips are thick or uneven, the woven mat will not be as visually
appealing. The quality of the final product largely depends on the skill and experience of the
weaver. In addition to weaving, the dyeing process plays a crucial role. The color intensity
must be well-balanced—not too dark or too light, and it must be absorbed evenly so that the
final product looks polished and professional. Handwoven mats made from self-collected
phue tend to have better quality than those made from store-bought phue, which often has
thicker and coarser strips. This makes mats made by our group stand out for their precision
and craftsmanship. Compared to plastic mats, our mats are more durable, environmentally
friendly, and crafted from natural materials. Plastic mats may be lightweight and
water-resistant, but they degrade quickly when exposed to heat. Our mats, being woven from
natural fibers, are stronger and longer-lasting, offering a higher quality alternative. However,

they cannot withstand rain, which is one of the few limitations of our product.”
How is the revenue shared among the group members?

“Profits are fairly distributed among group members. If the group spends 5,000 THB on
materials and earns 10,000 THB in sales, we will first deduct 5,000 THB to cover costs. From
the remaining 5,000 THB profit, a portion is allocated to the group fund, while the rest is
shared among the members based on their contributions. There are no disputes regarding
profit distribution, as everyone is aware of who made which mat, ensuring fairness and

transparency in earnings.”

Tha Rae (Moo 1)

Can you introduce your group and the products you sell?

“Hello, I’'m Brother Nop, the leader of the Moo 1 Tha Rae Community Enterprise Group. Our
main products are sun-dried fish and dried fish. If customers request, we also prepare grilled
fish, grilled meat, or fermented fish (sour fish), but only by order. We don’t pre-make these
because they lose freshness. We use only fresh fish from Nong Han Lake, caught by local

fishermen.”
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What are the steps involved in the production process?

“When we receive an order, we get fresh fish around 7-8 AM and process it within the same
day. A 10 kg batch of fresh fish yields about 15-16 packs of dried fish, each containing 15-16
fish (200 grams per pack), selling at 100 baht per pack. We source fish at 50-70 baht per kg,
depending on the season. We prefer medium-sized fish as they dry better than large fish,

which are too thick.”
What are the available sales channels?

“Our main sales channel is my personal Facebook account since I’'m not skilled with business
pages or digital marketing. Customers are mostly my friends and relatives. Some restaurant
owners in Bangkok place large orders (20 packs at a time). We also sell through a few
vendors at the local night market (Khlong Thom Market), but sales vary. Besides fish, we also
make salted eggs, using eggs from a local farm. We buy them in trays (140 baht per tray, 20
eggs per tray), process them with iodized salt (15 baht per bag), and sell them in packs of four
for 40 baht. The eggs are salted for 10-15 days before selling at the market.”

How are revenues and profits distributed?

“We distribute profits monthly, with each member earning at least 500 baht. Since we don’t
produce daily, the highest number of orders per month is usually 4-5, with an average of 10
packs per order. We price higher than regular markets because our products are sealed and

packaged.”
What challenges do you face, and what improvements are needed?

“Our biggest challenge is marketing. I’'m not good with social media, so I’d like someone to
help with online marketing. Also, while we have a vacuum sealer, we don’t use it often

because sealed packaging adds costs (bag and sticker expenses), reducing our profit margin.”
What are the community's traditional ways of life and cultural practices?

“Our group doesn’t work on Sundays because we attend church for confession and

communion, following the Christian traditions of Tha Rae village.”

How does the group adapt to the fish spawning season?
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“During fish spawning season, we stop catching fish and switch to selling salted eggs, which

are popular during this period.”

Tha Rae (Moo 6)

How did the group start and develop over time?

“Hello, I’'m Village Head Prasop Wongwai from Tha Rae. We originally started with a
WWEF-funded environmental project turning aquatic weeds into fertilizer. While it was well
received, sales were difficult because the market was limited. So, we expanded into making

‘Nong Han Planting Soil,” which has become very profitable for the community.”
Can you briefly explain the process of making planting soil?

“Our soil mix includes laterite soil (filtered for large debris), aquatic weeds, cow manure,
buffalo manure, rain tree leaves, and fermented molasses liquid using a natural fermentation
agent (P.D.1). We don’t add rice husk or worm castings to reduce costs but ensure high

quality.”
What are the available sales channels?

“We sell 9 bags for 100 baht (about 10-11 baht per bag). Retailers then resell at 8 bags for 100
baht. Each bag weighs 5 kg. We produce about 200 bags per day and deliver them directly for

free.”
What challenges and difficulties have you encountered?

“Originally, our soil bags had community logos, but retailers asked us to remove them to
prevent direct orders. Now, we use plain plastic bags. Our biggest issue is keeping up with

demand due to limited production capacity.”
What type of marketing strategies and customers do you focus on?

"We have a Facebook page called 'Ban Tha Rae Enterprise Group,' but most customers know
us through word of mouth, as our soil is known for its quality and value. Although retailers
order in larger quantities, our profit margin is lower compared to direct sales. Therefore, we

want to increase our selling price and expand our customer base."

What makes your planting soil unique compared to others?
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“Our soil retains moisture well, unlike market soils that dry out quickly. It is odor-free due to

thorough composting and supports healthy plant growth naturally.”

Ban Paen
What are the main products of your group?

“We sell dried fish, including white fish for 50 baht, needlefish for 25 baht, and red carp for
25 baht. These are sun-dried but not yet fried. The pricing is determined by weight and type
of fish. The flavors differ, but needlefish is the most delicious because it is thin, crispy, and
tasty. However, it is seasonal and not always available. We also sell fermented fish in bags, as
well as wrapped fermented fish made from striped snakehead fish and clown knifefish,
wrapped in banana leaves. Additionally, we produce dried bananas. Bananas are available
throughout the year, but when there is a surplus in the market, we process them into dried

bananas.”

How are they sold, and what are the price ranges?

“We buy needlefish at 100 baht per kilogram, white fish at 60 baht per kilogram, and red carp
at 50 baht per kilogram. A kilogram of white fish contains about 30 fish, which are sun-dried
and packed into bags, each containing about 8 fish. This means one kilogram yields around
four bags. The profit from selling needlefish is about half of the cost—purchasing at 100 baht
per kilogram and selling at 200 baht per kilogram. However, profit varies depending on the
weight of each batch. If we get larger fish, profits decrease slightly since the price remains the
same, but the weight increases. Normally, we pack 5 fish per bag, but if the fish are larger, we
pack only 4. From 5 kilograms of fresh fish, we get only 1 kilogram of dried fish. Our chili
paste uses the same fish, mixed together, and comes in spicy and non-spicy varieties. We sell
both wholesale and retail, as well as at booths. For wholesale, we sell by the kilogram without
packaging. All products sell equally well. Our income depends on sales volume—if fish are
abundant, they are harder to sell. Online sales are done through our Facebook page, ‘Farm
Kaset Plodsan - Ban Paen Community Enterprise.” Fermented fish can be shipped via postal
service or refrigerated trucks, which we have used before. We sell fermented fish at 3 pieces
for 25 baht, or 3 pieces for 30 baht if fried with batter and egg. A kilogram is sold at three
times the cost price. Cleaning 40 kilograms of fermented fish requires one sack of ice, costing
45 baht. Customers mostly buy to fry, cook in vegetable soup, or boil. Supermarkets can sell

at higher prices because they have FDA certification, which we do not have. Sales at
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community markets are occasional since our products often sell out before we can bring them
there. If we do take them to the market, they sell out quickly as customers continuously come.
Only during the rainy season, when fish are abundant, do fewer customers buy because they
can catch fish themselves. This is also when fish prices drop. We don’t sell online extensively

because the products sell out before we get the chance.”

Can you describe the production process briefly?

“We produce fish products continuously depending on availability. We only buy fish from
local fishermen at Nong Han Lake. The fish are sun-dried in a drying chamber for one day,
which is faster than traditional open-air drying. We flatten the fish by hand and arrange them
into different shapes, such as circles or stars, to make them more visually appealing and to
help customers identify the type of fish in the bag. For chili paste, we produce and store it
whenever fish are available. It comes in different sizes: 100 grams, 150 grams, and 250
grams. Fermented fish requires a lot of water for washing to remove mucus before
fermentation. Using crushed ice makes the fish look fresher and cleaner, but it increases costs
without boosting sales, so we stopped using ice for washing. We produce around 100
kilograms of fish per week, sometimes more, depending on the fish supply and customer

orders.”

How long can the products be stored?

“Dried fish can last for one to two months in the refrigerator, but only one to two weeks
outside. Chili paste has a short shelf life since we don’t use preservatives, but refrigeration

extends its longevity. However, it usually sells out before it spoils because it tastes so good.”

Are packaging costs high?

“The association currently provides funding for stickers and packaging. If funding is
unavailable, we produce smaller stickers to reduce costs. We continue using the same glass
jars and seal them with plastic wrap to prevent spillage. After adding stickers, sales didn’t
change significantly, as customers focused on the product itself. However, from a seller’s
perspective, the packaging looks better and more attractive. The sticker costs 5 baht per piece,

and each glass jar costs 19 baht.”

What do you consider the strengths of your products?
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“Our dried fish is unique because it is delicious and sourced fresh daily from Nong Han
Lake—mnever frozen. Our recipe is exclusive and includes herbs like lemongrass and garlic,
which we grow ourselves, reducing costs. Additionally, we sell fermented fish and chili paste
made with natural rock salt from the local community. We avoid iodized salt, which can cause
the fish to spoil. Our fermented fish follows an ancient recipe without salpeter or
preservatives. Supermarket products last longer because they contain preservatives, but ours

are all-natural.”

What challenges and development needs do you have?

“We need a full-scale processing facility. We cannot obtain FDA certification now because we
lack a standardized production facility. We also want to develop new products for urban and
international markets, as they are unfamiliar with our products. A major challenge is the
inconsistency in fish supply—some days we have plenty, other days we don’t. This limits
production. During the breeding season, fishing is prohibited, making it harder to source fish.
Since our primary occupation is fishing, we sometimes have to catch fish secretly, but we
avoid using boats during the restricted period. When necessary, we buy fresh fish from other

districts.”

Are you familiar with the Bio-Circular-Green (BCG) economy model?

"I have received training from the Agricultural Office. In the bioeconomy sector, we already
cultivate herbs. In our village, lemongrass is a plant that grows easily and can thrive
anywhere. We use it regularly because it is drought-resistant and highly suitable. Besides
these herbs, there are many other crops as well. For example, in this area, guava is also grown
because it is easy to cultivate. As for our products, they mainly consist of herbs and fish
sourced from Nong Han Lake, all of which come from nature. Circular economy practices
may not be directly related to the products 100%, but in this area, we make compost from
leftover materials, such as fish scales or water used for washing fish. Sometimes, this waste is
repurposed as feed for the pigs that we raise. Regarding sustainability, it is already clear that
we do not use preservatives or chemical additives. The fish we use come from natural water
sources, and we focus on conservation. When we dispose of water used for washing fish, it
does not contain any contaminants that would seep into the soil or underground water

systems."
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Customer from the Booth

Community Fish Purchasing Behavior

"When a product has a brand, it appears more credible. People want something that looks
good and clean—not just tasty but also well-packaged and appealing. For example, when
buying fish for cooking, if it comes in good packaging with a story about where it came from

and how it was raised, people will be more interested."
Soil Purchasing Behavior

"Soil is different from fish. When buying soil for planting, we don’t really look at the brand
but rather its composition. Is it suitable for the plants we’re growing? Good soil should retain
moisture, not be too compact, and contain the necessary nutrients for plants. The appearance

of the packaging isn’t as important as the quality of the soil itself."
Trust in Community Products

"Most of us prefer buying from the local community because the products are fresher and
tastier than those in malls. Plus, it helps support local people. Many city dwellers feel the
same way—when they return to their hometowns, they prefer to buy local products rather
than those from big retailers because they sense the authenticity and uniqueness in these

goods."

The Herbal Balm Seller

Background / New Perspectives on Community Products

"l am originally from Nong Han but lived in Bangkok for many years before moving back
home. In Bangkok, I saw many things and realized that our local community has a lot of great
products. However, when I returned, I noticed a major issue: the lack of collaboration among

local producers. Everyone is doing their own thing, making it hard to create a unified identity.
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To strengthen community products, we need a storytelling method or a common theme that

unites everyone."
Fish Purchasing Behavior

"I prefer buying unpackaged fish because I can see the freshness for myself. I can check
which ones look good and which ones don’t. If there’s packaging, it should have a clear
window so customers can see the fish inside instead of being completely sealed. People want

to see the real product before making a purchase, not just rely on an image on the box."
Creating a Sense of Community

"Here, it’s difficult to bring communities together, but one thing that unites people is religion.
If we want locals to feel a shared identity, branding should incorporate religious aspects—Ilike
how the product relates to Buddhist traditions or local ceremonies. This could help foster a

sense of community and encourage people to support these products."
risuda Wanaphinyosak (Former Tourism Minister Advisor
The Charm of Tha Rae Community
"Tha Rae has deep roots in Vietnamese culture and unique traditions, especially the Christmas
Star Procession, which is rarely seen elsewhere. To increase its visibility, we should highlight

its geographical and cultural uniqueness rather than just promoting its products. Tourists are

more interested in what makes a place special rather than just the goods it offers."
Simplifying BCG Communication for Locals

"BCG (Bio-Circular-Green Economy) is a great concept, but the terminology is too academic
for locals to grasp. Instead, we should explain it through relatable examples, like natural
indigo dyeing in Sakon Nakhon or repurposing local resources to create added value. If
communicated this way, villagers will find it easier to understand and feel it’s something they

can apply in their own lives."
Successful Branding Case Studies

"One interesting case is ‘Phu Kram,” where villagers collaborated to make clothing and

included the names of those involved in every production stage. This added value to the
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product by sharing the story of the community—something Sakon Nakhon has yet to fully
embrace. If we apply this concept, we should take small, clear steps to help people understand

and appreciate the value of their products."
Perspectives on Nong Han Fish

"Honestly, Nong Han fish isn’t as tasty as river fish due to the abundance of mud and aquatic
plants, and the fish population has decreased over time. To make it more appealing, we need
to find a new selling point, such as processing the fish or improving farming methods to

reduce the muddy taste and enhance quality."
Development Strategies

"Many people in Sakon Nakhon are unfamiliar with the Tha Rae community. If we can create
a strong brand story and highlight its cultural identity, it will attract more interest. A good
example is ‘Sakhon Head analda,” which focuses on sustainability. To gain wider acceptance
for community products, we must ensure consistent quality and clearly present the region’s

strengths."
Opportunities for Growth

"It would be beneficial to study the YEC (Young Executive CEO) network, which consists of
next-generation business leaders, to learn modern management strategies. For example,
‘Sakon Junction ¥edu’ repurposed an old hotel into an exhibition space to attract tourists.
Another case is ‘Awakening’ in France, which integrated indigo dyeing with the Circular
Economy by using natural dyes. If we adapt such concepts to Tha Rae, it could significantly

enhance the community’s economic potential."

D.3 Successful Brand Owners
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Applying BCG Principles in Production

"Manncraft emphasizes maximizing resource utilization in line with the BCG
(Bio-Circular-Green Economy) model. One example we’ve implemented is using sedimented
dye from the production process to crystallize into a composite material. Additionally, we
repurpose leftover alkaline ash water as fertilizer. This approach helps reduce waste and

recirculate resources efficiently."

Sales and Marketing Strategies

"I focus on communicating through workshops to help consumers understand the production
process and the value of our products. However, if a product is too simple or familiar, it needs
to be processed or enhanced to increase its market appeal. Even if a product has a compelling
story, added value is necessary for market expansion. To build a successful brand, it is crucial
to focus on a single flagship product. Local products often come with various limitations,
requiring significant attention to detail and careful development. When I started my brand, I

focused on just one product, allowing me to refine it thoroughly before expanding."

Target Customer Group
"Manncraft follows the concept of 'Grow it, Make it, Consume it,' meaning we target regular
consumers who have specific interests, such as customers in Bangkok or international buyers

looking for organic products with a unique story."

Product Development and Experimentation
"Manncraft is always exploring new product development ideas. For example, we
experimented with dyeing woven mats using indigo but found that the dye did not adhere

well. We are now testing different formulations to find the best approach."

Lifestyle Shifts and Local Innovations

"I recommend looking for new products that can add value to local resources. Examples
include making ice cream from rock salt, like Cuun and Co. Ice Cream, or producing wine
from roselle, as With Me has experimented with. Other ideas involve using water buffalo in
Nong Han to help balance the ecosystem and processing leeches for export. Additionally,
collecting giant earthworms during the rainy season to dry and use as medicinal or health

products presents another opportunity."

Nong Han’s Potential as a Natural Product Hub
"Nong Han has an abundance of raw materials that can be further developed, from aquatic
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plants to unique local fish species. I propose creating a seasonal resource map to show what

can be utilized throughout the year."

Ideas for Product and Design Innovation

"Ideas for sustainable product development include using fleur de sel for natural seasonal
dyeing, processing water hyacinth into biodegradable packaging, and repurposing lotus stems,
roots, pollen, and fibers for the textile industry. However, further research is needed to refine

these processes."

Developing Indigo Dyeing Techniques

"Indigo dye production can use leguminous plants such as Indigofera or Indigan. The process
starts by fermenting the leaves for about two days until they decay, then removing them from
the water. The next step involves aeration (introducing air) to turn the green liquid into the
characteristic blue indigo color. The fermentation process can be enhanced using ash,

tamarind, or reducing sugars such as brown sugar or liquor to improve dye adhesion."

"All these concepts focus on utilizing local resources to their fullest potential while
developing innovative products to increase their value and competitiveness in broader

markets."

Assistant Professor Woranooch Chuenrudeemol (Architecture and Design Lecturer at
KMUTT

The Origins of Heddi Craft

"Heddi Craft started as a project to enhance the skills of people with disabilities at KMUTT’s
Continuing Education Center. This initiative has been running for 11 years. Initially, the
program focused on teaching document-related skills, such as Microsoft Word and Excel.
However, when Ajarn Jan (Assistant Professor Busaket), an architecture professor at
KMUTT, joined the project, the scope expanded to include people with disabilities in rural

areas. This led to the development of a 'Local Handicraft' curriculum."

Collaboration with the Tao Ngoi Community Learning Center

"KMUTT has a community learning center in Tao Ngoi, Sakon Nakhon, which was an ideal
location for piloting this curriculum. The project received funding from private companies

under Section 35 of the Disability Empowerment Act, which allows large companies to
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directly support vocational training programs for people with disabilities instead of

contributing to a government fund."

Selecting the Handicraft Identity of Sakon Nakhon

"Before designing the curriculum, our team conducted research to identify Sakon Nakhon’s
strengths. We discovered that the province had been recognized by the World Craft
Organization as an 'Indigo City' due to its hundreds of indigo-dyeing communities.
Competing directly with these highly skilled artisans wasn’t a viable option, so we decided to

focus on 'natural dyeing,' another area of local expertise."

Product Development: From Tie-Dye to Macramé Techniques

"Initially, the project taught natural tie-dye techniques, which allowed even those without
prior handicraft experience to create beautiful works. In the first year, however, the products
still closely resembled typical handicrafts from Sakon Nakhon. To differentiate, we expanded
into natural dyeing on rope and developed Macramé techniques, inspired by the traditional

broom-making crafts of Taongoi villagers."

Integrating People with Disabilities into the Handicraft Market

"At first, the products made by participants were sold at Suan Mann Market, an artisan market
organized by Mann from Manncraft. Some participants had previously lived without
disabilities but later faced accidents or mental health challenges, making it difficult for them
to regain confidence in social settings. Selling products worth 30,000 THB in just three days

was a huge motivation for them and led to the project's continuation into its second year."

Year Two: Developing 'Natural Pigment Powders'

"To ensure long-term sustainability, we focused on developing 'raw materials' that could be
easily expanded upon. This led to the concept of natural pigment powders.' We learned from
Kru Mew (Craft.Colour), an expert in Thai traditional dye preservation, who introduced us to
making wax crayons from natural pigments instead of water-based dyes, which might overlap
with existing producers. The biggest challenge was the high cost of imported wax. To
overcome this, we searched for locally sourced alternatives and experimented with rice bran
wax and natural beeswax produced in Thailand. One of the daughters of a disabled participant

helped develop the formula."
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Year Three: Expanding into New Markets and Product Lines

"In the third year, we aimed to expand into new markets by adapting natural pigment powders
for screen printing and experimenting with scented incense to attract tourists. We divided the
producers into two groups , the primary group focused on producing dye solutions and natural
pigment powders and the secondary group worked on product development and design,
ensuring alignment with market trends to create a broader color range. The core group
produced primary colors, while the secondary group mixed and expanded the color

variations."

Year Four: Market Expansion and Brand Building

"In the fourth year, we started taking participants to trade fairs in different provinces, allowing
them to gain firsthand experience in marketing, sales, and online product presentation. We
taught essential skills such as product photography, composition, and content writing for
Facebook. During this time, we connected with Atompakon, a content creator who helped

promote our products. This was a crucial step in increasing Heddi Craft’s market visibility."

Branding and Sales Strategy

"One of the core principles of Heddi Craft is not using sympathy as a selling point. Instead,
we focus on product quality. We worked on logo and packaging design to create a cohesive
brand image and establish credibility. For example, our natural wax crayons are targeted at
artists and children. We are also exploring extensions into fashion accessories and home décor

items to broaden our market reach.”
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Appendix E: Target Group’s Survey

E.1 Respondent’s Information

1. Gender
a. Male (55.6%)
b. Female (44.4%)
2. Age
a. 18-25 years (8.5%)
b. 26-35 years (11.1%)
c. 36-45 years (25%)

d. More than 46 years (55.6%)

3. Occupation

a. Students (5.6%)

b. Farmers (16.7%)

c. Retailers (8.3%)

d. Full-time workers (25%)

e. Employees (11.1%)

f.  Government Officers (8.3%)

g. Freelance (22.2%)

h. Community Enterprise Employees (2.8%)

Place of Residence

a. Central (8.3%)

b. Northeast (61.1%)

c. Bangkok (2.8%)

d. Sakon Nakhon (27.8%)

If you are living in Sakon Nakhon, which district are you in?

a. Mueang (38.7%)

b. Tao Ngoi (38.7%)

c. Phu Phan (3.2%)

d. Phone Na Kaeo (12.9%)

e. Phana Nikhom (3.2%)

f. Akat Amnuai (3.2%)

Have you ever heard of the Bio-Circular-Green (BCG Model) before?
a. Yes (19.4%)
b. No (55.6%)
c. Unsure (25%)
Have you ever heard of processing natural products for consumption before?
a. Yes (77.8%)

b. No (22.2%)

Have you ever heard about the benefits of reusing items?
a. Yes (88.9%)
b. No (11.1%)
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9. Are you aware of the importance of reducing the use of chemicals?

E.2 Rating on Different Aspect of Branding from Target Group

I.

a.

Yes

b. No

(88.9%)
(11.1%)

Having LOGO
a. 1 points (11.1%)
b. 2 points (8.3%)
c. 3 points (30.6%)
d. 4 points (19.4%)
e. 5 points (30.6%)
Brandstory
a. 1 points (5.6%)
b. 2 points (11.1%)
c. 3 points (36.1%)
d. 4 points (16.7%)
e. 5 points (30.6%)
. Appearance of Product
a. 1 points (2.8%)
b. 2 points (5.6%)
c. 3 points (30.6%)
d. 4 points (38.9%)
e. 5 points (22.2%)
Quality of Product
a. 1 points (5.6%)
b. 2 points (2.8%)
c. 3 points (25%)
d. 4 points (30.6%)
e. 5 points (36.1%)
Source of Raw Materials
a. 1 points (2.8%)
b. 2 points (0%)
c. 3 points (27.8%)
d. 4 points (33.3%)
e. 5 points (36.1%)
Hygiene and Safety of Products
a. 1 points (8.3%)
b. 2 points (0%)
c. 3 points (16.7%)
d. 4 points (27.8%)
e. 5 points (47.8%)
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E.3 Additional Data of Purchasing Local Products

1. Are you more likely to purchase products made by local communities than
environmental sustainability?
a. Yes (85.3%)
b. No (14.7%)
2. Does the fact that the brand “Handlamade” has a story and aim to support a
sustainable economy (BCG) make you more interested?

a. Yes (77.8%)
b. No (22.2%)
3. Are you willing to pay more to get a quality product?
a. Yes (94.4%)
b. No (5.6%)
4. What channels do you usually buy local products from?
a. Local Market (33.3%)
b. Online (58.3%)
c. Department Store (25%)
d. Local Event (30.6%)
e. Others (5.6%)
5. What online channels do you usually buy local products?
a. Facebook (63.9%)
b. Line (25%)
c. Shopee (33.3%)
d. Lazada (19.4%)
e. Tiktok (27.8%)
f. None (2.8%)
g. Haven’t bought yet (2.8%)
h. Others (2.8%)
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Appendix F: wisasiiia Han(d)lamade Branding Prototype
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Figure 30. Han(d)lamade’s Brandstory

In the heart of Isaan, Nong Han Lake stands as one of the most important wetlands, deeply
intertwined with the livelihoods of local communities. The lake provides abundant natural
resources that have shaped the traditions, economy, and culture of the people who live around
it. Han(d)lamade emerged as a movement to preserve this way of life by integrating local

wisdom with sustainable economic practices.

The name Han(d)lamade is a play on words, inspired by “handmade,” which refers to
something crafted by hand. This reflects the essence of the project—honoring handcrafted
traditions, local knowledge, and sustainable practices while drawing inspiration from “Han”

(Nong Han Lake), the heart of the community’s way of life.

The phrase “m13agiiia” represents the way of life of the communities around Nong Han, one
of the most significant wetlands for the Isaan people and the largest in Northeast Thailand. It
supports agriculture, fishing, and the daily lives of people living around the lake.
Interestingly, when reversed, “iyazifia” becomes “tgaaguan”, which in the Isaan language
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means “to do something and achieve success”—a perfect reflection of how local wisdom and

sustainable practices contribute to prosperity.

2

“m3” comes from Nong Han, which is abundant in fish and natural resources, while “Liia
refers to traditional knowledge and wisdom, such as fermentation, preservation, herbal

applications, and the development of local handicrafts.

The BCG economy is applied to enhance resource value and create sustainable livelihoods for
the community, such as utilizing agricultural and fishery residues and developing eco-friendly

agriculture.

“mrasuiin” thus represents the conservation of local ways of life, the creation of a stable
economy, and the continuation of cultural heritage into the future, ensuring that the wisdom of

the past leads to sustainable success.

Logo
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Figure 31. Han(d)lamade’s Logo

A logo is also essential for Han(d)lamade as it provides instant recognition, strengthens brand
identity, and visually represents its connection to Nong Han Lake, handmade craftsmanship,
and sustainability. Unlike a brand story, which requires reading and understanding, a logo is a
quick, memorable symbol that enhances credibility, professionalism, and trust. It can be used
across various platforms, from packaging to promotions, ensuring a consistent and versatile
brand presence. Additionally, a well-designed logo creates an emotional connection with the
community by incorporating cultural and natural elements. While the brand story explains
Han(d)lamade’s mission, the logo symbolizes it in a simple, powerful way, making the brand

more accessible and impactful.
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Packaging
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At Han(d)lamade, packaging is an integral component of our product development, serving
multiple critical functions beyond mere containment. It plays a pivotal role in preserving
product integrity by safeguarding items from external factors such as moisture, dust, and
physical damage during transportation, thereby ensuring that they reach customers in optimal

condition.

Additionally, packaging serves as a strategic branding tool, effectively communicating our
commitment to craftsmanship, quality, and sustainability. A well-designed package enhances
the consumer experience by creating a visually appealing and memorable unboxing process,

which in turn fosters brand loyalty and customer satisfaction.

Moreover, distinctive and aesthetically refined packaging differentiates our products in a
competitive market, reinforcing their premium value and desirability. Sustainability is a key
consideration in our packaging strategy, as we prioritize the use of eco-friendly materials to

minimize environmental impact and align with our corporate responsibility initiatives.

Furthermore, our packaging is designed for functionality, ensuring ease of handling, storage,
and transportation while maintaining product efficacy. Through a comprehensive approach to
packaging design, Han(d)lamade seeks to uphold its brand values, elevate the consumer

experience, and contribute to a more sustainable future.

World Wetland Day

World Wetlands Day, celebrated annually on February 2, marks the adoption of the Ramsar
Convention on Wetlands in 1971 and serves to raise global awareness about the importance of

wetlands for both people and the environment.

This day encourages conservation efforts by governments, organizations, and communities,
who engage in activities such as cleanups, tree planting, and policy discussions to reinforce
commitments to wetland protection and Ramsar Site designations. Wetlands are vital for
water security, biodiversity, climate regulation, and local livelihoods, offering resources for

fishing, farming, and ecotourism.

In addition to raising awareness about wetland conservation, this event also provides an
opportunity to explore ways to integrate sustainable practices into local economies. One such
initiative involves gathering feedback on branding prototypes through direct engagement at an

exhibition booth. The aim is to assess public perception and reception of different branding
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elements, including packaging and logo designs, to ensure they align with the identity and
values of wetland-based products. At the booth, various prototype packaging designs are
displayed, such as a chili paste can, a fish box, and potting soil packaging, representing
different ways in which wetland resources can be utilized and marketed sustainably. By
collecting insights from participants, the project can refine branding strategies that support
local businesses while promoting wetland conservation and sustainable use of natural

resources.

Figure 33. World Wetland Day’s Booth
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Appendix G: auilgndnia BCG wisaztiia

Among the villages expressing interest, Finding 1 shows that Tha Rae and Baan Pean have
shown the most engagement by participating in our booth. At the World Wetlands Day event,
we showcased our prototype branding on products from both villages. One product that stood
out was Tha Rae's potting soil, which gained significant recognition and sales. Additionally,
the village leader who produced potting soil is eager to grow their business, which aligns with
Finding 9, where successful brands focus on expanding to larger markets rather than relying
on local customers. Given the product's already high quality and a dedicated leader, we see

strong potential for its success with minimal modifications.

Before taking further steps to this suggestion, we want to obtain extra supporting evidence for
the initiative. We have consulted with the “Tha Rae” village leader, and he was interested in

our brief proposal (Finding 1).

As a first step, we tested the product’s market potential on online platforms, an area where the
villagers initially faced challenges (Finding 5). Additionally, we aimed to increase the selling
price to enhance profit margins, aligning with the insights from Finding 8, which highlight
how successful brand owners prioritize product quality over brand storytelling. However,
achieving this goal requires market expansion beyond the local community (Finding 9),
ensuring that the product reaches a broader audience and gains sustainable traction.

To support this effort, we designed advertisement templates for the products to be posted on
our existing Facebook page, "W13 a¢ 1#ia.", marking the brand’s debut product launch (Figure
26). Additionally, Facebook groups are used as another marketing channel, as they allow us to
reach specific customer segments. By advertising our products in these groups, we aim to
gather feedback on customer responses and assess whether this strategy leads to increased
orders. This evaluation will provide valuable insights for Tha Rae’s village leader regarding

the potential success of our proposal.
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Figure 34. Facebook Post Template
Following this, we conducted a financial plan for the potting soil, basing our pricing strategy
on a thorough market analysis of similar products sold on Shopee and Facebook. We decided
to set the price at 100 baht per 5 kg bag, which allows for a profit of 17.375 baht per bag—a
significant increase from the previous 3 baht profit per bag before online marketing. In terms
of sales performance, we received orders totaling 32 bags (5 kg each) within just two days,
demonstrating strong demand and the potential for scaling up online sales. This is achieved
not only by online marketing, but new packaging, logos, and branding also contributed. This
success was achieved not only through online marketing but also through the implementation
of new packaging, logos, and branding, which helped enhance the product’s appeal and
perceived value. By improving the overall presentation of the product, we strengthened

customer trust and positioned it as a higher-quality option in the market.
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Appendix H: Layout for Facebook Post Captions and Inbox Replies

Layout for Post Captions

A well-structured Facebook post should include the following elements to maximize

engagement and conversion:
1. Hook

° Tidannuiilannunsemauninszduauauly wu

"Fulfivesnailadn? Auliforadudgwr =
2. Product Introduction (ugt1duen)

° o8UwHY 9 NUIRUAUAT

"fudgnandiuvinug gauludteansennsainsssund daelinialaly uluse wazseanaal”

3. Key Benefits (Iniuvaddud)

° 14 Bullet Points vi3edludifielnidnladne
V| QAUIEA1TOINTAATY
4 ssuedi wingfiunnie

"4 Usaannansiadl Yaendededauanden

oy
o

4. Call to Action (nsedulvignAndsie)

° dauarnsyiuauaula
Tusiiaw! 4o 2 uow 1 Juilvindu €7

"SaLa8! INULYNusanan [Bari5udn]"

5. Contact & Delivery Information (Yayanisinsiauaznisings)

° "deausewma gl Adesudu 30 um"
° "auladedo/aounu Fnuldiasaz G

Layout for customer inbox
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1. Greeting & Acknowledgment

v Y
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el o a v
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D

Fudveusliiisauatinunin uidasvieufiagidyyvesduiasiauiveusdasyusy Budliuinisasy

an o
~

2. Product Inquiry Response

anAn: [aeunnuigniuduei]
uoniiu:

‘Fuivenslu [@odud] findnan [TngAundn] lnalinsswds [eSurenssuiSnisudn] wWielildduiaunnesiivoe [sey

Uselgvivasduai] Az/asy
A0E:

v

nA: Audgnuespaddiunanerlstneg

[550)]

Lanilu:

"Fulgnueasfdunananduvseinguit 100% wu yaldideu wWienlivdn uazdedunid Weveliiumiulaudusery/

Ay BL!
3. Pricing & Promotion
gnén: meuiiiuseslslusy

woadiu:

‘nouilisilTusTuduiiay €2 [seylustudu iy o 3 uau 1 vde duiidledonsy xx v Unfedil [s1a1] vInes/

anon

asu auladevoudalilaeuzny/asu
AoEn:
anén: neuiidiluseylslw?

woniiurmouilisusiie € do 309 wieds Mangear 100 UMAL/ATY’

4. Delivery & Payment
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anén: andainlug? drsemslnulitnng?

Loniiu:

o
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v
a
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v

anAN:
Y

A
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“ygaugnagluonuzaiy |, &

1%

° [@odudn] shuau [X] u
° AEe [XX ]

334 XXX U]

5 nsanlouluing:

o A

RRRAT

—
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]
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anAn: Ardailng? Frsemsluuladneng?

wendin: "wrindwhusama gl Ardadudu 30 v asnsaleuiutysunas/mieund iediseiutanemaldny/asu’
gnén: dshu BCG 3qenz

wanilu:

veeuy NATUYeAUATY AE
- U BCG 3 99 danls

334 300 UM

20 sunlewun 818 123.4-56789-0 ndns @ “Fe UMANA 1W1ve308yT”
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“Laundudsaduuasiegindanlaasnius

5. Closing & Encouragement

o

anAn: [deguaiunislouliu wieuneginda)
uaniiu:
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q
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a0

Usnsish 9 4 &
6. Delivery Confirmation and Tracking Number
wondiu: [degududussylundesian + v tracking Tuswald]

“BuAnvesnngndndasouiesuainsul S G fAovunsavRnauanvosnns: diaw Tracking]
oy N QL? ] 9" g

) Ad Yo o v v o N a o a v a v
YaveuRmaInlafiaduayy wsasdn 4 mnlasuiauas Seasderionutywiieivaudi aunsofnsewsild

Vil BuAtismiouasguannd@ensy

nnnsaivayuresnaliiiissadiglisniuln widuduuswanduliyusiluanauasldilonmaiiauedudnuningnann

aAn oy

fnf1eu veunauiudumidunmsaduayuduiyururilnensu [, &

119



Appendix I: Online Platform Distribution Channels

Facebook Live enables
real-time engagement.

Targeted ads reach
specific interest
groups.

necessary.

Platform Pros Cons How It Can Help
Villagers
Facebook (Primary Large, diverse user Requires frequent Builds brand
Platform, base for broad reach. content updates. awareness through
63.9%) community
Supports Facebook Algorithm changes engagement.
Marketplace for direct | may reduce organic
local sales. reach, making paid ads | Facilitates

trust-building via
direct interactions.

Allows posting in
multiple selling groups
for free exposure.

Shopee (E-commerce

Well-established

Requires registration

Expands reach beyond

platform, 25%) platform with buyer and setup, which may | social media.
trust. be difficult for some
villagers. Provides secure
Integrated payment transactions and a
and delivery systems High competition professional shopping
for convenience. among similar experience.
products.
Attracts customers Enables seasonal
with strong purchase Platform fees and discounts and
intent. commission charges promotions.
reduce profit margins.
TikTok Shop High engagement Requires video content | Reaches younger
(Emerging through short-form creation, which may be | audiences who prefer
Platform, 27.8%) videos. challenging. video content.

Algorithms favor new
sellers for better
visibility.

Fast-changing trends
demand frequent
content updates.

Encourages impulse
buying through
engaging videos.

Potential for viral
marketing.

Livestream shopping
drives impulse
purchases

TikTok Shop fees may
reduce profits.

Gives an advantage to
those who use viral
marketing.

Table 1. Comparison of Online Selling Platforms for Villagers
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