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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 (BCG) 

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. 
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Abstract (Thai)  

สมาคมสงเสริมการพัฒนาพื้นที่ชุมน้ำอยางยั่งยืน đðŨîĂÜÙŤÖøìĊęöčŠÜđîšîÖćøĂîčøĆÖþŤóČĚîìĊęßčŠöîĚĈĔîðøąđìýĕì÷ ēÙøÜÖćøîĊĚöĊüĆêëčðøąÿÜÙŤđóČęĂÿîĆïÿîčî

ÿöćÙöĄ ĔîÖćøøüöÖúčŠößčößîïøĉđüèøĂïĀîĂÜĀćøõć÷ĔêšĒïøîéŤÿĉîÙšćìšĂÜëĉęîìĊęöĊđĂÖúĆÖþèŤøŠüöÖĆî ēé÷ÖćøîĈโมเดลเศรษฐกิจชีวภาพ-

หมุนเวียน-สีเขียว (BCG Model) öćðøą÷čÖêŤĔßš đóČęĂđóĉęööĎúÙŠć×ĂÜñúĉêõĆèæŤ ÙüïÙĎŠĕðÖĆïÖćøøĆÖþćđĂÖúĆÖþèŤđÞóćą×ĂÜĒêŠúąßčößî ÝćÖÖćø

úÜóČĚîìĊęýċÖþćĔîßčößîïøĉđüèøĂïĀîĂÜĀćø đøćĕéšìĈÖćøðøąđöĉîÙüćöđðŨîĕðĕéšĔîÖćøÿøšćÜĒïøîéŤÿĉîÙšćìšĂÜëĉęî ÖćøÝĆéÖćøìøĆó÷ćÖø ĒúąÙüćö

êšĂÜÖćø×ĂÜßčößî ñúÖćøüĉÝĆ÷×ĂÜđøćßĊĚĔĀšđĀĘîëċÜÙüćöìšćìć÷ìĊęÿĈÙĆâ øüöëċÜĒîüìćÜđßĉÜÖú÷čìíŤĔîÖćøóĆçîćĒúąđÿøĉöÿøšćÜĒïøîéŤÿĉîÙšćìšĂÜëĉęî

ĔĀšĒ×ĘÜĒÖøŠÜ êúĂéÝîÖćøÿŠÜđÿøĉöÙüćö÷ĆęÜ÷Čî×ĂÜóČĚîìĊę 
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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: 

● Product Quality and Standardization : Many local products, such as fermented fish and 

woven mats, lack consistent quality control, making wider market acceptance difficult. 

● Marketing and Distribution Limitations : The community has limited access to 

structured marketing and distribution networks, particularly in online markets. 

● 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. 
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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. 
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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. 
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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: 

● Digital Marketing: Training on Facebook, TikTok, and other e-commerce 

platforms to enhance online visibility and sales. 

● Financial Literacy: Basic accounting skills to manage costs, set appropriate 

pricing, and maintain sustainable business operations. 

● 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. 

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

marketing, and financial management to ensure long-term success 
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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: 

● Strengthening Online Presence: Encouraging villages to leverage social media 

platforms and online marketplaces for wider reach. 

● Engaging Customers through Facebook Live: Live sessions showcasing 

products and running real-time promotions to boost sales. 

● Optimizing Pricing Strategies: Implementing promotional campaigns such as 

“Buy 2, Get 1 Free” and subscription-based models for repeat customers. 

● 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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Executive Summary (Thai) 

ปญหา 

ìąđúÿćïĀîĂÜĀćøđðŨîóČĚîìĊęßčŠöîĚĈìĊęĔĀâŠìĊęÿčéĔîõćÙêąüĆîĂĂÖđÞĊ÷ÜđĀîČĂ×ĂÜðøąđìýĕì÷ ĒúąöĊïìïćìÿĈÙĆâĔîÖćøéĈøÜßĊüĉê×ĂÜÙîĔîßčößî

ìšĂÜëĉęîñŠćîìøĆó÷ćÖøíøøößćêĉìĊęĂčéöÿöïĎøèŤ ĒöšüŠćßčößîÝąĕéšîĈĒîüìćÜđýøþåÖĉÝ Bio-Circular-Green (BCG) öćĔßšĂ÷ĎŠĒúšü đßŠî ÖćøĔßš

ìøĆó÷ćÖøĂ÷ŠćÜöĊðøąÿĉìíĉõćó Öćøúé×ĂÜđÿĊ÷ ĒúąÖćøìĈđÖþêøÖøøöìĊęđðŨîöĉêøêŠĂÿĉęÜĒüéúšĂö ĒêŠöĊ×šĂÝĈÖĆéÙČĂñúĉêõĆèæŤ×ĂÜßčößîĔîìšĂÜëĉęî÷ĆÜ

ĕöŠÿćöćøëÿøšćÜÖćøêøąĀîĆÖøĎšđøČęĂÜîĊĚöćđóČęĂĔßšđðŨîÝčé×ć÷ĔĀšêúćéîĂÖõĎöĉõćÙĕéš àċęÜÿŠÜñúĔĀšýĆÖ÷õćóìćÜđýøþåÖĉÝĒúąÙüćö÷ĆęÜ÷ČîĔîøą÷ą÷ćüúé

úÜ 

Ùüćöìšćìć÷ĀúĆÖ ĕéšĒÖŠ: 

● ÙčèõćóñúĉêõĆèæŤĒúąöćêøåćî: ñúĉêõĆèæŤìšĂÜëĉęî đßŠî ðúćøšć ðúćÿšö ĒúąđÿČęĂìĂöČĂ ×ćéöćêøåćîÙčèõćóìĊęÿöęĈđÿöĂ ìĈĔĀšÖćø

÷ĂöøĆïĔîêúćéÖüšćÜđðŨîĕðĕéš÷ćÖ 

● ×šĂÝĈÖĆééšćîÖćøêúćéĒúąßŠĂÜìćÜÝĆéÝĈĀîŠć÷: ßčößî×ćéēÙøÜÿøšćÜìćÜÖćøêúćéìĊęđðŨîøąïï ĒúąöĊÖćøđ×šćëċÜßŠĂÜìćÜÖćøÝĆéÝĈĀîŠć÷

ìĊęÝĈÖĆé ēé÷đÞóćąêúćéĂĂîĕúîŤ 

● ÖćøøĆïøĎšĒúąÖćøöĊÿŠüîøŠüö×ĂÜßčößî: ñĎšñúĉêĔîìšĂÜëĉęîĀúć÷øć÷ĕéšîĈĀúĆÖÖćø BCG öćĔßšēé÷ĕöŠøĎšêĆü ĒêŠ÷ĆÜ×ćéÙüćöêøąĀîĆÖđÖĊę÷üÖĆï

Öú÷čìíŤÖćøÿøšćÜĒïøîéŤìĊęÿćöćøëđîšîÝčéĒ×ĘÜéšćîÙüćö÷ĆęÜ÷ČîĒúąÙčèÙŠćìćÜüĆçîíøøö 

Ùüćöìšćìć÷đĀúŠćîĊĚđðŨîĂčðÿøøÙêŠĂÖćøïĎøèćÖćøñúĉêõĆèæŤìšĂÜëĉęîđ×šćÿĎŠêúćéìĊęÖüšćÜ×ċĚî ÿŠÜñúĔĀšÖćøđêĉïēêìćÜđýøþåÖĉÝëĎÖÝĈÖĆé ĒöšüŠćßčößîÝąöĊ

ĒîüìćÜéšćîÙüćö÷ĆęÜ÷ČîìĊęĒ×ĘÜĒÖøŠÜÖĘêćö 

วัตถุประสงค 

ēÙøÜÖćøîĊĚöĊđðŜćĀöć÷đóČęĂĒÖšĕ×ðŦâĀć×šćÜêšî ēé÷óĆçîćÖú÷čìíŤÖćøÿøšćÜĒïøîéŤìĊę×ĆïđÙúČęĂîéšü÷ BCG àċęÜÝąßŠü÷đóĉęöýĆÖ÷õćóìćÜÖćøêúćéĒúą

Ùüćö÷ĆęÜ÷Čî×ĂÜñúĉêõĆèæŤìšĂÜëĉęî×ĂÜĀîĂÜĀćø 

üĆêëčðøąÿÜÙŤ×ĂÜēÙøÜÖćø ĕéšĒÖŠ:đ×šćëċÜĒúąðøąđöĉîßčößîøĂïĀîĂÜĀćø øüöëċÜñúĉêõĆèæŤìšĂÜëĉęî Öćøêúćé ĒúąßŠĂÜìćÜÝĆéÝĈĀîŠć÷ 

1. ýċÖþćĂĆêúĆÖþèŤĒïøîéŤøŠüö (ēúēÖš đøČęĂÜøćü ïøøÝčõĆèæŤ) ìĊęÿŠÜđÿøĉöĒîüÙĉé BCG ĔĀšÖĆïßčößî 

2. ðøąđöĉîðøąÿĉìíĉõćó×ĂÜÖćøÿøšćÜĒïøîéŤìĊęđîšî BCG đðŨîÝčé×ć÷éšü÷ĒîüìćÜÖćøÿøšćÜĒïøîéŤìĊęđðŨîøąïï ēÙøÜÖćøîĊĚöčŠÜĀüĆÜìĊęÝą

đðúĊę÷îñúĉêõĆèæŤìšĂÜëĉęî×ĂÜĀîĂÜĀćøĔĀšđðŨîĒïøîéŤìĊęĕéšøĆïÖćø÷ĂöøĆïĒúą÷ĆęÜ÷Čî ÿøšćÜÙüćööĆęîÙÜìćÜđýøþåÖĉÝĔîøą÷ą÷ćü ×èą

đéĊ÷üÖĆîÖĘøĆÖþćÿĉęÜĒüéúšĂöĒúąöøéÖìćÜüĆçîíøøö×ĂÜõĎöĉõćÙîĊĚĕüš 
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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. 
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 Despite their strengths, several critical challenges remain: 

● Product Quality and Standardization: Many local products, such as fermented fish and 

woven mats, lack consistent quality control, which hinders wider market acceptance. 

● Marketing and Distribution Channels: There is a lack of structured marketing and 

limited access to distribution networks, especially for online and tourism-related sales. 

● 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: 

● Assess Nong Han’s community, local products, marketing and distribution channels. 

● Investigate a cohesive brand identity (logo, story, packaging) that promotes the BCG 

model to the community. 

● 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. 
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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 

 

 Figure 1. Location and Border Characteristics of Nong Han, Sakon Nakhon Province    

(Apple Maps, 2025) 
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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: 

 

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

● 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.). 
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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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 Figure 3. Map of fish sanctuary zones and community-based aquatic animal conservation 

areas in Nong Han, Sakon Nakhon Province (Ruekaewma, 2025) 
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 2.2.2 Problems 

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

● 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. 

● Overfishing: Unsustainable fishing practices, including the use of 

inappropriate fishing gear, threaten fish populations and disrupt 

reproductive cycles. 

● Limited Community Involvement: While community networks exist, 

broader participation and awareness are needed to enhance 

conservation efforts effectively. 

● Climate Impact: Fluctuations in rainfall patterns due to climate 

change disrupt the natural breeding cycles of fish, reducing their 

overall productivity. 

● 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 
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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).  

 

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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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 
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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 

12 
 

https://kokgong.go.th/index.php/2020-02-24-03-16-50/information-news/160-%25E0%25B8%25AA%25E0%25B8%25B4%25E0%25B8%2599%25E0%25B8%2584%25E0%25B9%2589%25E0%25B8%25B2%25E0%25B9%2582%25E0%25B8%25AD%25E0%25B8%2597%25E0%25B9%2587%25E0%25B8%25AD%25E0%25B8%259B%25E0%25B8%2595%25E0%25B8%25B3%25E0%25B8%259A%25E0%25B8%25A5%25E0%25B9%2582%25E0%25B8%2584%25E0%25B8%2581%25E0%25B8%2581%25E0%25B9%2588%25E0%25B8%25AD%25E0%25B8%25*


 

   

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

resources and supports the local economy. 

     
Nam Prik                    Khao Kriab Pla               Ready-made Curry Powder 

Figure 9. Processed Products 

2.5 Aspired Villages’ Local Products 

 
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 
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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. 
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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 
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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).  

 

19 
 



 

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: 

● A logo representing the community’s values and sustainable practices. 

● Stickers for existing packaging to provide a recognizable brand identity. 

● 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: 

● Aesthetic appeal – Evaluates whether the logo, packaging, and brand story visually 

attract consumers. 

● Cultural relevance – Assesses how well the branding reflects the identity of the local 

community. 

● BCG integration – Measures the effectiveness of incorporating sustainability 

elements into the branding. 
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● Consumer influence – Determines the extent to which branding impacts purchasing 

decisions. 

● Market feasibility – Examines the practicality of implementing the branding strategy 

in real-world market conditions. 

3.2.3 Data Collection Method 

A. 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. 

B. 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. 

C. 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: 

● Consumer Awareness – Measuring how well the integration of BCG principles into 

branding enhances consumer awareness of environmental and sustainability efforts. 

● Marketability – Assessing whether BCG branding improves consumer trust, interest, 

and willingness to purchase the product. 

● Perceived Safety and Reliability – Evaluating whether the inclusion of BCG 

principles positively influences consumers’ perceptions of product quality, safety, and 

reliability. 

● 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. 
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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. 

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. 

   

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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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.  

 

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. 

 

Figure 22. BCG Adoption and BCG integration Across Product Categories 
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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.  
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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. 

 

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.  

 

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, “If it is a 

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

 

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. 
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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. 

43 
 



 

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 (Āćøúą đöĘé 

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: หารละเมด็ 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. 

 

46 
 



 

CHAPTER 5 

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 basic 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 

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 "หารละเมด็ 

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" (ซ้ือ 2 แถม 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. 

 

B. 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. 

C. 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. 

2. 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: 

● Wannipa Charuwongkun (Paiyok) – Paiyok is skilled at fostering teamwork, 

ensuring that all team members work cohesively. 

● Kritthanapol Thanasittichai (Booth) – Booth is highly adaptable and can handle 

various challenges effectively, making him a versatile team asset. 

● Pakara Yiempthat (Gino) – Gino takes on a leadership role, guiding the team and 

making strategic decisions to keep us on track. 

● Kevalee Boonklomjit (Konlek) – Konlek excels in management, helping us stay 

organized and ensuring all aspects of the project are efficiently handled. 

● Pailin Kaewnet (Lin) – Lin is responsible for planning, mapping out each step to 

keep our project on schedule. 

61 
 



 

● 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. 

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

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

point? 

3. How is fish processing and selling managed within the community? 

4. What are the available sales channels? 

5. What raw materials are used in production? 

6. How does the community manage its financial resources? 

7. What are the unique selling points of your products? 

8. What are the future plans for development? 

Na Dok Mai 

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

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

ingredients are used? 

3. What are the production costs and selling prices? 

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

5. What challenges do you face in production? 

6. What is the production capacity and workforce availability? 

7. Does the community collaborate with any external organizations? 

8. Is this a primary or supplementary occupation? 

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

1. Can you introduce yourself? 

2. What is the production process like? 

3. What are the challenges and limitations? 

4. What are the available sales channels? 

5. Are production costs high? Can you briefly explain? 

6. What do you consider the strengths of the group? 

7. How is the revenue shared among the group members? 

Tha Rae, Moo 1 

1. Can you introduce your group and the products you sell? 

2. What are the steps involved in the production process? 

3. What are the available sales channels? 

4. How are revenues and profits distributed? 

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

6. What are the community's traditional ways of life and cultural practices? 

7. How does the group adapt to the fish spawning season? 

Tha Rae, Moo 6 

1. How did the group start and develop over time? 

2. Can you briefly explain the process of making planting soil? 

3. What are the available sales channels? 

4. What challenges and difficulties have you encountered? 

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

6. What makes your planting soil unique compared to others? 

Ban Paen 

1. What are the main products of your group? 

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

3. Can you describe the production process briefly? 

4. How long can the products be stored? 

5. Are packaging costs high? 

6. 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 
1. Gender 
2. Age 
3. Occupation 
4. Place of Residence 
5. If you are living in Sakon Nakhon, which district are you in? 
6. Have you ever heard of the Bio-Circular-Green (BCG Model) before? 
7. Have you ever heard of processing natural products for consumption before? 
8. Have you ever heard about the benefits of reusing items? 
9. Are you aware of the importance of reducing the use of chemicals? 

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 
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Part I: Background information 

1. How did you start your brand 

2. What are the challenges you have faced when establishing the brand 

3. Do you have any connection with the villages or suppliers for your production process 

or the production process are facilitated by yourself. 

Part II: Application of Sustainable Practices 

1. How does your organization integrate sustainability principles into its production 

processes? 

2. Can you provide examples of how you’ve implemented the Bio-Circular-Green (BCG) 

Economy model in your operations? 

Part III: Waste Reduction and Resources Utilization  

1. What strategies do you employ to minimize waste and maximize resource efficiency? 

2. How do you repurpose by-products or waste materials from your production 

processes? 

Part IV: Consumer Engagement and Market Strategies 

1. In what ways do you educate consumers about your production methods and the value 

of your products? 

2. How do you enhance the market appeal of traditional or simple products to attract a 

broader audience? 

3. Who are your primary customers, and what interests or needs do they have that your 

products fulfill? 

4. How do you tailor your products to meet the preferences of both local and 

international markets? 

5. What strategies do you employ to build a strong brand identity that resonates with 

consumers? 

6. 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 
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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 

69 
 



 

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 

หนองบัวใหญ 

เชิญแนะนำตัวไดเลยคะ 

ÒĒöŠßČęĂĒöŠîšĂ÷ đðŨîĀĆüĀîšćÖúčŠöĒðøøĎððúć×ĂÜïšćîĀîĂÜïĆüĔĀâŠ ïšćîĒöŠđðŨîĀöĎŠïšćîđúĘÖė ÙîìĊęîĊęìĈöćĀćÖĉîÖĆîđĂÜ đúĊĚ÷ÜĕÖŠ ðúĎÖñĆÖÿüîÙøĆü 

ĒðøøĎððúć×ć÷ ĕöŠĕéšöĊēøÜÜćîĔĀâŠēêĂąĕø ĒÙŠóĂđúĊĚ÷ÜêĆüĕéš ĒöŠđĂÜÖĘđúĊĚ÷ÜĕÖŠđĂćĕüšÖĉîĕ×Š ÖĉîĔîïšćîÖŠĂî đĀúČĂÖĘÙŠĂ÷×ć÷ ĕÖŠìĊęđúĊĚ÷ÜĒöŠÖĘĔĀšÖĉîñĆÖìĊę

ðúĎÖđĂÜ ĕöŠêšĂÜĕðàČĚĂĂćĀćøĒóÜė ĔĀšđðúČĂÜđÜĉîÓ 

ไดนำเศรษฐกิจยั่งยืน BCG มาเปนจุดขายไหม? 

ÒĒöŠîšĂ÷ĕöŠđÙ÷ĕéš÷ĉîîą ĒêŠüŠćÿĉęÜìĊęĒöŠìĈ îĂÖÝćÖđúĊĚ÷ÜĕÖŠ ĒöŠÖĘðúĎÖóČßĀúć÷Ă÷ŠćÜ öąđ×ČĂđðøćą öĆîöŠüÜ êšöđÖúČĂÿĉîđíćüŤ đÖúČĂÿĉîđíćüŤîĊę×ĂÜéĊïšćî

đøć đÖĘïđĂćéĉîöćÙĆéÖøĂÜ êšöđĂćđÖúČĂĂĂÖöćĔßšĕéšđĂÜ ĕöŠêšĂÜàČĚĂ óĂöĊđÖúČĂđ÷ĂąÖĘđĂćĕðĀöĆÖðúć ĒðøøĎðĂćĀćøêŠćÜė ìĈĔĀšóċęÜóćêĆüđĂÜĕéš ĕöŠêšĂÜ

ĕðóċęÜ×ĂÜîĂÖöćÖîĆÖ đđúšüÖĘđøćĔßš×ĂÜìĊęöĊĔĀšÙčšö úé×÷ą ìĈìčÖĂ÷ŠćÜĔĀšđÖĉéðøąē÷ßîŤÿĎÜÿčéĂ÷ŠćÜđßŠî ĕÖŠÖĉîñĆÖìĊęđøćðúĎÖ ĕöŠêšĂÜàČĚĂĂćĀćøÿĈđøĘÝøĎð 

éĉîìĊęđĂćöćÖøĂÜđÖúČĂ ÖĘĕöŠìĉĚÜĕðđðúŠć ĔßšìĈĂ÷ŠćÜĂČęîĕéšĂĊÖ ìčÖĂ÷ŠćÜĔîĀöĎŠïšćîđøćöĆîĀöčîđüĊ÷îÖĆîđĂÜÓ 

การแปรรูปปลาและขายในชุมชนเปนอยางไรบาง? 

ÒĒöŠÖĆïÙîĔîÖúčŠöøüöêĆüÖĆîĒðøøĎððúć ìĈðúćøšć ðúćÿšö ðúćĒééđéĊ÷ü ðúćßŠĂî÷ŠćÜøöÙüĆî ×ć÷ÖĆîĔîßčößî ìĈÖĆîđĂÜÜŠć÷ė ĒêŠ×ć÷éĊ ðúćßŠĂî

÷ŠćÜøöÙüĆîîĊęĒöŠìĈüĆîđüšîüĆî ìĈìĊÿĂÜēúëċÜÿĉïĀšćÖĉēú ×ć÷ÖĉēúúąĀÖÿĉïïćì ëšćđÿĊ÷ïĕöš×ć÷ ĕöšúą÷Ċęÿĉïïćì ëšćàČĚĂÿćöĕöšĀšćÿĉï êšîìčîĀúĆÖÖĘöćÝćÖ

ðúć đÖúČĂ ĒúąàĊĂĉěü ÙĉéÖĈĕøÖĉēúúąÿćöÿĉïïćì ĕöŠĕéšÙĉéđ÷Ăą ĒÙŠĔĀšöĊđÜĉîĀöčîđüĊ÷îóĂđúĊĚ÷ÜÖúčŠöĕéšÓ 

ชองทางการขายมทีางไหนบาง? 

ÒÿŠüîöćÖ×ć÷ÖĆîĔîĀöĎŠïšćî ïćÜÙîøĆïĕð×ć÷êŠĂìĊęĀöĎŠïšćîĂČęî ĕöŠöĊÖćøÿŠÜ×ĂÜĕÖúė úĎÖÙšćðøąÝĈÖĘđðŨî Ăÿö. đìýïćú ĂćÝćø÷ŤìĊęöćàČĚĂĕðÖĉîĒúšü

ïĂÖêŠĂ ÿŠüîĂĂîĕúîŤ ĒöŠđĂÜĕöŠĕéšđúŠîđôà ĒêŠúĎÖÿćüìĊęđðŨîñĎšßŠü÷ñĎšĔĀâŠïšćîßŠü÷éĎĒú đüúćöĊ×ĂÜÖĘēóÿêŤïĂÖúĎÖÙšćðøąÝĈ ×ĂÜĀöéĕüêúĂé ìĈĕüšÿĉï

ēúĀöéÖĘÙČĂĀöé ĕöŠĕéšöĊÿêĘĂÖÓ 

วัตถุดิบในการผลิตสินคามีอะไรบาง? 
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ÒðúćêąđóĊ÷îĒöŠøĆïöćìčÖüĆîĂĆÜÙćø ēúúąÿćöÿĉïĀšćëċÜÿĊęÿĉïïćì ëšć×ć÷ÿéÖĘøćÙćîĊĚ ĒêŠëšćđĂćĕðĒðøøĎðđðŨîðúćÿšöĀøČĂðúćøšćÖĘÝąĕéšøćÙćéĊÖüŠć 

ÖĉēúúąøšĂ÷Āšćÿĉïïćì üĉíĊìĈðúćÿšöÖĘĕöŠ÷čŠÜ÷ćÖ ĀöĆÖđÖúČĂĕüšÙČîđéĊ÷ü ĔÿŠÖøąđìĊ÷ö ×šćü đÖúČĂ ĒúšüĒóĘÙ×ć÷ ÙîìĊęàČĚĂĕðÖĘöĆÖÝąđĂćĕðìĂéïšćÜ ĒÖÜ

ĀîŠĂĕöšïšćÜ ĒúšüĒêŠïšćîĔÙøßĂïÖĉîĒïïĕĀîÓ 

การบริหารเงินกลุมในชุมชนเปนยังไง? 

ÒĒöŠÖĆïÙîĔîÖúčŠößŠü÷ÖĆîñúĉê üĆîĕĀîöĊ×ĂÜÖĘßŠü÷ÖĆîìĈ üĆîĕĀîĕöŠöĊðúćÖĘóĆÖ ĒïŠÜđÜĉîÖĆîìčÖÿćöøĂï×ć÷ đÞúĊę÷ĒúšüĕéšÖĆîÙîúąÿĊęĀšćøšĂ÷ïćì ĀĆÖ

êšîìčîĒúšüÖĘĒïŠÜ ìĊęÿĈÙĆâêšĂÜĀĆÖĕüšÿĉïđðĂøŤđàĘîêŤ đĂćĕüšđðŨîìčî×ĂÜÖúčŠö ÝąĕéšöĊđÜĉîĀöčîàČĚĂêŠĂĕðÓ 

จุดเดนของสินคามีอะไรบาง? 

Ò×ĂÜĒöŠ×ć÷éĊđóøćąüĆêëčéĉïÿéÝćÖïšćîđøćđĂÜ ðúćìĊęđĂćöćĒðøøĎðÖĘđðŨîðúćìĊęđúĊĚ÷ÜĔîßčößî öĆîĀĂöÖüŠć×ĂÜìĊęĂČęî đóøćąøöÙüĆîéšü÷ĕöšĕñŠìĊęđøćÙĆé

öćđĂÜ ðúćÿšö ðúćøšć ÖĘĀöĆÖđĂÜ ĕöŠđÙĘöđÖĉîĕð ĒêŠĂøŠĂ÷ĒàŠïĒïïïšćîė ÙîìĊęđÙ÷ÖĉîÖĘêĉéĔÝÓ 

มีแผนในอนาคตยังไงบาง? 

ÒĒöŠĂ÷ćÖ×÷ć÷ÖćøñúĉêðúćÿšöĔĀšöćÖ×ċĚî đóøćą×ć÷éĊ ĒêŠðŦâĀćÙČĂïćÜßŠüÜðúć×ćé ēé÷đÞóćąĀîšćüćÜĕ×Š ßćüðøąöÜĂĂÖĀćðúćĕöŠĕéš ìĈĔĀš

ïćÜìĊêšĂÜĀ÷čéñúĉê Ă÷ćÖĔĀšöĊïøøÝčõĆèæŤéĊė öĊēúēÖšđðŨî×ĂÜêĆüđĂÜïšćÜ ĒêŠêĂîîĊĚ÷ĆÜĕöŠöĊìčî×îćéîĆĚî ÷ĆÜĕÜÖĘ×ĂĔĀšúĎÖÙšćðøąÝĈßŠü÷ÖĆîĂčéĀîčîêŠĂĕð 

×ĂÜéĊÝćÖïšćîĀîĂÜïĆüĔĀâŠ ÖĉîĒúšüøĆïøĂÜüŠćĒàŠïĂĊĀúĊÓ 

นาดอกไม 

เชิญแนะนำตัวไดเลยครับ 

ÒĒöŠßČęĂĒöŠîšĂ÷ Ă÷ĎŠïšćîîćéĂÖĕöš ìĊęîĊęÙîÿŠüîĔĀâŠìĈđÖþêøđðŨîĀúĆÖ ðúĎÖ×šćü đúĊĚ÷ÜÿĆêüŤ ĒêŠóüÖĒöŠėÖĆïÙîĔîÖúčŠöÖĘßŠü÷ÖĆîìĈĒĀîö×ć÷ đðŨî

ĂćßĊóđÿøĉö öĊìĆĚÜĒĀîöĀöĎ ĒĀîöđîČĚĂ ĒĀîöðúć ĀŠĂĔïêĂÜ đüúć×ć÷ÖĘ×ć÷ÖĆîĔîĀöĎŠïšćî ïćÜìĊÖĘöĊÙîöćÿĆęÜđ÷Ăą ÖĘìĈÿŠÜĕð×ć÷ìĊęêúćéÓ 

วิถีการทำแหนมและวัตถุดิบเปนอยางไร? 

ÒĒĀîöìĊęìĈöĊìĆĚÜĒĀîöĀöĎ ĒĀîöđîČĚĂ ĒĀîöðúć ĒêŠìĊęìĈöćÖìĊęÿčéÙČĂĒĀîöĀöĎđóøćąĀćüĆêëčéĉïÜŠć÷ ĀöĎàČĚĂöćÝćÖĒöĘÙēÙø ēúúą 120-140 ïćì ëšć

đðŨî×ćÿąēóÖÝąéĊÿčé đóøćąĒîŠî öĊöĆîóĂðøąöćè ĔïêĂÜÖĘàČĚĂÝćÖêúćé ÿĂÜēúĀšćÿĉïïćì ĔßšĀŠĂĔĀšöĊÖúĉęîĀĂö đüúćðŗŪÜÖĘĂøŠĂ÷ÖüŠćóúćÿêĉÖ ðúćìĊę

ĔßšìĈĒĀîöðúć ÿŠüîĔĀâŠÝąđðŨîðúćĀîĂÜĀćø ĒêŠöĆîĕöŠĕéšöĊêúĂé êšĂÜøĂßŠüÜìĊęöĊðúćöćÖė ïćÜìĊÙîĀćðúćÖĘĕöŠĔĀš êšĂÜĕðàČĚĂðúćÿŠÜĒìîÓ 

ตนทุนและราคาขายเปนอยางไร? 
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ÒêšîìčîĀúĆÖ×ĂÜÖćøìĈĒĀîöÙČĂđîČĚĂÿĆêüŤ ðúćēúúą 100 ïćì ĕéšĒĀîöðøąöćè 30 ĀŠĂ ĔïêĂÜÿĂÜēúĀšćÿĉïïćì ÖøąđìĊ÷öĂĊÖ÷Ċęÿĉïïćì ĒúšüÖĘöĊ

đÖúČĂ ×šćü ñÜîĆü ÷ćÜøĆé ×ć÷ĀŠĂúąÿĉïïćì ëšćàČĚĂĀÖĀŠĂúéđĀúČĂĀšćÿĉïïćì ëšćĔÙøĂ÷ćÖĔĀšðŗŪÜĔĀš ÖĘðŗŪÜĔĀšđú÷ìĊęĀîšćïšćîĔîøćÙćđìŠćđéĉöÓ 

การขายและชองทางจำหนายเปนอยางไร? 

ÒóüÖĒöŠė×ć÷ÖĆîđĂÜĔîĀöĎŠïšćî ïćÜìĊÖĘĀĉĚüĕðêúćé ×ć÷ĔĀšÙîìĊęđÙ÷àČĚĂÖĆîĂ÷ĎŠĒúšü ïćÜÙîÖĘøĆïĕð×ć÷êŠĂ ĕöŠöĊĒóĘÖđÖÝĂąĕøóĉđýþ ĕöŠĕéšêĉéßČęĂÖúčŠö 

ĀøČĂēúēÖšĂąĕø úĎÖÙšćÿĆęÜÖĆîñŠćîĕúîŤïšćÜ đôàïčŢÖïšćÜ ÿŠüîĔĀâŠđðŨîÖćøïĂÖðćÖêŠĂðćÖ đóøćąúĎÖĀúćîìĊęĕðìĈÜćî×šćÜîĂÖßŠü÷ÿĆęÜĔĀšÓ 

อุปสรรคในการผลิตมีอะไรบาง? 

ÒêĂîîĊĚðŦâĀćĀúĆÖ×ĂÜóüÖĒöŠÙČĂĔïêĂÜ đóøćąöĆîĒóÜĒúąĕöŠöĊĔÙøðúĎÖÖĆîĔîĀöĎŠïšćî êšĂÜàČĚĂÝćÖêúćé ëšćĕöŠöĊĔïêĂÜÖĘĀŠĂĕöŠĕéš đóøćąĔïêĂÜßŠü÷

ĔĀšĒĀîöĀĂö đüúćðŗŪÜĒúšüöĆîéĊÖüŠćđ÷Ăą ĒêŠÖĘêšĂÜđÿĊ÷đüúćđßĘéĔïêĂÜÖŠĂîĀŠĂ ÖüŠćÝąìĈđÿøĘÝÖĘĔßšđüúćĂ÷ĎŠÓ 

ปริมาณการผลิตและกำลังการทำงานมีเยอะแคไหน? 

ÒóüÖĒöŠìĈÖĆîðøąöćè 3-4 Ùî ëšćöĊÙîßŠü÷đ÷ĂąÖĘđøĘü×ċĚî ïćÜĂćìĉê÷ŤìĈĕéš 30-40 ēú ĕöŠöĊðŦâĀćĂąĕøîĂÖÝćÖĀćĔïêĂÜĔĀšóĂ ïćÜßŠüÜĕöŠöĊðúć ÖĘ

êšĂÜĀ÷čéìĈĕðÖŠĂî đóøćą×ĂÜÿéêšĂÜìĈêćöĂĂđéĂøŤ ĕöŠöĊÿêĘĂÖÙšćÜĕüšÓ 

มีการรวมงานกับหนวยงานภายนอกบางไหม? 

ÒĀîŠü÷ÜćîóĆçîćßčößî ÿöćÙöúčŠöîĚĈ đìýïćúăćÜēăÜÖĘöĊöćßüîĔĀšĕðêĆĚÜïĎí×ć÷êćöÜćîïšćÜ ĒêŠÿŠüîöćÖóüÖĒöŠÖĘ×ć÷đĂÜìĊęïšćî ìĈÖĆîĕðđøČęĂ÷ė 

ĕöŠĕéšìĈđðŨîĂčêÿćĀÖøøöĔĀâŠēêÓ 

ทำเปนอาชีพหลักหรืออาชีพเสริม? 

ÒóüÖĒöŠìĈĒĀîöđðŨîĂćßĊóđÿøĉö đóøćąÝøĉÜėĒúšü÷ĆÜìĈîćđðŨîĀúĆÖ ĔÙøñŠćîĕðöćÖĘĒüąàČĚĂĕéš ĒĀîöđðŨî×ĂÜìĊę×ć÷ÜŠć÷ ìĈĒúšüĕöŠÙšćÜîćî ĒêŠđøČęĂÜ

ÖćøÿŠÜĂĂÖĕðêŠćÜÝĆÜĀüĆé÷ĆÜĕöŠĕéšìĈÝøĉÜÝĆÜ ĔÙøÝąđĂćĕðÖĘêšĂÜÿĆęÜÖĆîđĂÜÓ 

มีงานหัตถกรรมอยางอื่นนอกจากทำแหนมไหม? 

ÒîĂÖÝćÖĒĀîö óüÖĒöŠÖĘìĈêąÖøšćóúćÿêĉÖ×ć÷éšü÷ êšîìčîìĈêąÖøšćðøąöćè 70 ïćì ×ć÷Ĕïúą 150 ïćì ëšćìĈĒïïéĊė êšîìčîÝąĂ÷ĎŠìĊę 

100-200 ïćì ×ć÷ 300 ïćì ìĈöČĚĂúšüî Ĕßšđüúćðøąöćè 2 üĆîÖĘđÿøĘÝ ĒêŠðŦâĀćÙČĂĀćÙîöćàČĚĂ÷ćÖ đóøćą×ĂÜóüÖîĊĚêšĂÜĔßšđüúćîćîÖüŠćÝą×ć÷

ĀöéÓ 

จอมแจง 
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เชิญแนะนำตัวไดเลยคะ 

ÒĒöŠßČęĂîõćÙŠą ĒöŠßČęĂÖøĕì÷ÙŠą ĒöŠßČęĂđêš÷ ĒöŠßČęĂÝčāćÙŠą ßČęĂîšĂ÷đéšĂÝŠą ñöđÖþêø ñĎšĔĀâŠïšćîĀöĎŠ 7 ÖúčŠöìĂđÿČęĂöĊ 9 ÙîÓ 

กระบวนการผลิตเปนยังไงบาง? 

ÒđøĉęöêšîÝćÖÖćøĕðĀćñČĂ ĒëüïšćîđøĊ÷ÖñČĂ ēé÷ĀúĆÖñČĂÝąöćÝćÖĀîĂÜĀćø îĂÖÝćÖüŠćöĆîîĂÖđĀîČĂÝćÖîĆĚîÖĘÙČĂđðŨîóüÖÖÖ àċęÜÝą÷ĆÜĕöŠÙŠĂ÷öĊ öĊ

îšĂ÷öćÖ ÖĘÙČĂüĆêëčéĉïĀúĆÖđú÷ÖĘÙČĂÝąĕéšöćÝćÖĀîĂÜĀćø ÖĘÝąĕðđÖĘïßŠüÜÖŠĂîúÜîć ßŠüÜêšî×ĂÜùéĎòî ñČĂÖĘÝąđøĉęöÜĂÖ ÖĘÝąđúČĂÖđĂćđÞóćąêĆüìĊęöĆî

÷ĆÜĂŠĂî ĒúšüÖĘđøĉęöÝćÖđĂćöćÙĆéĒ÷Ö×îćéÙüćö÷ćü 80 đàîêĉđöêø ëċÜ 1 đöêø×ċĚîĕð đóøćąÿŠüîöćÖÖĘÝąĂ÷ĎŠìĊę 70 - 80 đàîêĉđöêø ĒúšüÖĘ 1 đöêø 50 

- 60 đàîêĉđöêøÖĘöĊ ĒúšüĒêŠúéĀúĆęîÖĆîĕð êćö×îćéÙüćö÷ćü×ĂÜđÿšîñČĂ đÿøĘÝĒúšüìĊîĊĚđøćÖĘÝąđĂćöćöĆé ĒúšüÖĘöćêćÖĔĀšöĆîĒĀšÜ ĒúšüÖĘöćìĈĔĀšöĆî

đðŨîđÿšî ĒúšüÖĘđĂćöćĔÿŠ×îćé×ĂÜôŚöĀøČĂìĊęìĂ üŠćöĆîÝąëĊęĀøČĂÖüšćÜ×îćéĕĀî Ă÷ŠćÜìĂđÿČęĂđÖĘïÖĘÝąĔßšđÿšîđúĘÖĀîŠĂ÷ ÖĘÝąĕéšđøČęĂÜÙüćöúąđĂĊ÷é ĒúšüÖĘ

ÝćÖîĆĚîóĂĒĀÜĒúšüÖĘÝąđÖĘïĕüš ÖĘÝąìĈÖćøìĂ ÖćøìĂîĊęÖĘÝąđøĉęö÷šĂöÿĊ ìĊęîĊęÝą÷šĂöÿĊđÙöĊîąÙą đóøćąÿĊíøøößćêĉöĆîĕöŠêĉé ñČĂöĆîĕöŠÖĉîÿĊ đøćìĈĕöŠđðŨî 

đøćĕöŠÙüćöøĎš ĒúšüÖĘđÿČęĂ×ĂÜìĊęîĊęÿŠüîöćÖÖĘÝąöĊÿĂÜðøąđõì ĀîċęÜÙČĂĒïïđÖĘï ÖĘÝąđðŨîúüéúć÷îĎŠîîĆęîîĊę öĊÙüćöúąđĂĊ÷éĔîÖćøìĂ öĊìŠĂ PVC ìĊęđ×ć

ìĈúć÷ öĆîÖĘêšĂÜÜĆéìŠĂÖŠĂî ĔĀšđÿšîñČĂ×ċĚîêćöêćìĊęđ×ćìĈĕüš ÙîàČĚĂĕðĔßšÜćîêćöÙüćöÿü÷Üćö úć÷óüÖîĊĚéĆĚÜđéĉöĕöŠĔßŠÙîÿÖúìĈ đðŨîÙîøšĂ÷đĂĘé 

ÖćāÿĉîíčŤìĊęìĈúć÷öćÖŠĂî ĒúšüÖĘĒóøŠĀúć÷öćëċÜđøć ÿĂÜÖĘÙČĂúć÷×ĂÜđøćđĂÜ đðŨîúć÷ïšćîîĂÖ úć÷óČĚîïšćî đøĊ÷ÖĂĊÖĂ÷ŠćÜüŠćúć÷ēÿøŠÜ đðŨîĒïïúć÷

ìĊę×ċĚîìćÜ÷ćü ĒêŠïøøóïčøčþđ×ćóćđøĊ÷Öúć÷Ăčïú ĒêŠĕöŠøĎšüŠćöćÝćÖĂčïúĀøČĂðúŠć óŠĂĒöŠðĎś÷Šćêć÷ć÷óćđøĊ÷Öúć÷Ăčïú ĒêŠđøćÖĘĕöŠøĎšüŠćöĆîöćÝćÖĂčïúĀøČĂ

đðúŠćîąúć÷îĊĚ ĒúšüÖĘúČöïĂÖüŠćöĊñČĂĂĊÖßîĉéîċÜîĂÖđĀîČĂÝćÖñČĂìĊęĕðđĂćöćÝćÖĀîĂÜĀćø ÖĘÝąđðŨîñČĂìĊęđøĊ÷ÖüŠćñČĂîć đÖĉé×ċĚîêćöìšĂÜĕøŠìšĂÜîć ÿŠüî

öćÖÝą×ċĚîĀîšćîć ëšćđðŨîßŠüÜîćðøĆÜÖĘÝąĕöŠ×ċĚî öĆîÝą×ċĚîßŠüÜĀîšćîć ÖĘÝąóćÖĆîĕðđĂćöć ĒêŠüŠćñČĂîćÝąöĊđÿšîđúĘÖÖüŠćñČĂìĊę×ċĚîĂ÷ĎŠêćöĀîĂÜĀćø đðŨî

ÙîúąóĆîíčŤÖĆî đüúćìĂÝąÿü÷ÖüŠć öĆîÖüŠć ĒêŠöĆîÝą÷ćÖĒúąßšćđóøćąđÿšîöĆîđúĘÖ úć÷íøøöéć 20 ñČîÖĘÝąìĈĕéšđøĘüÖüŠć ëšćúć÷÷ćÖėÖĘìĈÿĆÖ 3 - 4 

üĆîêŠĂñČî ĒïïìĊęĕöŠ÷šĂöÿĊÖĘöĊ đðŨîÿĊ×ćüîćîėĕðÖĘÝąđĀúČĂÜ ĒêŠëšćĔĀšĂ÷ĎŠĂ÷ĎŠĕéšîćîđĀĘîöĊÙîđĂćĕðĂïÖĈöąëĆîïšćÜ ĒêŠđøćĕöŠĕéšìĈ đøćĕöŠöĊÙüćöøĎšÓ 

มีปญหาและขอจำกัดอะไรบางไหม? 

ÒðŦâĀćÙČĂ÷ĆÜĕöŠöĊêúćéøĂÜøĆï ìĈđÿČęĂÖĘöĊĒêŠđÿČęĂ ÷ĆÜĒðøøĎðĂ÷ŠćÜĂČęîĕöŠĕéš ÷ĆÜĕöŠöĊÙüćöøĎšóĂ ĒúšüÖĘëšćđøćìĂĕöŠìĆî ĔîßŠüÜĀîšćòîđîĊę÷ ĂćÖćýöĆîßČĚîĔßŠ

ĕĀöÙą ĒúšüóüÖîĊĚÖĘÝą×ċĚîøć ëšćđÖĉéüŠćđøćìĈĕöŠìĆî đóøćąüŠćĂ÷ĎŠĔîßŠüÜĀîšćîćéšü÷  ïøøéćĒöŠėÖĘìĈîć ĒúšüĂĊÖĂ÷ŠćÜöĆîĂ÷ĎŠĔîßŠüÜĀîšćòî ĂćÖćýöĆî

ßČĚî öĆîÝąìĈĔĀšđÿČęĂìĊęđøćìĂöĆî×ċĚîøć ĒúšüöĆîÖĘĕöŠÿü÷ đøćÖĘÝąđîšîìĈĀîšćĒúšÜ  đÖĘïĔîìĊęėĒĀšÜ ĒúšüÖĘĀúïòî ĀŠćÜÝćÖÙüćößČĚî ĒúšüÖĘĔÿŠëčÜðŗéöĉéßĉé

ĕüš óĂĀúĆÜÝćÖìĊęđÿøĘÝÝćÖĀîšćîć ĔîßŠüÜùéĎĒúšÜ ĀøČĂùéĎĀîćüđîĊę÷ÖĘÝąìĈÖĆîÙŠą  ÖćøÝąđĂćĕðìĈĂ÷ŠćÜĂČęîđßŠîìĈóĆéîĊęÖĘìĈĕéš ĒêŠđøć÷ĆÜêšĂÜĕðýċÖþć 

ĕðđøĊ÷î đóøćąìćÜđøć÷ĆÜĕöŠöĊÙüćöøĎšéšćîîĊĚ ĂćÝÝąêšĂÜĔßšñČĂđÿšîđúĘÖÖüŠć ìĈ÷ćÖ ĔßšòŘöČĂúąđĂĊ÷é đÙ÷ĕðđøĊ÷îìĈĀöüÖÖš÷ćÖ ëšćÝąĒðøøĎðöĆîÝąêšĂÜ

ĔßšđÿšîđúĘÖöćÖė ĒúšüÖĘöĊÙüćöøĎšđøČęĂÜÜćîòŘöČĂéšćîÖćøđ÷Ęï ëšćđðŨîĀöüÖÖĘĔÿŠÖĆîòîĕöŠĕéšéšü÷đóøćąÿĊöĆîÝąêÖ ×ċĚîøć ëšćÝąĒðøøĎðêšĂÜĔßšÿĊíøøößćêĉ

Āöéđú÷ ëšćĂ÷ŠćÜ÷šĂöÿĊíøøößćêĉđøćÖĘĕöŠđÙ÷ìĈđú÷ đóøćąđøćĕöŠöĊÙüćöøĎšéšćîìćÜđÙöĊ Ă÷ŠćÜÿĊîĚĈêćúÖšĕöŠøĎšüŠćÝąêšĂÜĕðđĂćöćÝćÖĂąĕø ëšćîĈĕð÷šĂö

Ùøćö êĆüđÿšîñČĂÖĘĕöŠîŠćÖĉîÿĊ đóøćąÿŠüîĔĀâŠñČĂÝąÖĉîÿĊóüÖôĂÜîĚĈ đÿšîñČĂöĆîöĊÙüćööĆîđú÷ĕöŠéĎéÿĊ ÿĊöĆîÝąĂĂÖöćéŠćÜ ïšćîĒðŜî ĀöĎŠ 5 ÖĘđÙ÷ìĈ 

ĒêŠĕöŠøĎšðŦÝÝčïĆîìĈĂ÷ĎŠĀøČĂđðúŠć đÙ÷đĀĘîĂ÷ĎŠüŠćÿĊöĆîÝČéúÜîĉéîċÜÓ 
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การขายและชองทางการขายมีชองทางใดบาง? 

ÒÖĘÝąøüïøüöĕüšĒúšüÖĘëšćđÖĉéüŠćöĊúĎÖÙšćöćêĉéêŠĂàČĚĂ ÿŠüîöćÖÖĘÝąđðŨîĒïïðćÖêŠĂðćÖöćÖÖüŠć úĎÖÙšćÖĘÝąöćëćöàČĚĂ øćÙćđøĉęöêšîëšćìĂ÷Öúć÷ ĀîċęÜ

đöêøÝąĂ÷ĎŠìĊę 500 - 600 ïćì 80 đàîêĉđöêø 400 ïćì ĒúšüĒêŠÙüćöúąđĂĊ÷é×ĂÜúć÷ Ùüćö÷ćÖ ëšćđðŨîđÿšîđúĘÖĀîŠĂ÷ÖĘÝąìĂ÷ćÖ ÖüŠćÝąĕéšĒêŠúą

ñČîÖĘßšć ĒúšüÖĘĂĊÖĂĆîîċÜìĊęöĆîđðŨî×îćéÿĆĚî ĒêŠüŠćêŠĂ ÖĘÝąĂĊÖøćÙć 55 đàîêĉđöêø đðŨîđÿČęĂóĆï ÖĘÝąøćÙć 600 ïćì úć÷ēÿøŠÜíøøöéćìĊęđðŨîúć÷ìĆĚÜñČîîĊę

ÝąøćÙć 200 - 250 ïćì ëšćđðŨîúć÷ēÿøŠÜĀøČĂúć÷óČĚîïšćî ĒêŠüŠćđðŨîúć÷đ÷Ăąė úć÷ìĆĚÜñČîÖĘÝąøćÙć 200 ×ċĚî ĒêŠüŠćëšćđðŨîúć÷ÙĆęîĒúšüöĊÿĊ×ćü÷ćüÖĘ

ÝąđðŨîĂĊÖøćÙćîċÜ 150  ÿŠüîöćÖÙîàČĚĂÝąđðŨîóŠĂïšćîĒöŠïšćî ÿööêĉêĆüéĉÞĆîĕöŠĕéšìĈđÿČęĂ ĒêŠêšĂÜÖćøđÿČęĂĕðĔßšĔîÙøĆüđøČĂî ÖĘÝąöćÿĆęÜàČĚĂÖĆïÖúčŠö ÖĆï

ÙîìĊęđ×ćìĂ Ă÷ŠćÜïćÜìĊÖĘÝąàČĚĂ÷Öúć÷ 10 ñČî ĒúšüÖĘĒïïíøøöéćìĊęöĆîøćëĎÖúÜ đĂćĕüšĔßšðĎøĂÜÿĈĀøĆïÖĉî×šćü Ēïïíøøöéć 150 ïćì 10 ñČî Ăąĕø

ðøąöćèîĊĚ ÖĘÿŠüîöćÖÝąđðŨîĂ÷ŠćÜîĊĚ đĂćĕðđðŨî×ĂÜòćÖ ×ċĚîïšćîĔĀöŠ ìĈïčâ×ĂÜõćÙĂĊÿćî ÖĘÝąàČĚĂĕðëüć÷üĆé ĀøČĂöĊàČĚĂĕðÖčÿčöć ÖĘÙČĂÜćîĒêŠÜÜćî 

đĂćĕðĔĀšóŠĂðĎśĒöŠ÷Šć đðŨî×ĂÜøĆïĕĀüš ĕöŠĕéš×ć÷êćöĀšćÜĀøČĂøšćîÙšćĔîßčößî đöČęĂÖŠĂîđøćđÙ÷ĕðÜćî×ĂÜóĆçîćßčößî ÖĉÝÖøøö×ĂÜÿŠüîøćßÖćø öĊÜćî

øąéĆïĂĈđõĂđøćÖĘÝąĕðøŠüö ĒúšüÖĘĂ÷ŠćÜÜćî×ĂÜ WWF ÖĘĕð ÿŠüîĔĀâŠìĈúŠüÜĀîšćÿêĘĂÖĕüšđú÷ ëšćúĎÖÙšćöćàČĚĂ Ă÷ŠćÜÝąđĂćĕðìĈïčâ ÖĘÝąđĂćĂĂÖöć

ĔĀšúĎÖÙšćđúČĂÖúć÷ öĊĔĀšúĎÖÙšćđúČĂÖ ïćÜđéČĂîÖĘ×ć÷ĕéš ïćÜđéČĂîÖĘ×ć÷ĕöŠĕéš ĕöŠĕéš×ć÷êúĂé øĂïĀîċęÜðŘÖĘÝąìĈĕéšÙîúą 12 - 24 ÖĉēúÖøĆöÓ 

ตนทุนในการผลิตสูงไหม เลาใหฟงคราวๆหนอย? 

ÒðÖêĉĔîÖúčŠöîĊĚ ëšćëċÜđüúćĕðđÖĘïñČĂÖĘÝąĕðÖĆîđĂÜ ĒêŠÿööêĉüŠćðŘîĊĚöĆîĒúšÜ ĒúšüñČĂöĆî×ċĚîĕöŠìĆî ÝĈđðŨîÝąêšĂÜĕðàČĚĂìĊęĂČęîÖĘÝąĂ÷ĎŠìĊę 12 ÖĉēúÖøĆö 500 

ïćì ĕéšđÿČęĂðøąöćè 8 ñČî đðŨîĒïïêćÖĒĀšÜđøĊ÷ïøšĂ÷Ēúšü đðŨîÖĈė ĒúšüÖĘđóČęĂúéêšîìčî×ĂÜÖúčŠöÖĘÝąöĊÖćøđÖĘïöćïšćÜ öĊàČĚĂïšćÜ ĒúšüÖĘÝąöĊêšîìčîÿĊ 

ÿĊÖúŠĂÜúą 45 ïćì ĕéšðøąöćè 8 ñČî ĒúšüÖĘôćÜ éšć÷ đðŨîéšć÷ĕîúŠĂî öšüîúą 90 - 95 ïćì ĕéšđÿČęĂðøąöćè 6 - 2 ñČî đÞúĊę÷ĒêŠúąñČîÖüšćÜ 80 

đàîêĉđöêø ëċÜ 1 đöêø ÷ćü 1 đöêø 80 đàîêĉđöêø ëċÜ 2 đöêø ĔßšñČĂ 8 - 10 ÖĈ 12 ÖĉēúÖøĆö ÖĘÙČĂđÿČęĂ 8 ñČî êšĂÜÖćøñČĂ 12 ÖĉēúÖøĆö éšć÷ 2 öšüî ÿĊ 

1 ÖúŠĂÜ    ĂčðÖøèŤĔîÖćøìĂ đøĊ÷ÖüŠćôŚö öĊ×ĂÜÖúčŠöïšćÜ ĕéšøĆïÖćøÿîĆïÿîčîöćÝćÖóĆçîćßčößî 4 êĆü ïćÜìĊÖĘàČĚĂđĂÜÿŠüîêĆü îĂÖđĀîČĂÝćÖîĆĚîÖĘìĈ

×ċĚîđĂÜ øćÙć 1200 - 1500 ïćì×ċĚîĂ÷ĎŠÖĆïÙüćö÷ćü 80 đàîêĉđöêø 800 ïćì 1 đöêø 1000 ïćì úć÷ÙČĂóüÖìŠĂ PVC ĒúšüĒêŠÙüćö÷ćÖÜŠć÷×ĂÜ

úć÷ 10/15/20 ìŠĂ êŠĂ 500 ïćì úć÷îÖúć÷ðúćÖĘĒóÜ×ċĚîöć ×ć÷ñČîúą 500 ĕéšÖĈĕø 200 êŠĂñČî ÙĉéüŠćđÿĊ÷đüúćìĈ ñČîîċÜĔßšđüúćìĈĀúć÷üĆî 

đÞúĊę÷ 2 - 3 üĆî ĒêŠêšĂÜĀšćöúčÖĕðĕĀîđú÷ êšĂÜìĈìĆĚÜüĆî ĒêŠÖĘĒúšüĒêŠÙüćöđßĊę÷üßćâ×ĂÜÙîìĂéšü÷ ñČĂîćÖĘøćÙćđìŠćėÖĆîÓ 

คิดวาจุดแข็งของกลุมคืออะไร? 

ÒÝøĉÜėĒúšüÖĘĕöŠĕéšĒêÖêŠćÜÝćÖÙîĂČęîđìŠćĕøĂćÝÝąêŠćÜïšćÜĂ÷ĎŠìĊęÙüćöúąđĂĊ÷é×ĂÜĔÙø×ĂÜöĆîìĊęĒêŠúąÙîìĈ öĆîĕöŠđĀöČĂîÖĆî đüúćđĀúćñČĂ ëšćđÿöĂÖĆî 

ñČĂđÿšîđúĘÖ ÖĘÝąÿü÷ ĂĂÖöćđðŨîúć÷úąđĂĊ÷é ĒêŠëšćđÿšîĔĀâŠ êĈĒúšüêĆüđÿČęĂÝąĕöŠÿöęĈđÿöĂ ĕöŠÿü÷ ĒúšüĒêŠòŘöČĂ×ĂÜÙîìĈ ĒúšüîĂÖÝćÖÖćøìĂ ÖĘÝą

öĊđøČęĂÜÖćø÷šĂöÿĊ Ùüćöđ×šöĂŠĂî ĕöŠđ×šöÝîđÖĉîĕð ĕöŠĂŠĂîÝîđÖĉîĕð  ĒúšüÖĘÿĊĕöŠêÖ ÖĘÙČĂÿĊ×ĂÜđÿšîñČĂÝąđÿöĂÖĆî Ă÷ŠćÜñČĂìĊęàČĚĂÝćÖìĊęĂČęîöć ÖĘÝąđÿšî

ĔĀâŠ ĕöŠđĀöČĂîìĊęđøćìĈđĂÜ ÙüćöúąđĂĊ÷éĕöŠđĀöČĂîÖĆîĂ÷ĎŠìĊęüŠćđøìĈĂĂÖöćöĆîÝąÿü÷ĕĀöïćÜÙîÖĘđĂćĔÝñČĂìĊęĂ÷ĎŠ×šćÜĔîöćĔÿŠéšü÷ÖĘÝąÿü÷ đüúćđĂćöć

÷šĂöÖĘÝąĕöŠÿü÷ ñĉüĕöŠúąđĂĊ÷éÿĊĕöŠđÿöĂ ëšćđøćđúČĂÖđĂÜĀćđĂÜÖĘÝąÿü÷ÖüŠć ĒêŠ 12 ÖĉēúÖøĆöĒĀšÜėîĊęÖüŠćÝąĕéšÖĘêšĂÜĔßšđüúćĀćĀúć÷üĆî ĒúšüÖĘëšćđìĊ÷ï

ÖĆïđÿČęĂóúćÿêĉÖđîĊę÷ ×ĂÜđøćéĊÖüŠćĒîŠîĂî đóøćąöĆîđðŨî×ĂÜÝćÖíøøößćêĉ ìîÖüŠć đÿČęĂóúćÿêĉÖëšćēéîÙüćöøšĂîÝąđøĉęöÖøĂï ĀöéĂć÷čÖćøĔßšÜćî
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đøĘü ĂćÝÝąîĚĈĀîĆÖđïćÖüŠćĀøČĂēéîòîĕéš ĒêŠĔîđøČęĂÜ×ĂÜÜćîòŘöČĂ ĒúšüÖĘ×ĂÜíøøößćêĉđîĊę÷öĆîéĊÖüŠćĂ÷ĎŠĒúšü ĒêŠöĆîÖĘöĊ×šĂéĊ×šĂđÿĊ÷ĒêÖêŠćÜÖĆîĕðđóøćą

×ĂÜđøćöĆîēéîòîĕöŠĕéšÓ 

การแบงรายไดในกลุมเปนยังไง? 

ÒĕéšöćÖĘÝąĀĆÖìčîđ×šćÖúčŠö ÖĆïđÜĉîÿŠüîĀîċęÜđ×šćÖúčŠö ìĊęđĀúČĂÖĘðŦîÿŠüîêćöÙîìĊęìĈ ĔÙøìĈĔÙøĕéš êšîìčî 5000 ïćì ×ć÷ĕéšÿĆÖ 10000 ïćì ÖĘđĂć

êšîìčîđ×šćÖúčŠöĕðđú÷ 5000 ïćì ĂĊÖ 5000 ïćì ÖĈĕøđĂćđ×šćÖúčŠöÿŠüîĀîċęÜ ĒúšüìĊęđĀúČĂĀćøÖĆîêćöÝĈîüîÙîìĊęìĈ ÝąĕöŠöĊðŦâĀćđøČęĂÜÖćøĒïŠÜÖĈĕø

Ă÷ĎŠĒúšü đóøćąđøćøĎšÖĆîĂ÷ĎŠĒúšüüŠćñČîîĊĚĔÙøìĈïšćÜÓ 

ทาเเร หมู 1 

เชิญแนะนำตัวพรอมพูดถึงสินคาที่จำหนายไดเลยครับ 

ÒÿüĆÿéĊÙøĆï ñöóĊęîó đðŨîðøąíćîÖúčŠöüĉÿćĀÖĉÝßčößîĀöĎŠ 1 ïšćîìŠćĒøŠ ÿĉîÙšćĀúĆÖìĊęđøćìĈÙČĂ ðúćĒééđéĊ÷ü Ēúą ðúćĒĀšÜ ĒêŠëšćúĎÖÙšćêšĂÜÖćøđö

îĎĂČęî ė Ă÷ŠćÜ ðúć÷ŠćÜ đîČĚĂ÷ŠćÜ ĀøČĂÿšöðúć đøćÖĘøĆïìĈêćöĂĂđéĂøŤ ĕöŠöĊÖćøìĈđÖĘïĕüšúŠüÜĀîšć đóøćąëšćìĈìĉĚÜĕüšøÿßćêĉÝąđðúĊę÷î đøćĔßšðúćÿé ė 

ÝćÖĀîĂÜĀćøìĊęßćüðøąöÜĔîßčößîĀćöćĔĀšđìŠćîĆĚîÓ 

ขั้นตอนการทำและการผลิตเปนอยางไรบาง? 

ÒđöČęĂöĊĂĂđéĂøŤđ×šćöć ðÖêĉđøćÝąĕéšøĆïðúćöćðøąöćè 7-8 ēöÜđßšć ĒúąÝąìĈĔĀšđÿøĘÝõć÷ĔîüĆîđéĊ÷ü ëšćöĊĂĂđéĂøŤðøąöćè 10 ÖĉēúÖøĆö Ýąĕéš

ÿĉîÙšćĂĂÖöćðøąöćè 15-16 ĒóĘÙ ēé÷ĒêŠúąĒóĘÙÝąïøøÝč ðúć 15-16 êĆü îĚĈĀîĆÖ 200 ÖøĆö ×ć÷ĒóĘÙúą 100 ïćì ðúćìĊęĔßšÝąøĆïöćÝćÖßćü

ïšćîĔîøćÙćÖĉēúúą 50-70 ïćì êćöùéĎÖćú đøćÝąđúČĂÖðúć×îćéÖúćÜđóøćąđĀöćąÖĆïÖćøìĈðúćĒééđéĊ÷üĕöŠĔßšðúćĔĀâŠđóøćąđîČĚĂĀîćĒúą

úĎÖÙšćĕöŠßĂïÓ 

การขายและชองทางจำหนายมีชองทางใดบาง? 

ÒßŠĂÜìćÜ×ć÷ĀúĆÖ×ĂÜđøćÙČĂ Facebook ÿŠüîêĆü×ĂÜñö đóøćąñöĕöŠëîĆéĔßšđóÝĀøČĂÖćøêúćéĒïïĂČęî ė úĎÖÙšćÿŠüîĔĀâŠđðŨîÖúčŠö đóČęĂîĒúąúĎÖ

ĀúćîĔî Facebook ïćÜÙøĆĚÜÖĘöĊúĎÖÙšćøšćîĂćĀćøĔîÖøčÜđìóĄ ÿĆęÜöćìĊúą 20 ĒóĘÙ îĂÖÝćÖîĊĚ÷ĆÜöĊÖćøòćÖ×ć÷êćöêúćéîĆéÙúĂÜëö ðøąöćè 5-6 

ĒñÜ ĒêŠÖćø×ć÷ïćÜÙøĆĚÜÖĘĀöé ïćÜÙøĆĚÜÖĘđĀúČĂ đøćđÙ÷úĂÜ×ć÷ĔîïĎíÜćîßčößîïšćÜĒêŠĕöŠĕéšïŠĂ÷ îĂÖÝćÖðúćĒééđéĊ÷ü đøć÷ĆÜ×ć÷ĕ×ŠđÙĘö àċęÜìĈÝćÖ

ĕ×ŠìĊęøĆïöćÝćÖôćøŤöĔîßčößîìŠćĒøŠ đøćøĆïĕ×ŠöćđðŨîĒñÜ ĒñÜúą 140 ïćì 1 ĒñÜöĊĕ×Šðøąöćè 20 ôĂÜ đøćìĈĕ×ŠđÙĘö×ć÷đðŨîĒóĘÙ ĒóĘÙúą 40 ïćì 

öĊ 4 ôĂÜ ēé÷ĔßšđÖúČĂĕĂēĂéĊîëčÜúą 15 ïćì ĕ×ŠđÙĘöÝąĔßšđüúćĀöĆÖðøąöćè 10-15 üĆî ĒúšüîĈĕð×ć÷êćöêúćéĒúąĔîĀöĎŠïšćî ïćÜÙøĆĚÜÖĘöĊóŠĂÙšćĒöŠ

ÙšćöćøĆïĕð×ć÷êŠĂÓ 

รายไดและการแบงปนผลกำไรเปนอยางไร? 
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ÒÖćø×ć÷×ĂÜđøćöĊÖĈĕøìĊęĒïŠÜðŦîđðŨîøć÷đéČĂîĔĀšÿöćßĉÖĔîÖúčŠö đÞúĊę÷Ùîúąðøąöćè 500 ïćì×ċĚîĕðêŠĂđéČĂîđîČęĂÜÝćÖÖćøñúĉêĕöŠĕéšìĈìčÖüĆîÿŠüî

öćÖĔîĒêŠúąđéČĂîÝąöĊĂĂđéĂøŤđ÷Ăąÿčéðøąöćè 4-5 ĂĂđéĂøŤ ĒêŠúąÙøĆĚÜöĆÖÿĆęÜðøąöćè 10 ĒóĘÙ×ċĚîĕð øćÙćìĊęđøć×ć÷ÿĎÜÖüŠćøćÙćêćöêúćéìĆęüĕð 

đóøćąìĊęêúćéĕöŠàĊúĒóĘÙđÖÝÓ 

อุปสรรคและความตองการในการพัฒนามีอะไรบาง? 

ÒđøćđÝĂðŦâĀćĔîÖćø×÷ć÷êúćé đóøćąñöđĂÜĕöŠëîĆéĔßšēàđßĊ÷úöĊđéĊ÷îĂÖÝćÖ Facebook ÿŠüîêĆü Ă÷ćÖĔĀšöĊñĎšßŠü÷öćßŠü÷ìĈÖćøêúćéĂĂîĕúîŤ 

đóČęĂĔĀšÖúčŠöđøćöĊúĎÖÙšćöćÖ×ċĚî îĂÖÝćÖîĊĚđøć÷ĆÜöĊđÙøČęĂÜàĊúĒêŠĕöŠÙŠĂ÷ĕéšĔßš đóøćąëšćàĊúĔÿŠĒóĘÙÝąöĊêšîìčîđóĉęö ìĆĚÜÙŠćëčÜàĊúĒúąÿêĉÖđÖĂøŤ ìĈĔĀšÖĈĕøúé

úÜ đøćÝċÜöĆÖđúČĂÖĔßšëčÜíøøöéćÓ 

วิถีชีวิตและประเพณีของชุมชนปกติเปนอยางไรบาง? 

ÒÿöćßĉÖĔîÖúčŠö×ĂÜđøćöĆÖĀ÷čéÜćîìčÖüĆîĂćìĉê÷Ť đóøćąđøćÝąĕðēïÿëŤđóČęĂĒÖšïćðĒúąøĆïýĊú êćöðøąđóèĊÙøĉÿêŤ×ĂÜßčößîïšćîìŠćĒøŠÓ 

ชวงฤดูวางไขและการปรับตัวเขากับฤดูวางไข? 

ÒĔîßŠüÜìĊęðúćÝćÖĀîĂÜĀćøüćÜĕ×Š đøćÝąĀ÷čéÝĆïðúćĒúąĀĆîöć×ć÷ ĕ×ŠđÙĘöđðŨîĀúĆÖ àċęÜđðŨîßŠüÜìĊę×ć÷éĊđóøćąøÿßćêĉĂøŠĂ÷ ĔßšđÖúČĂĕĂēĂéĊîĔîÖćø

ĀöĆÖĒúąÝĈĀîŠć÷ĔîøćÙćìĊęÙčšöÙŠćÓ 

ทาเเร หมู 6 

การเริ่มตนและพัฒนากลุมเปนอยางไรบาง? 

ÒÿüĆÿéĊÙøĆï ñöñĎšĔĀâŠðøąÿï üŠĂÜĕü ñĎšĔĀâŠïšćîìŠćĒøŠ đéĉöìĊđøćĕéšøĆïÜïðøąöćèÝćÖ WWF đóČęĂÿŠÜđÿøĉöÿĉęÜĒüéúšĂö ēé÷îĈüĆßóČßîĚĈøĂïĀîĂÜĀćø

öćìĈðčŞ÷ ĒöšßŠüÜĒøÖñúêĂïøĆïéĊ ĒêŠ×ć÷÷ćÖđóøćąêúćéĕöŠÖüšćÜ đøćÝċÜêŠĂ÷ĂéöćìĈ éĉîðúĎÖĀîĂÜĀćøïšćîìŠćĒøŠ àċęÜÿøšćÜøć÷ĕéšĔĀšßčößîđðŨîĂ÷ŠćÜ

öćÖÓ 

 เลาขั้นตอนการผลิตดินปลูกคราวๆไดไหม? 

ÒéĉîðúĎÖ×ĂÜđøćìĈÝćÖ éĉîúĎÖøĆÜìĊęøŠĂîđĂćđýþĔĀâŠ ė ĂĂÖ ñÿöÖĆïüĆßóČßîĚĈ öĎúüĆü öĎúÙüć÷ ĔïÖúšćöðĎ ĒúąîĚĈĀöĆÖÖćÖîĚĈêćú ēé÷Ĕßš óé.1 ÷ŠĂ÷

ÿúć÷ đøćĕöŠĔÿŠĒÖúï×ćüĀøČĂöĎúĕÿšđéČĂîđóČęĂúéêšîìčî ĒêŠöĆęîĔÝĔîÙčèõćóđóøćąüĆêëčéĉïíøøößćêĉìĊęöĊĂ÷ĎŠøĂïêĆüÓ 

การขายและชองทางจำหนายมีชองทางใดบาง? 

Òđøć×ć÷éĉîðúĎÖÿŠÜĔĀšøšćîÙšćĔîøćÙć 9 ëčÜ 100 ïćì ĀøČĂëčÜúąðøąöćè 10-11 ïćì ēé÷øšćîÝą×ć÷êŠĂđðŨî 8 ëčÜ 100 ïćì đøćĕéšÖĈĕø ëčÜúą 3 

ïćì ĒêŠúąëčÜĀîĆÖ 5 ÖĉēúÖøĆö ñúĉêĕéšüĆîúąðøąöćè 200 ëčÜ ĒúąÿŠÜđĂÜëċÜìĊęēé÷ ĕöŠÙĉéÙŠćÿŠÜÓ 
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มีปญหาและความทาทายอะไรบางไหม? 

ÒđöČęĂÖŠĂîëčÜéĉîđøćöĊēúēÖšßčößî ĒêŠøšćîÙšć×ĂĔĀšđĂćĂĂÖ đóøćąÖúĆüúĎÖÙšćÝąēìøÿĆęÜêøÜÝćÖđøć đøćÝċÜĔßšëčÜĔÿíøøöéćĒìî ĂĊÖìĆĚÜđøć÷ĆÜöĊðŦâĀć ñúĉê

ĕöŠìĆî đóøćąĂĂđéĂøŤöćÖĒêŠÖĈúĆÜÖćøñúĉêÝĈÖĆéÓ 

มีการตลาดและลูกคาแบบไหนบาง? 

ÒđøćöĊđóÝ ÒÖúčŠöüĉÿćĀÖĉÝïšćîìŠćĒøŠÓ ĒêŠúĎÖÙšćÿŠüîĔĀâŠøĎšÝĆÖðćÖêŠĂðćÖ üŠćéĉî×ĂÜđøćéĊĒúąÙčšöÙŠć ĒöšüŠćøšćîÙšćÝąÿĆęÜđ÷ĂąÖüŠć ĒêŠÖĈĕøđøćîšĂ÷ÖüŠć

×ć÷êøÜ đøćÝċÜĂ÷ćÖđóĉęöøćÙć×ć÷Ēúą×÷ć÷åćîúĎÖÙšćĔĀšÖüšćÜ×ċĚîÓ 

คิดวาความแตกตางและจุดเดนของดินปลูกของทาแรคืออะไร? 

ÒéĉîðúĎÖ×ĂÜđøćöĊđîČĚĂéĉîìĊęéĊÝćÖÖćøñÿöðčŞ÷ĂĉîìøĊ÷Ť ìĈĔĀšéĉîĕöŠøŠüîđÖĉîĕð đöČęĂøéîĚĈ éĉî÷ĆÜÙÜßčŠößČĚî ĕöŠĕĀúêćöîĚĈđĀöČĂîéĉîđÝšćĂČęîìĊęĔßšĒÖúïĒêŠÜ

ÿĊ éĉîđøćĀöĆÖéĊÝîĕöŠöĊÖúĉęîđĀöĘî ĒúąđöČęĂîĈĕððúĎÖ êšîĕöšÝąéĎÿü÷ÿöïĎøèŤ ĕöŠđĀúČĂĒêŠøćÖđðúŠćė Ă÷ŠćÜìĊęđÙ÷đÝĂÝćÖéĉîÙčèõćóêęĈ đøćđßČęĂöĆęîĔî

üĆêëčéĉïÝćÖíøøößćêĉøĂïĀîĂÜĀćøìĊęöĊÙčèõćó ĕöŠêšĂÜðøčÜĒêŠÜđóĉęöÓ 

บานแปน 

ผลิตภัณฑของกลุมมีอะไรบาง? 

ÒðúćĒĀšÜöĊðúć×ćü 50 ïćì ÖĆïðúćđ×Ęö 25 ïćì öĊĒïïêćÖĒĀšÜĒêŠ÷ĆÜĕöŠĕéšìĂé ĒúšüÖĘöĊðúćêąđóĊ÷îĒéÜ 25 ïćì ÖĈĀîéøćÙćêćöîĚĈĀîĆÖĒúą

ßîĉé×ĂÜðúć øÿßćêĉêŠćÜÖĆî ðúćđ×ĘöĂøŠĂ÷ìĊęÿčéđóøćąïćÜ ÖøĂï Ēúą ĂøŠĂ÷ ĒêŠĀć÷ćÖöĊöćđðŨîßŠüÜė êćöùéĎÖćúĕöŠĕéšöĊêúĂé öĊðúćÿšöđðŨîëčÜ ð

úšćÿšöĒïïĀŠĂÖĘöĊ ðúćÿšöðúćßąēé ðúćÖøć÷ đĂćöćĀŠĂĔïêĂÜ öĊìĈÖúšü÷êćÖéšü÷ ÿŠüîĔĀâŠÖúšü÷ÖĘĂĂÖìĆĚÜðŘĂ÷ĎŠĒúšü ĒêŠëšćßŠüÜĕĀîöĆîúšîêúćé ÖĘ

ÝąđĂćöćĒðøøĎðđðŨîÖúšü÷êćÖĒìîÓ 

การขายและราคาเปนอยางไรบาง? 

ÒøĆïðúćđ×ĘööćÖĉēúÖøĆöúą 100 ïćì ðúć×ćüÖĉēúÖøĆöúą 60 ïćì ðúćêąđóĊ÷îĒéÜÖĉēúÖøĆöúą 50 ïćì ðúć×ćüĕéšðøąöćè 30 êĆüêŠĂ 1 ÖĉēúÖøĆö 

đĂćĕðêćÖĒĀšÜĔÿŠëčÜ ĕéšëčÜúąðøąöćè 8 êĆü ĀîċęÜÖĉēúÖøĆöÖĘĕéšðøąöćè 4 ëčÜ ðúćđ×ĘöÖĈĕøÙĈîüîÙøŠćüėÖĘĕéšÙøċęÜîċÜ×ĂÜêšîìčî ÖĉēúÖøĆöúą 100 

ïćì ×ć÷ĕéš 200 ïćì ×ċĚîĂ÷ĎŠÖĆïîĚĈĀîĆÖðúćĒêŠúąøĂïìĊęøĆïöćéšü÷ ëšćøĂïĕĀîĕéšðúćêĆüĔĀâŠÖĈĕøÖĘÝąîšĂ÷úÜîĉéîċÜđóøćą×ć÷øćÙćđìŠćđéĉö ĒêŠëšć

îĚĈĀîĆÖöćÖ×ċĚî ÝćÖëčÜîċÜðÖêĉĔÿŠ 5 êĆüÖĘÝąĔÿŠ 4 êĆü 5 ÖĉēúÖøĆöðúćÿé ĕéšðúćĒĀšÜĒÙŠ 1 ÖĉēúÖøĆö îĚĈóøĉÖÖĘĔßšðúćđéĊ÷üÖĆîĒêŠÝąñÿöėÖĆî öĊĒïïđñĘé

ÖĆïĕöŠđñĘé ×ć÷ĔîßčößîìĆĚÜĒïïÿŠÜĒúąðúĊÖĒúą×ć÷êćöïĎí ×ć÷ĒïïÿŠÜÝą×ć÷đðŨîÖĉēú ĕöŠöĊĒóÙđÖÝ ÿĉîÙšć×ć÷éĊóĂėÖĆîĀöé øć÷ĕéšĒúšüĒêŠßŠüÜ×ć÷

đ÷ĂąÖĘĕéšđ÷Ăą ðúćĀćÜŠć÷ÖĘ×ć÷÷ćÖ ìćÜĂĂîĕúîŤÖĘ×ć÷ìćÜđóÝ Facebook ôćøŤöđÖþêøðúĂéÿćø üĉÿćĀÖĉÝßčößîïšćîĒðŜî ðúćÿšöÿŠÜĕðøþèĊ÷Ťĕéš 

ìĈđÿøĘÝĒúšüÖĘÿŠÜđú÷ ĕöŠÜĆĚîÖĘÿŠÜøëĒßŠđ÷Ęî đÙ÷ÿŠÜĒïïîîĊĚĂ÷ĎŠĒúšü ðúćÿšö×ć÷ 3 êĆü 25 ïćì ëšćìĂé×ć÷ÖĘ 3 êĆü 30 ïćì ßčïĒðŜÜßčïĕ×ŠìĂé ĀîċęÜ

ÖĉēúÖøĆö×ć÷øćÙć 3 đìŠć×ĂÜêšîìčî ðúćÿšö 40 ÖĉēúÖøĆöĔßšîĚĈĒ×ĘÜúšćÜ 1 ÖøąÿĂï 45 ïćì ÙîàČĚĂÿŠüîĔĀâŠÖĘàČĚĂĕðìĂéÖĉî ìĈĔÿŠĒÖÜñĆÖ êšöÖĉî ×ĂÜ

ĔîĀšćÜöĆî×ć÷ĒóÜĕéšđóøćąđ×ćöĊĂ÷.ÖĆî àċęÜđøć÷ĆÜĕöŠöĊ ÖćøüćÜ×ć÷ÖĘ×ć÷êćöêúćéîĆéßčößîïšćÜ ĒêŠÿŠüîĔĀâŠÖĘĕöŠÙŠĂ÷ĕéšĕðđóøćąöĆîĀöéÖŠĂîêúĂé 
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öĊÙîÿĆęÜĕüšĂ÷ĎŠĒúšü ĒêŠëšćđĂćĕðêćöêúćéđîĊę÷ ×ć÷ĀöéêúĂé úĎÖÙšćÝąđ×šćöćđøČęĂ÷ė öĊĒêŠßŠüÜĀîšćòîìĊęðúćöĆîđ÷ĂąìĊęđ×ćĕöŠÙŠĂ÷öćàČĚĂÖĆîđóøćąđ×ćĀć

đĂÜĕéš öĊ×ć÷đ÷ĂąĔîøćÙćëĎÖ ÿŠüîÖćø×ć÷ĂĂîĕúîŤĒöŠÖĘĕöŠĕéšìĈ×ć÷đóøćąöĆîĀöéÖŠĂîêúĂéÓ 

เลาขั้นตอนการผลิตใหฟงคราวๆไดไหม? 

ÒÿĈĀøĆïðúć ñúĉêėđøČęĂ÷ėĒúšüĒêŠüŠćÝąĕéšðúćöćđöČęĂĕĀøŠÖĘìĈêĂîîĆĚî øĆïðúćöćÝćÖßćüðøąöÜìĊęĀîĂÜĀćøđìŠćîĆĚî îĈðúćĕðêćÖĒééĔîēøÜĂïĀîċęÜ

üĆîĔĀšĒĀšÜ ÝąĔßšđüúćîšĂ÷ÖüŠćêćÖĒééÖúćÜĒÝšÜíøøöéć ĒúąĔßšöČĂĔîÖćøøĊéêĆüðúćĔĀšĒïî ĒúšüđĂćöćđøĊ÷ÜìĈđðŨîøĎðøŠćÜêŠćÜė đßŠî üÜÖúö ĀøČĂéćü 

ĔĀšÿü÷×ċĚî ĒúąÝąĕéšĔĀšÙîàČĚĂøĎšßîĉé×ĂÜðúćìĊęĂ÷ĎŠĔîëčÜ ÿĈĀøĆïîĚĈóøĉÖ ëšćöĊðúćÖĘÝąìĈđÖĘïĕüšđøČęĂ÷ė îĚĈóøĉÖöĊĀúć÷×îćé 100 ÖøĆö 150 ÖøĆö Ēúą 

250 ÖøĆö ÿĈĀøĆïðúćÿšöîĊęëšćìĈÝąĔßšîĚĈúšćÜđ÷ĂąöćÖ đóøćąêšĂÜúšćÜđöČĂÖðúćĂĂÖĔĀšĀöéÖŠĂîîĈöćĀöĆÖ Ă÷ŠćÜëšćúšćÜîĚĈĒ×ĘÜïéÖĘÝąéĎÿé×ċĚî 

ÿąĂćé×ċĚî ĒêŠêšîìčîÖĘÿĎÜ×ċĚîđßŠîÖĆî ĒêŠöĆîĕöŠĕéšđóĉęö÷Ăé×ć÷ đú÷ĕöŠÙĉéĂ÷ćÖÝąúšćÜîĚĈĒ×ĘÜêŠĂĒúšü ÿŠüîÖĈúĆÜñúĉê ìĈðúćøüöėĕéš 100 ÖĉēúÖøĉöêŠĂ

Ăćìĉê÷ŤĀøČĂöćÖÖüŠćîĆĚî ×ċĚîĂ÷ĎŠÖĆïüŠćĀćðúćĕéšöćÖîšĂ÷ĒÙŠĕĀîéšü÷ ĒúšüĒêŠÙîÿĆęÜöćÓ 

สินคาจัดเก็บไดนานไหม? 

ÒđÖĘïĕéšđðŨîđéČĂîÿĂÜđéČĂî ëšćĂ÷ĎŠĔîêĎšđ÷Ęî ĒêŠëšćîĂÖêĎšđ÷Ęî 1 - 2 Ăćìĉê÷Ť ÿŠüîîĚĈóøĉÖđÖĘïĕéšĕöŠîćîđóøćąĕöŠĕéšĔÿŠÿćøÖĆîïĎé đÖĘïĔîêĎšđ÷ĘîđĂćÖĘÝąĂ÷ĎŠ

ĕéšîćîÖüŠć ×ċĚîĂ÷ĎŠÖĆïÿõćóĂćÖćýéšü÷ ĒêŠÿŠüîöćÖöĆîĂøŠĂ÷ÖĘÝąĕöŠĂ÷ĎŠđĀúČĂëċÜĀöéĂć÷čĀøĂÖÓ 

ตนทุนบรรจุภัณฑสูงไหม? 

ÒêĂîîĊĚìćÜÿöćÙö÷ĆÜĔĀšÜïöćĔîÖćøìĈÿêĉÖđÖĂøŤĒúąĒóĘÙđÖÝĂ÷ĎŠ ĒêŠëšćĕöŠöĊÜï ÿêĉÖđÖĂøŤÖĘÝąÿĆęÜñúĉêđĂÜĒêŠìĈĔĀšđúĘÖúÜđóČęĂúéêšîìčî ÿŠüîÖøąðčÖ÷ĆÜ

ÝąĔßšêŠĂĕðđĀöČĂîđéĉö ĀúĆÜÝćÖöĊÿêĉěÖđÖĂøŤ÷Ăé×ć÷ÖĘĕöŠêŠćÜÖĆî đóøćąúĎÖÙšćĕöŠĕéšÿîĔÝ ĒêŠĔîåćîąÙî×ć÷ÖĘÙĉéüŠćöĆîéĎéĊÖüŠć ÿü÷ÖüŠćđéĉö ÿêĉěÖđÖ

ĂøŤéüÜúą 5 ïćì  ×ĂÜîĚĈóøĉÖ ÖøąðčÖúą 19 ïćì (ÖøąðčÖĒÖšü) đðśćóúćÿêĉÖÙøĂïĂĊÖìĊđóČęĂÖĆîĀÖÓ 

คิดวาจุดเดนของผลิตภัณฑมีอะไรบาง? 

ÒðúćĒĀšÜĒêÖêŠćÜÝćÖìĊęĂČęîđóøćąöĆîĂøŠĂ÷ đðŨîðúćÝćÖĀîĂÜĀćøìĊęĀćöćĔĀöŠìčÖüĆî ĕöŠĕéšĔßšðúćĒßŠĒ×ĘÜđú÷ ĒúąđðŨîÿĎêøĒÙŠ×ĂÜđøć đóøćąĔîĔÿŠ

ÿöčîĕóøêŠćÜė đßŠî êąĕÙøš ÖøąđìĊ÷ö ēé÷ÿöčîĕóøêŠćÜėÖĘðúĎÖđĂÜ ĕöŠĒóÜđìŠćĕĀøŠđóøćąĕöŠÙŠĂ÷àČĚĂÝćÖêúćé îĂÖÝćÖîĊĚÖĘ×ć÷ðúćÿšöéšü÷ îĚĈóøĉÖ

ðúćðśî ĔßšđÖúČĂÿĉîđíćüŤìĊęĕéšÝćÖßčößîĒëüîĊĚ đÖúČĂĕĂēĂéĊîìĈĔĀšðúćđîŠć ðúćÿšöđðŨîÿĎêøēïøćè ĕöŠĔÿŠéĉîðøąÿĉü ĕöŠĔÿŠÿćøÖĆîïĎé đóøćąëšćóüÖ×ĂÜ

ĔîĀšćÜìĊęđÖĘïĕüšĕéšîćîđóøćąđ×ćĔÿŠÿćøÖĆîïĎéÖĆîÓ 

มีอุปสรรคและความตองการในการพัฒนาอะไรไหม? 

ÒĂ÷ćÖĕéšēøÜñúĉê ēøÜìĈðúćĒïïÙøïüÜÝø ×ĂĂ÷.ĕöŠĕéšêĂîîĊĚđóøćąêšĂÜöĊēøÜñúĉêĒúąöĊ×ĆĚîêĂîìĊęđðŨîöćêøåćî ĒúšüÖĘĂ÷ćÖĕéšñúĉêõĆèæŤĔĀöŠđóČęĂêĊ

êúćéúĎÖÙšćÖúčŠöĂČęîė đßŠî ÙîĔîđöČĂÜ êŠćÜðøąđìý đ×ćĕöŠøĎšÝĆÖéšü÷àĚĈ ÝĈîüîðúćĕöŠÙÜìĊę ïćÜüĆîĀćĕéš ïćÜüĆîĀćĕöĕŠéš đú÷đðŨî×šĂÝĈÖĆéĔîÖćøñúĉê

éšü÷ ïćÜìĊúĎÖÙšćÿĆęÜđ÷Ăą đøćÖĘìĈĔĀšĕöŠĕéš đóøćąðúćđøćĕöŠóĂ ùéĎüćÜĕ×ŠðúćÖĘÝąöĊÖćøĀšćöÝĆïðúć ìĈĔĀšĔîßŠüÜîĆĚîĂćÝÝąĀćðúćĕöŠĕéš ĂćßĊóĀúĆÖđøć

ÙČĂĀćðúć ÖĘöĊïšćÜìĊęđøćêšĂÜĒĂïúÜĕðĀćĔîßŠüÜìĊęđ×ćĀšćö đóĊ÷ÜĒêŠđøćÝąĕöŠúÜđøČĂĕðĀć ĒêŠëšćßŠüÜĕĀîĕöŠóĂÝøĉÜėÖĘÝąÿĆęÜðúćÿéöćÝćÖêŠćÜĂĈđõĂÓ 

มีความคุนเคยเกี่ยวกับเศรษฐกิจชีวภาพ-เศรษฐกิจหมุนเวียน-เศรษฐกิจยั่งยืน (BCG Model) ไหม? 

ÒĕéšøĆïÖćøĂïøöÝćÖÿĈîĆÖÜćîđÖþêø  đýøþåÖĉÝßĊüõćóîĊęÖĘöĊÖćøðúĎÖÿöčîĕóøĂ÷ĎŠĒúšü àċęÜĔîĀöĎŠïšćîđîĊę÷ êąĕÙøšöĆîđðŨîóČßìĊęēêĕéšÜŠć÷ ēêĕéšìčÖìĊę àċęÜ

đøćÖĘĔßšĂ÷ĎŠ öĆîÝąìîĒúšÜéšü÷ ĒúšüöĆîÖĘöĊÙüćöđĀöćąÿö ĒêŠüŠćîĂÖÝćÖÿöčĕóøóüÖîĊĚÖĘÝąöĊĂ÷ŠćÜĂČęîĂĊÖđ÷Ăąđú÷ Ă÷ŠćÜĔîĒëüîĊĚÖĘÝąöĊðúĎÖóüÖòøĆęÜ àċęÜ

ēêĕéšÜŠć÷ ĔîêĆüÿĉîÙšćÖĘöĊĒÙŠóüÖÿöčîĕóøÖĆïðúćìĊęöćÝćÖĀîĂÜĀćøàċęÜöćøÝćÖíøøößćêĉìĆĚÜĀöé ÿŠüîđýøþåÖĉÝĀöčîđüĊ÷î ĂćÝÝąĕöŠĕéšđÖĊę÷üÖĆïêĆü
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ÿĉîÙšć 100 đðĂøŤđàĘîêŤ Ă÷ŠćÜĒëüîĊĚÖĘÝąìĈðčŞ÷ĀöĆÖÝćÖđýþ×ĂÜđĀúČĂ óüÖđÖúĘéðúćĀøČĂîĚĈìĊęúšćÜðúć ïćÜìĊÖĘđĂćĕðìĈĂćĀćøĔĀšĀöĎìĊęđúĊĚ÷Üĕüš ÿŠüîêĆü

đýøþåÖĉÝ÷ĆęÜ÷ČîđîĊę÷ ÖĘßĆéđÝîĂ÷ĎŠĒúŠüüŠćđøćĕöŠĕéšĔßšÿćøÖĆîïĎé ĀøČĂÿćøđÙöĊñÿöĂ÷ĎŠĒúšü ĒúšüÖĘðúćđîĊę÷ đøćđĂćöćÝćÖĒĀúŠÜîĚĈíøøößćêĉ đøćĂîčøĆÖþŤ

íøøößćêĉ đüúćđìîĚĈúšćÜðúćìĉĚÜÖĘĕöŠöĊÿćøðîđðŚŪĂîĕĀúúÜÿĎŠéĉî ĀøČĂĔîøąïïîĚĈĔêšéĉîÓ 

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. I 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 

guarantee you’ll love them!” 

Na Dok Mai 
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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 30–40 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 8–10 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 

WWF-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? 

89 
 



 

“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—never 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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D.2 Target Group 

Customer from booth 

การเลือกซื้อปลาของคนในชุมชน 

ÒóĂđðŨî×ĂÜìĊęöĊĒïøîéŤ öĆîÖĘéĎîŠćđßČęĂëČĂ×ċĚîîą ÙîđøćÖĘĂ÷ćÖĕéš×ĂÜìĊęéĎéĊ éĎÿąĂćé ĕöŠĔßŠĒÙŠøÿßćêĉĂøŠĂ÷Ă÷ŠćÜđéĊ÷ü ĒêŠĒóĘÖđÖÝÝĉĚÜöĆîÖĘêšĂÜéĎîŠćĀ÷ĉï

ÝĆïéšü÷ đĀöČĂîđüúćàČĚĂðúćöćìĈÖĆï×šćü ëšćĀŠĂöćéĊ öĊđøČęĂÜøćüĔĀšøĎšüŠćöćÝćÖĕĀî đúĊĚ÷Üöć÷ĆÜĕÜ ÙîÖĘ÷ĉęÜÿîĔÝöćÖ×ċĚîÓ 

การเลือกซื้อดิน 

ÒĒêŠëšćđðŨîéĉî öĆîĕöŠđĀöČĂîðúćîą đüúćÝąàČĚĂöćðúĎÖêšîĕöš ðúĎÖóČß đøćÖĘĕöŠĕéšéĎüŠćöĊ÷ĊęĀšĂĂąĕøĀøĂÖ éĎìĊęÿŠüîñÿöüŠćöĆîéĊöĆĚ÷ đĀöćąÖĆïóČßìĊęđøćÝą

ðúĎÖĀøČĂđðúŠć éĉîìĊęéĊêšĂÜĂčšöîĚĈĕéš ĕöŠĒîŠîđÖĉîĕð öĊÿćøĂćĀćøìĊęóČßêšĂÜÖćø ëčÜöĆîÝąéĎÿü÷ĀøČĂĕöŠÿü÷ĕöŠÿĈÙĆâđìŠćÖĆïÙčèõćó×ĂÜéĉî×šćÜĔîÓ 

ความเชื่อมั่นในสินคาชุมชน 

ÒóüÖđøćÿŠüîĔĀâŠÖĘđúČĂÖàČĚĂ×ĂÜĔîßčößîÖĆîîą đóøćąøĎšÿċÖüŠćöĆîÿéĔĀöŠÖüŠć ĂøŠĂ÷ÖüŠćĂćĀćøĔîĀšćÜ Ēëö÷ĆÜĕéšßŠü÷đĀúČĂÙîĔîóČĚîìĊęéšü÷ ÙîÖøčÜđìó

Āúć÷ÙîÖĘđðŨîĒïïîĊĚ đüúćÖúĆïöćêŠćÜÝĆÜĀüĆéÖĘĂ÷ćÖĂčéĀîčîÿĉîÙšćßčößî öćÖÖüŠćÝąĕðàČĚĂ×ĂÜĔîĀšćÜ đóøćąöĆîøĎšÿċÖĕéšëċÜÙüćöÝøĉÜĔÝ×ĂÜÙîìĈ 

ĒúšüÖĘöĆîöĊđĂÖúĆÖþèŤ ĕöŠĔßŠĂąĕøìĊęñúĉêöćđĀöČĂîÖĆîĀöéÓ 

คุณปาที่ขายยาหมอง 

ประวัติคราวๆและมุมมองตอสินคาในชุมชน 

ÒÞĆîđðŨîÙîĀîĂÜĀćøĒìš ė ĒêŠĕðĂ÷ĎŠÖøčÜđìóĄ öćîćî đóĉęÜ÷šć÷ÖúĆïöćĂ÷ĎŠïšćî êĂîĂ÷ĎŠÖøčÜđìóĄ ÖĘĕéšđĀĘîĂąĕøöćÖöć÷ ĕéšøĎšüŠćÿĉîÙšćÝćÖßčößîïšćî

đøćöĊ×ĂÜéĊđ÷ĂąĒ÷ą ĒêŠóĂÖúĆïöćĂ÷ĎŠÝøĉÜ ė ÖĘđĀĘîðŦâĀćüŠćÙîĔîßčößî÷ĆÜĕöŠÙŠĂ÷øŠüööČĂÖĆîđìŠćĕĀøŠ ĒêŠúąÙîÖĘìĈ×ĂÜêĆüđĂÜ ĔÙø×ć÷×ĂÜĔÙø öĆî

đú÷ĕðÙîúąìĉýúąìćÜ ëšćÝąìĈĔĀšÿĉîÙšćßčößîĒ×ĘÜĒøÜ×ċĚîÝøĉÜ ė ÙĉéüŠćêšĂÜöĊüĉíĊđúŠćđøČęĂÜ ĀøČĂöĊÝčéøŠüöìĊęìĈĔĀšìčÖÙîøĎšÿċÖđðŨîÿŠüîĀîċęÜđéĊ÷üÖĆîÓ 

การเลือกซื้อปลา 

ÒÞĆîßĂïàČĚĂðúćĒïïìĊęĕöŠĔÿŠÖúŠĂÜöćÖÖüŠć öĆîĕéšđĀĘî×ĂÜÝøĉÜđú÷ ÝąĕéšøĎšüŠćðúćÿéĒÙŠĕĀî êĆüĕĀîéĎéĊ êĆüĕĀîĕöŠéĊ ëšćÝąìĈĒóĘÖđÖÝÝĉĚÜ ÖĘĂ÷ćÖĔĀš

öĊĀîšćêŠćÜĔÿ ė ĔĀšđĀĘîđîČĚĂðúćßĆé ė ĕöŠĔßŠðŗéìċïĕðĀöé ÙîàČĚĂđ×ćĂ÷ćÖđĀĘî×ĂÜÝøĉÜÖŠĂîÝąêĆéÿĉîĔÝàČĚĂ ĕöŠĔßŠéĎĒÙŠøĎðïîÖúŠĂÜÓ 

การสรางจุดรวมของชุมชน 
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ÒìĊęîĊęĒêŠúąßčößîøüöêĆüÖĆî÷ćÖ ĒêŠÿĉęÜĀîċęÜìĊęìčÖÙîĔĀšÙüćöÿĈÙĆâÖĘÙČĂýćÿîć ëšćÝąìĈĔĀšÙîĔîóČĚîìĊęøĎšÿċÖüŠćđðŨîĂĆîĀîċęÜĂĆîđéĊ÷üÖĆî ÖćøđúŠćđøČęĂÜ×ĂÜ

ĒïøîéŤîŠćÝąêšĂÜóċęÜóćýćÿîćđðŨîĀúĆÖ đßŠî ÖćøïĂÖüŠćÿĉîÙšćîĊĚđÖĊę÷ü×šĂÜÖĆïüĉëĊßĊüĉêĒïïóčìí÷ĆÜĕÜ ĀøČĂöĊÙüćöđÖĊę÷üē÷ÜÖĆïÜćîïčâðøąđóèĊ×ĂÜ

ßčößîĒïïĕĀî öĆîĂćÝÝąßŠü÷ĔĀšÙîĔîóČĚîìĊęøĎšÿċÖöĊÿŠüîøŠüö ĒúąĔĀšÙüćöÿĈÙĆâÖĆïÿĉîÙšćîĆĚîöćÖ×ċĚîÓ 

คุณศรีสุดา วนภิญโญศักด์ิ (อดีตที่ปรึกษารัฐมนตรีการทองเที่ยว) 

เสนหของชุมชนทาแร 

ÒìŠćĒøŠđðŨîßčößîìĊęöĊøćÖđĀÜšćÝćÖßćüđüĊ÷éîćö öĊüĆçîíøøöìĊęēééđéŠî ēé÷đÞóćąðøąđóèĊĒĀŠéćüßŠüÜÙøĉÿêŤöćÿ àċęÜĀćéĎĕéš÷ćÖĔîìĊęĂČęî ëšćÝąìĈĔĀš

ßčößîđðŨîìĊęøĎšÝĆÖöćÖ×ċĚî ÙüøĔßšÝčéđéŠîìćÜõĎöĉýćÿêøŤĒúąüĆçîíøøöđðŨîêĆüîĈđÿîĂ ĕöŠĔßŠĒÙŠßĎÿĉîÙšćđóĊ÷ÜĂ÷ŠćÜđéĊ÷ü đóøćąëšćöĂÜĔîĒÜŠ×ĂÜ

îĆÖìŠĂÜđìĊę÷ü đ×ćĂ÷ćÖøĎšüŠć ÔìĊęîĊęöĊĂąĕøđðŨîđĂÖúĆÖþèŤÕ öćÖÖüŠćÖćøéĎÿĉîÙšćđÞ÷ ėÓ 

ปรับวิธีสื่อสารใหเขาใจงาย BCG ตองทำใหชาวบานเขาถึง 

ÒBCG (Bio-Circular-Green Economy) đðŨîĒîüÙĉéìĊęéĊ ĒêŠýĆóìŤöĆîéĎüĉßćÖćøđÖĉîĕð ßćüïšćîôŦÜĒúšüĂćÝĕöŠđ×šćĔÝ ÿĉęÜìĊęÙüøìĈÙČĂĂíĉïć÷ñŠćî

đøČęĂÜøćüìĊęĔÖúšêĆü đßŠî Öćø÷šĂöñšćÙøćöĔîÿÖúîÙøìĊęĔßšüĉíĊíøøößćêĉ ĀøČĂÖćøîĈìøĆó÷ćÖøìĊęöĊĂ÷ĎŠĒúšüöćĔßšĔĀšđÖĉéöĎúÙŠćđóĉęö ëšćÿČęĂÿćøĒïïîĊĚ ßćü

ïšćîÝąđ×šćĔÝÜŠć÷×ċĚî ĒúąøĎšÿċÖüŠćöĆîđðŨîÿĉęÜìĊęđ×ćÿćöćøëìĈĕéšÝøĉÜÓ 

ตัวอยางแนวคิดที่ประสบความสำเร็จ 

ÒđÙÿìĊęîŠćÿîĔÝÙČĂ 'õĎÙøćö' ìĊęĔĀšßćüïšćîøüöêĆüÖĆîìĈđÿČĚĂ ĒúšüĔÿŠßČęĂ×ĂÜÙîìĊęöĊÿŠüîøŠüöĔîìčÖÖøąïüîÖćøñúĉê öĆîßŠü÷đóĉęööĎúÙŠćĔĀšÿĉîÙšćéšü÷Öćø

ïĂÖđúŠćđøČęĂÜøćü×ĂÜÙîĔîóČĚîìĊę àċęÜđðŨîÿĉęÜìĊęÿÖúîÙø÷ĆÜĕöŠÙŠĂ÷ĕéšìĈ ëšćÝąĔßšĒîüÙĉéîĊĚ ĂćÝêšĂÜÙŠĂ÷ ė ìĈĕðìĊúąÿđêĘð đîšîĕðìĊúąđøČęĂÜĔĀšßĆéđÝî 

đóČęĂĔĀšÙîđ×šćĔÝĒúąđĀĘîÙčèÙŠć×ĂÜÿĉîÙšćöćÖ×ċĚîÓ 

มุมมองตอปลาหนองหาร 

ÒóĎéÖĆîêćöêøÜ ðúćĀîĂÜĀćøĕöŠĕéšĂøŠĂ÷đìŠćðúćĒöŠîĚĈ đóøćąöĊéĉîēÙúîĒúąüĆßóČßđ÷Ăą ĒëöðúćÖĘĕöŠĕéšöĊöćÖđĀöČĂîđöČęĂÖŠĂî ëšćÝąìĈĔĀšðúć

ĀîĂÜĀćøđðŨîìĊęîĉ÷ö ĂćÝêšĂÜĀćÝčé×ć÷ĔĀöŠ đßŠî ÖćøîĈĕðĒðøøĎðĀøČĂĀćüĉíĊđúĊĚ÷ÜìĊęßŠü÷úéÖúĉęîēÙúî đóČęĂĔĀšÙčèõćóéĊ×ċĚîÓ 

แนวทางพัฒนา 

ÒÙîÿÖúîÙøÿŠüîĔĀâŠĕöŠÙŠĂ÷øĎšÝĆÖßčößîìŠćĒøŠöćÖîĆÖ ëšćÿćöćøëÿøšćÜĒïøîéŤÿêĂøĊęìĊęßĆéđÝî ĒúąđúŠćđøČęĂÜøćü×ĂÜßčößîĔĀšēééđéŠî×ċĚî ÝąßŠü÷ĔĀšÙî

ÿîĔÝöćÖ×ċĚî êĆüĂ÷ŠćÜìĊęéĊÙČĂ 'Sakhon Head ÿÖúđăĘé' ìĊęđîšîđøČęĂÜÙüćö÷ĆęÜ÷Čî (Sustainability) ëšćĂ÷ćÖĔĀšÿĉîÙšćÝćÖßčößîđðŨîìĊę÷ĂöøĆï Ùüøĕð

ýċÖþćüĉíĊÖćøóĆçîćĔĀšöĊÙčèõćóìĊęÙÜìĊę ĒúąîĈđÿîĂÝčéĒ×ĘÜ×ĂÜìšĂÜëĉęîĔĀšßĆéđÝîÖüŠćîĊĚÓ 

โอกาสในการพัฒนา 
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ÒĒîąîĈĔĀšĕðýċÖþćÖúčŠö YEC (Young Executive CEO) ìĊęđðŨîđÙøČĂ×Šć÷×ĂÜìć÷ćìíčøÖĉÝ đóČęĂéĎĒîüìćÜÖćøïøĉĀćøÜćî÷čÙĔĀöŠ Ă÷ŠćÜ 'ÿÖú 

Junction ÝĆÜÿĆęî' ìĊęđĂćēøÜĒøöđÖŠćöćìĈđðŨî Exhibition đóČęĂéċÜéĎéîĆÖìŠĂÜđìĊę÷ü ĀøČĂýċÖþć Case Study Ă÷ŠćÜ 'Awakening' ĔîòøĆęÜđýÿ ìĊęîĈñšć

ÙøćöĕðđßČęĂöē÷ÜÖĆï Circular Economy ñŠćîÖćøĔßšÿĊíøøößćêĉ ĀćÖîĈĒîüÙĉéđĀúŠćîĊĚöćðøĆïĔßšÖĆïìŠćĒøŠĕéš ÝąßŠü÷ÿøšćÜöĎúÙŠćđóĉęöĔĀšÖĆïßčößîĕéš

ĂĊÖöćÖÓ 

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 

"I 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—like 

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." 

Srisuda 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 สกลเฮด็,’ 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 จังสัน่’ 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 

คุณแมน เจาของแมนคราฟ Manncraft 

แนวคิดการใช BCG ในการผลิต 

ÒManncraft ĔĀšÙüćöÿĈÙĆâÖĆïÖćøĔßšìøĆó÷ćÖøĔĀšđÖĉéðøąē÷ßîŤÿĎÜÿčéêćöĒîüìćÜ BCG (Bio-Circular-Green Economy) êĆüĂ÷ŠćÜìĊęđÙ÷ìĈöć

ĒúšüÙČĂÖćøĔßšÿĊêÖêąÖĂîÝćÖÖøąïüîÖćøñúĉê ĒúšüîĈöćêÖñúċÖđðŨîÙĂöēóÿ ÝćÖîĆĚîîĈîĚĈéŠćÜ×ĊĚđëšćìĊęđĀúČĂöćĔßšđðŨîðčŞ÷êŠĂ ÖøąïüîÖćøîĊĚßŠü÷úé

×ĂÜđÿĊ÷ĒúąĀöčîđüĊ÷îìøĆó÷ćÖøĔĀšđÖĉéðøąē÷ßîŤÓ 
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แนวทางการขายและการตลาด 

"ñöđîšîÖćøÿČęĂÿćøñŠćîÖćøÝĆéđüĉøŤÖßĘĂðđóČęĂßŠü÷ĔĀšñĎšïøĉēõÙđ×šćĔÝĔîÖøąïüîÖćøñúĉêĒúąÙčèÙŠć×ĂÜñúĉêõĆèæŤ×ĂÜđøć Ă÷ŠćÜĕøÖĘêćö ëšćñúĉêõĆèæŤ

îĆĚîđøĊ÷ïÜŠć÷ĀøČĂÙčšîđÙ÷đÖĉîĕð öĆîÝĈđðŨîêšĂÜĕéšøĆïÖćøĒðøøĎðĀøČĂóĆçîćđóČęĂđóĉęöÙüćöîŠćÿîĔÝĔîêúćé ĒöšüŠćñúĉêõĆèæŤÝąöĊđøČęĂÜøćüìĊęîŠćÿîĔÝ ĒêŠ

ÖćøđóĉęööĎúÙŠćđðŨîÿĉęÜÝĈđðŨîÿĈĀøĆïÖćø×÷ć÷êúćé ÖćøÿøšćÜĒïøîéŤìĊęðøąÿïÙüćöÿĈđøĘÝîĆĚî ÝĈđðŨîêšĂÜöčŠÜđîšîĕðìĊęñúĉêõĆèæŤĀúĆÖđóĊ÷ÜĀîċęÜđéĊ÷ü 

ñúĉêõĆèæŤĔîìšĂÜëĉęîöĆÖÝąöĊ×šĂÝĈÖĆéĀúć÷Ă÷ŠćÜ àċęÜêšĂÜÖćøÙüćöĔÿŠĔÝĔîøć÷úąđĂĊ÷éĒúąÖćøóĆçîćìĊęøĂïÙĂï đöČęĂñöđøĉęöêšîĒïøîéŤ×ĂÜêĆüđĂÜ ñö

ÝċÜöčŠÜđîšîĕðìĊęñúĉêõĆèæŤĀîċęÜđóĊ÷ÜêĆüđéĊ÷ü ìĈĔĀšÿćöćøëðøĆïðøčÜöĆîĔĀšéĊ×ċĚîĂ÷ŠćÜëĊęëšüîÖŠĂîìĊęÝą×÷ć÷ĕðÿĎŠñúĉêõĆèæŤĂČęîė" 

เปาหมายของกลุมลูกคา 

ÒManncraft ĔßšĒîüÙĉé ðúĎÖđĂÜ ìĈđĂÜ ÖĉîđĂÜ ÝċÜêšĂÜđîšîĕðìĊęÖúčŠöêúćéìĊęöĊÖćøïøĉēõÙðøąÝĈ ĒúąđðŨîúĎÖÙšćÝøĉÜìĊęöĊÙüćöÿîĔÝđÞóćąìćÜ đßŠî 

ÖúčŠöúĎÖÙšćĔîÖøčÜđìóĄ ĀøČĂßćüêŠćÜßćêĉ ìĊęöĂÜĀćÿĉîÙšćĂĂøŤĒÖîĉÖĒúąöĊđøČęĂÜøćüđÞóćąêĆüÓ 

แนวทางการพัฒนาผลิตภัณฑและการทดลองใหมๆ 

ÒManncraft öĊĒîüÙĉéĔîÖćøóĆçîćñúĉêõĆèæŤĔĀöŠ đßŠî ÖćøìéúĂÜîĈ Ùøćöĕð÷šĂöÖĆïđÿČęĂ ĒêŠóïüŠć÷ĆÜĕöŠêĉéÿĊ ÝċÜêšĂÜìĈÖćøìéúĂÜĀúć÷ė ÿĎêø

đóĉęöđêĉö đóČęĂĀćüĉíĊìĊęđĀöćąÿöÓ 

การเปลี่ยนแปลงในไลฟสไตลและนวัตกรรมจากทองถิ่น 

ÒóĊęĒîąîĈĔĀšöĂÜĀćñúĉêõĆèæŤĔĀöŠė ìĊęÿćöćøëÿøšćÜöĎúÙŠćđóĉęöÝćÖìøĆó÷ćÖøìšĂÜëĉęî Ă÷ŠćÜđßŠîÖćøĔßšđÖúČĂÿĉîđíćüŤìĈĕĂýÖøĊö đßŠî×ĂÜ Cuun and 

Co. Ice Cream ĀøČĂĔßšÖøąđÝĊě÷ïĔîÖćøìĈĕüîŤ đĀöČĂîÖĆïìĊę With Me đÙ÷ìéúĂÜìĈ ÖćøÖćøĕöŠüŠćÝąđðŨîĔßšÙüć÷ìĊęðúŠĂ÷ĔîĀîĂÜĀćø ĔĀšßŠü÷ðøĆï

ÿöéčúøąïïîĉđüý ĒúąîĈ ðúĉÜöćĒðøøĎðđóČęĂÿŠÜĂĂÖêŠćÜðøąđìý ÖćøđÖĘïĕÿšđéČĂî÷ĆÖþŤßŠüÜĀîšćòîöćêćÖĒĀšÜđóČęĂîĈĕðĔßšđðŨî÷ćĀøČĂ×ĂÜïøĉēõÙìĊę

ßŠü÷ïĈøčÜøŠćÜÖć÷Ó 

ศักยภาพของหนองหารในการพัฒนาเปนศูนยกลางผลิตภัณฑจากธรรมชาติ 

ÒĀîĂÜĀćøöĊüĆêëčéĉïìĊęÿćöćøëîĈöćêŠĂ÷Ăéĕéšđ÷Ăą ĕöŠüŠćÝąđðŨî óČßîĚĈĀøČĂÿĆêüŤîĚĈđÞóćąëĉęî óĊęđÿîĂĔĀšöĊÖćøìĈĒñîñĆÜ×ĂÜóČĚîìĊęĒúąùéĎÖćú đóČęĂ

ĒÿéÜĔĀšđĀĘîüŠćĒêŠúąßŠüÜ×ĂÜðŘöĊìøĆó÷ćÖøĂąĕøìĊęÿćöćøëîĈöćĔßšĕéšÓ 

ไอเดียการพัฒนาผลิตภัณฑและดีไซนใหมๆ 

ÒÖćøîĈéĂÖđÖúČĂöć÷šĂöÿĊíøøößćêĉ êćöùéĎÖćúÖćøîĈñĆÖêïßüćöćĒðøøĎðđðŨîïøøÝčõĆèæŤ ìĊę÷ŠĂ÷ÿúć÷ĕéš ÖćøìéúĂÜ ĒðøøĎðïĆüÿć÷ øćÖïĆü 

đÖÿøïĆü ĒúąĔ÷ïĆü đóČęĂîĈĕðĔßšĔîĂčêÿćĀÖøøöÿĉęÜìĂ đßŠî ëĆÖñšć ĒêŠ÷ĆÜêšĂÜýċÖþćüĉíĊÖćøđóĉęöđêĉöÓ 

แนวทางการพัฒนาสีคราม 
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ÒÖćøìĈÿĊÙøćöÿćöćøëĔßšóČßĔîêøąÖĎúëĆęü đßŠî Indigo ĀøČĂ Indigan ēé÷ÖøąïüîÖćøìĈđøĉęöÝćÖÖćøîĈĔïöćĀöĆÖĔĀšđîŠćðøąöćèÿĂÜüĆî ĒúšüđĂć

ĔïĂĂÖÝćÖîĚĈ ĀúĆÜÝćÖîĆĚîìĈÖćø Aerate (đêĉöĂćÖćý) đóČęĂđðúĊę÷îÝćÖÿĊđ×Ċ÷üđðŨîÿĊîĚĈđÜĉî×ĂÜÙøćö ÿŠüîÖøąïüîÖćøĀöĆÖÿćöćøëĔßš ×ĊĚđëšć öą×ćö 

ĀøČĂ Reducing Sugar Ă÷ŠćÜîĚĈêćúìøć÷ĒéÜĀøČĂđĀúšć đóČęĂìĈĔĀšÿĊêĉééĊ×ċĚî 

ĒîüÙĉéìĆĚÜĀöéîĊĚđðŨîÖćøîĈüĆêëčéĉïĔîìšĂÜëĉęîöćĔßšĔĀšđÖĉéðøąē÷ßîŤÿĎÜÿčé óøšĂöìĆĚÜóĆçîćñúĉêõĆèæŤĔĀöŠė đóČęĂĔĀšđÖĉéöĎúÙŠćđóĉęöĒúąÿćöćøëĒ×ŠÜ×Ćî

ĔîêúćéìĊęÖüšćÜ×ċĚîÓ 

อาจารยนอง-ผศ.วรนุช ชื่นฤดีมล (อาจารยภาควิชานวัตกรรมการออกแบบ มจธ.) 

ñĎšéĎĒúéšćîÖćøĂĂÖĒïïñúĉêõĆèæŤĒúąĒïøîéĉĚÜ øüöìĆĚÜÖćøñúĉêđßĉÜĀĆêëĂčêÿćĀÖøøö×ĂÜēðøđÝÙ Heddi Craft 

จุดเริ่มตนของ Heddi Craft 

ÒHeddi Craft đøĉęöêšîÝćÖēÙøÜÖćøóĆçîćýĆÖ÷õćó×ĂÜÙîóĉÖćøìĊęýĎî÷ŤÖćøýċÖþćêŠĂđîČęĂÜ×ĂÜ öÝí. ēÙøÜÖćøîĊĚöĊöćêĆĚÜĒêŠ 11 ðŘìĊęĒúšü êĂîĒøÖđîšî

ÿĂîìĆÖþąìĊęĔßšĔîÜćîđĂÖÿćø đßŠî Microsoft Word Ēúą Excel ĒêŠđöČęĂĂćÝćø÷ŤĒÝî (ñý.ïčþđÖêîŤ) àċęÜđðŨîĂćÝćø÷ŤÿëćðŦê÷Ť×ĂÜ มจธ. đ×šćöćöĊ

ÿŠüîøŠüö ÖĘđÖĉéĒîüÙĉé×÷ć÷ēÙøÜÖćøĔĀšÙøĂïÙúčöëċÜÙîóĉÖćøĔîêŠćÜÝĆÜĀüĆééšü÷ ÝċÜđÖĉéđðŨîĀúĆÖÿĎêø ÒĀĆêëÖøøöìšĂÜëĉęîÓ ×ċĚîöćÓ 

ความรวมมือกับศูนยการเรียนรูวิสาหกิจชุมชนเตางอย 

ÒöÝí.öĊýĎî÷ŤÖćøđøĊ÷îøĎšüĉÿćĀÖĉÝßčößîìĊęđêŠćÜĂ÷ ÿÖúîÙø àċęÜđðŨîóČĚîìĊęđĀöćąÿöÿĈĀøĆïÖćøìéúĂÜĀúĆÖÿĎêøîĊĚ ēé÷ēÙøÜÖćøĕéšøĆïìčîÝćÖïøĉþĆì

đĂÖßîõć÷Ĕêš öćêøć 35 ×ĂÜÖãĀöć÷ÿŠÜđÿøĉöĂćßĊóÙîóĉÖćø àċęÜđðŗéēĂÖćÿĔĀšïøĉþĆì×îćéĔĀâŠÿćöćøëÿîĆïÿîčîēÙøÜÖćøòřÖĂïøöĔĀšÖĆïÙîóĉÖćø

ĕéšēé÷êøÜ ĒìîìĊęÝąêšĂÜÝŠć÷đÜĉîđ×šćÖĂÜìčî×ĂÜøĆåÓ 

การเลือกอัตลักษณหัตถกรรมของสกลนคร 

ÒÖŠĂîÝąĂĂÖĒïïĀúĆÖÿĎêø ìĊöÜćîĕéšìĈøĊđÿĉøŤßđóČęĂÙšîĀćÝčéĒ×ĘÜ×ĂÜÿÖúîÙø óïüŠćìĊęîĊęĕéšøĆïÖćø÷Ö÷ŠĂÜÝćÖ World Craft Organization ĔĀšđðŨî 

ÒIndigo CityÓ đóøćąìĆęüìĆĚÜÝĆÜĀüĆéöĊÖúčŠö÷šĂöÙøćöđðŨîøšĂ÷ė ÖúčŠö Öćøđ×šćĕðĒ×ŠÜ×Ćîēé÷êøÜÖĆïßŠćÜÙøćöìĊęöĊðøąÿïÖćøèŤÿĎÜÝċÜĕöŠĔßŠìćÜđúČĂÖìĊęéĊ 

ìĊöÜćîÝċÜđúČĂÖđîšîĕðìĊę ÒÖćø÷šĂöÿĊíøøößćêĉÓ àċęÜđðŨîĂĊÖĀîċęÜÙüćöđßĊę÷üßćâ×ĂÜßčößîÓ 

การพัฒนาผลิตภัณฑจากมัดยอมสูเทคนิค Macramé 

ÒđøĉęöĒøÖ ēÙøÜÖćøÿĂîìĈ öĆé÷šĂöÿĊíøøößćêĉ àċęÜđðŨîđìÙîĉÙìĊęìĈĔĀšĒöšĒêŠÙîìĊęĕöŠöĊóČĚîåćîÜćîĀĆêëÖøøööćÖŠĂîÖĘÿćöćøëìĈñúÜćîĂĂÖöćÿü÷ĕéš 

ðŘĒøÖ×ĂÜēÙøÜÖćøóïüŠć ÜćîìĊęìĈĂĂÖöć÷ĆÜÙÜÙúšć÷ÖĆïĀĆêëÖøøöìĆęüĕðĔîÿÖúîÙø ìĊöÜćîÝċÜêĆéÿĉîĔÝêŠĂ÷ĂéĕðÿĎŠÖćø÷šĂöÿĊíøøößćêĉïîđÿšîđßČĂÖ 

ĒúąóĆçîćđìÙîĉÙ Macram« (ÖćøöĆéđßČĂÖ) àċęÜĕéšøĆïĒøÜïĆîéćúĔÝÝćÖÖćøëĆÖĕöšÖüćééĂÖĀâšćìĊęßćüïšćîđêŠćÜĂ÷ìĈÖĆîĂ÷ĎŠĒúšüÓ 

การนำคนพิการเขาสูตลาดงานหัตถกรรม 
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ÒĔîßŠüÜĒøÖ ñúĉêõĆèæŤ×ĂÜÙîóĉÖćøëĎÖîĈĕðìéúĂÜ×ć÷ìĊę êúćéÿüîĒöî àċęÜđðŨîêúćéÜćîĀĆêëÖøøöìĊęÙčèĒöîÝćÖ Manncraft đðŨîñĎšÝĆé ÙîóĉÖćø

ìĊęđ×šćøŠüöēÙøÜÖćøïćÜÙîđÙ÷đðŨîÙîðÖêĉöćÖŠĂî ĒêŠđÖĉéĂčïĆêĉđĀêčĀøČĂðŦâĀćÿč×õćóìćÜÝĉêĔÝ ìĈĔĀš×ćéÙüćööĆęîĔÝĔîÖćøđ×šćÿĆÜÙö ÖćøìĊęóüÖđ×ć

ÿćöćøë×ć÷ÿĉîÙšćĕéšëċÜ 30,000 ïćìĔîÿćöüĆî đðŨîĒøÜÖøąêčšîÿĈÙĆâìĊęìĈĔĀšđÖĉéÖćøóĆçîćēÙøÜÖćøêŠĂĔîðŘìĊęÿĂÜÓ 

ปที่สอง: การพัฒนา “ผงสีธรรมชาติ” 

ÒđóČęĂĔĀšēÙøÜÖćøđêĉïēêĂ÷ŠćÜ÷ĆęÜ÷Čî ìĊöÜćîÝċÜó÷ć÷ćöóĆçîćñúĉêõĆèæŤìĊęđðŨî ÒêšîîĚĈÓ àċęÜîĈĕðêŠĂ÷ĂéĕéšÜŠć÷ ÝċÜđÖĉéĒîüÙĉé ÒñÜÿĊíøøößćêĉÓ ×ċĚî

öć ēé÷ĕéšđøĊ÷îøĎšÝćÖ ÙøĎĀöĉü (Craft.Colour) ñĎšđßĊę÷üßćâéšćîĂîčøĆÖþŤÿĊĕì÷ēïøćè ÙøĎĀöĉüÿĂîüĉíĊìĈÿĊđìĊ÷îÝćÖñÜÿĊíøøößćêĉ ĒìîìĊęÝąìĈÿĊîĚĈàċęÜ

ĂćÝĕðìĆïĕúîŤÖĆïñĎšñúĉêøć÷ĂČęî 

ðŦâĀćĀúĆÖ×ĂÜÖćøìĈÿĊđìĊ÷îÙČĂ êšîìčî×ĂÜĒüĘÖàŤîĈđ×šćĒóÜöćÖ ìĊöÜćîÝċÜêšĂÜĀćüĆÿéčìéĒìîÝćÖĔîðøąđìý ĒúąìéúĂÜĔßš ĕ×øĈ×šćüĒúąĕ×ñċĚÜ

íøøößćêĉìĊęñúĉêĔîĕì÷ ēé÷ĔĀšúĎÖÿćü×ĂÜĀîċęÜĔîñĎšóĉÖćøđðŨîñĎšìéúĂÜóĆçîćÿĎêøÓ 

ปที่สาม: การพัฒนาตลาดและผลิตภัณฑใหม 

ÒðŘìĊęÿćö ēÙøÜÖćøó÷ć÷ćö×÷ć÷ñúĉêõĆèæŤĕðÿĎŠêúćéĔĀöŠēé÷ÖćøîĈ ñÜÿĊíøøößćêĉĕðìĈÿĊÿÖøĊî ÿĈĀøĆïĔßšÖĆïÜćîóĉöóŤ ĒúąìéúĂÜóĆçîć íĎðĀĂö 

đóČęĂéċÜéĎéîĆÖìŠĂÜđìĊę÷ü ēé÷Ē÷ÖÖúčŠöñĎšñúĉêĂĂÖđðŨîÿĂÜÖúčŠöĕéšđđÖŠÖúčŠöìĊęđîšîìĈîĚĈ÷šĂöĒúąñÜÿĊíøøößćêĉđđúąÖúčŠöìĊęđîšîóĆçîćĒúąĂĂÖĒïï

ñúĉêõĆèæŤĔĀšÿĂéÙúšĂÜÖĆïđìøîéŤðŦÝÝčïĆîđóČęĂĔĀšÿćöćøëñúĉêÿĉîÙšćĕéšĀúć÷đÞéÿĊ ēÙøÜÖćøÝċÜĔĀšÖúčŠöĀúĆÖñúĉêĒöŠÿĊÖŠĂî ĒúšüÙŠĂ÷ĔĀšÖúčŠöøĂÜìĈÖćø

ñÿöÿĊđóĉęöđêĉöÓ 

ปที่สี่: การขยายตลาดและการสรางแบรนด 

ÒēÙøÜÖćøđøĉęöóćÙîóĉÖćøĕðĂĂÖïĎíêćöêŠćÜÝĆÜĀüĆé đóČęĂĔĀšóüÖđ×ćđøĊ÷îøĎšÖćøêúćéĒúąóĆçîćìĆÖþąÖćø×ć÷ øüöëċÜÖćøîĈđÿîĂÿĉîÙšćìćÜ ĂĂ

îĕúîŤ ìĊöÜćîÿĂîêĆĚÜĒêŠÖćøëŠć÷øĎðÿĉîÙšć ÖćøÝĆéĂÜÙŤðøąÖĂïõćó ĒúąÖćøđ×Ċ÷îÙĂîđìîêŤĔîđôàïčŢÖ 

ēßÙéĊìĊęßŠüÜîĆĚîóïÖĆï ýĉúðŗî Atompakorn àċęÜđðŨî Content Creator ìĊęßŠü÷ēðøēöêÿĉîÙšćĔĀš îĊęđðŨîÖšćüÿĈÙĆâìĊęìĈĔĀšÖćøêúćé×ĂÜ Heddi Craft 

đðŨîìĊęøĎšÝĆÖöćÖ×ċĚîÓ 

กลยุทธการสรางแบรนดและการขาย 

ÒÿĉęÜÿĈÙĆâ×ĂÜ Heddi Craft ÙČĂÖćø ÿøšćÜĒïøîéŤēé÷ĕöŠĔßšÙüćöÿÜÿćøđðŨîÝčé×ć÷ ĒêŠđîšîĕðìĊęÙčèõćó×ĂÜÿĉîÙšćđðŨîĀúĆÖ ēÙøÜÖćøóĆçîćÖćøĂĂÖ

ĒïïēúēÖšĒúąĒóĘÖđÖÝĔĀšöĊõćóúĆÖþèŤđéĊ÷üÖĆî đóČęĂÿøšćÜÙüćöîŠćđßČęĂëČĂĔĀšÖĆïÿĉîÙšć đßŠî ÿĊđìĊ÷îíøøößćêĉ ìĊęüćÜÖúčŠöđðŜćĀöć÷đðŨîýĉúðŗîĒúąđéĘÖ 

øüöëċÜÖćøêŠĂ÷ĂéđðŨîÿĉîÙšćĒôßĆęîĒúą×ĂÜêÖĒêŠÜïšćîÓ 

Mr. Mann, Owner of Manncraft 
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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%) 

4. Place of Residence 
a. Central   (8.3%) 
b. Northeast   (61.1%) 
c. Bangkok   (2.8%) 
d. Sakon Nakhon  (27.8%) 

5. 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%) 

6. Have you ever heard of the Bio-Circular-Green (BCG Model) before? 
a. Yes    (19.4%) 
b. No    (55.6%) 
c. Unsure   (25%) 

7. Have you ever heard of processing natural products for consumption before? 
a. Yes    (77.8%) 
b. No    (22.2%) 

8. 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? 
a. Yes    (88.9%) 
b. No    (11.1%) 

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

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%) 

2. 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%) 

3. 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%) 

4. 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%) 

5. 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%) 

6. 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%) 

106 
 



 

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: หารละเม็ด Han(d)lamade Branding Prototype 

Brandstory 

 
 

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 “หารละเมด็” 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, “หารละเมด็” becomes “เฮด็ละหมาน”, 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. 

“หาร” comes from Nong Han, which is abundant in fish and natural resources, while “เมด็” 

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. 

“หารละเมด็” 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 

 
 

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 

 

 
 

Fish Product’s Packaging 

 
Reed Mat’s Packaging 
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Tag for small products 
 

 
Chilli Paste’s Packaging 

Figure 32. 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: ดินปลูกสาํเร็จ BCG หารละเม็ด 

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, "หาร ละ เมด็.", 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 

● Ĕßš×šĂÙüćöìĊęēééđéŠîĀøČĂÙĈëćöìĊęÖøąêčšîÙüćöÿîĔÝ đßŠî 

"ตนไมของคุณโตชา? ดินไมดีอาจเปนปญหา! " 

2. Product Introduction (ĒîąîĈÿĉîÙšć) 

● Ăíĉïć÷ÿĆĚî ė đÖĊę÷üÖĆïÿĉîÙšć 

"ดินปลูกจากบานทาแร อุดมไปดวยสารอาหารจากธรรมชาติ ชวยใหพืชโตไว แข็งแรง และงอกงาม!" 

3. Key BeneÞts (ÝčéđéŠî×ĂÜÿĉîÙšć) 

● Ĕßš Bullet Points ĀøČĂĂĉēöÝĉđóČęĂĔĀšđ×šćĔÝÜŠć÷ 

 Ăčéöéšü÷ÿćøĂćĀćøÿĈÙĆâ 

 øąïć÷îĚĈéĊ đĀöćąÖĆïìčÖóČß 

 ðøćýÝćÖÿćøđÙöĊ ðúĂéõĆ÷êŠĂÿĉęÜĒüéúšĂö 

4. Call to Action (ÖøąêčšîĔĀšúĎÖÙšćÿĆęÜàČĚĂ) 

● ßĆéđÝîĒúąÖøąêčšîÙüćöÿîĔÝ 

"โปรพิเศษ! ซื้อ 2 แถม 1 วันนี้เทานั้น " 

"สั่งเลย! ทักแชทหรือคลิก  [ลิงกรานคา]" 

5. Contact & Delivery Information (×šĂöĎúÖćøêĉéêŠĂĒúąÖćøÝĆéÿŠÜ) 

● "สงทั่วประเทศ  คาสงเร่ิมตน 30 บาท" 

● "สนใจสั่งซื้อ/สอบถาม ทักแชทไดเลยคะ " 

Layout for customer inbox 
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1. Greeting & Acknowledgment 

úĎÖÙšć: ÿüĆÿéĊÙŠą 

đđĂéöĉî:"ÿüĆÿéĊÙøĆï! ×ĂêšĂîøĆïÿĎŠ ĀćøúąđöĘé  ĒïøîéŤìĊęÙĆéÿøøÿĉîÙšćēééđéŠîÝćÖßčößîïøĉđüèøĂïĀîĂÜĀćø ÝĆÜĀüĆÿÖúîÙø 

ÿĉîÙšć×ĂÜđøćĕöŠđóĊ÷ÜĒêŠöĊÙčèõćó ĒêŠ÷ĆÜÿąìšĂîëċÜõĎöĉðŦââćìšĂÜëĉęîĒúąđÿîŠĀŤ×ĂÜĒêŠúąßčößî ÷ĉîéĊĔĀšïøĉÖćøÙøĆï " 

2. Product Inquiry Response  

úĎÖÙšć: [ÿĂïëćöđÖĊę÷üÖĆïÿĉîÙšć] 

 ĒĂéöĉî: 

"ÿĉîÙšć×ĂÜđøćđðŨî [ßČęĂÿĉîÙšć] ìĊęñúĉêÝćÖ [üĆêëčéĉïĀúĆÖ] ēé÷ĔßšÖøøöüĉíĊ [Ăíĉïć÷ÖøøöüĉíĊÖćøñúĉê] đóČęĂĔĀšĕéšÿĉîÙšćÙčèõćóÿĎÜìĊęßŠü÷ [øąïč

ðøąē÷ßîŤ×ĂÜÿĉîÙšć] ÙŠą/ÙøĆï " 

êĆüĂ÷ŠćÜ: 

úĎÖÙšć: éĉîðúĎÖ×ĂÜÙčèöĊÿŠüîñÿöĂąĕøïšćÜ? 

ĒĂéöĉî: 

"éĉîðúĎÖ×ĂÜđøćöĊÿŠüîñÿöÝćÖĂĉîìøĊ÷üĆêëčĒìš 100% đßŠî öĎúĕÿšđéČĂî đðúČĂÖĕöšĀöĆÖ ĒúąðčŞ÷ĂĉîìøĊ÷Ť đóČęĂßŠü÷ĔĀšóČßđêĉïēêĒ×ĘÜĒøÜÙŠą/

ÙøĆï " 

3. Pricing & Promotion  

 úĎÖÙšć: êĂîîĊĚöĊēðøĂąĕøĕĀö? 

 ĒĂéöĉî: 

"êĂîîĊĚđøćöĊēðøēößĆęîóĉđýþ!  [øąïčēðøēößĆęî đßŠî àČĚĂ 3 Ēëö 1 ĀøČĂ ÿŠÜôøĊđöČęĂàČĚĂÙøï XX ïćì] øćÙćðÖêĉĂ÷ĎŠìĊę [øćÙć] ïćìÙŠą/

ÙøĆï ÿîĔÝÿĆęÜàČĚĂĒÝšÜĕéšđú÷îąÙą/ÙøĆï " 

êĆüĂ÷ŠćÜ: 

úĎÖÙšć: êĂîîĊĚöĊēðøĂąĕøĕĀö? 

đđĂéöĉî:"êĂîîĊĚđøćöĊēðøóĉđýþ!  àČĚĂ 3ëčÜ ôøĊÙŠćÿŠÜ øćÙćëčÜúą 100 ïćìÙŠą/ÙøĆï" 

4. Delivery & Payment 
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úĎÖÙšć: ÙŠćÿŠÜđìŠćĕĀøŠ? ßĈøąìćÜĕĀîĕéšïšćÜÙą? 

 ĒĂéöĉî: 

"đøćÝĆéÿŠÜìĆęüðøąđìý  ÙŠćÿŠÜđøĉęöêšîìĊę [XX ïćì] ïćìÙŠą/ÙøĆï ÿćöćøëđúČĂÖßĈøąđÜĉîñŠćî [ïĆâßĊíîćÙćø/óøšĂöđó÷Ť/ßĈøąđÜĉî

ðúć÷ìćÜ] ĕéšêćöÿąéüÖÙŠą/ÙøĆï " 

 úĎÖÙšć: ÿĆęÜ [ßČęĂÿĉîÙšć] ÝĈîüî [X] ßĉĚîÙŠą/ÙøĆï 

 ĒĂéöĉî: 

*"×ĂĂîčâćêÿøčð÷ĂéîąÙøĆï  

● [ßČęĂÿĉîÙšć] ÝĈîüî [X] ßĉĚî 

● ÙŠćÿŠÜ [XX ïćì] 

øüö: [XXX ïćì] 

 ÖøčèćēĂîđÜĉîöćìĊę: 

[ßČęĂïĆâßĊ] 

[đú×ïĆâßĊ] ([íîćÙćø]) 

 โอนแลวแจงสลิปและที่อยูจัดสงมาไดเลยคะ/ครับ"* 

êĆüĂ÷ŠćÜ: 

úĎÖÙšć: ÙŠćÿŠÜđìŠćĕĀøŠ? ßĈøąìćÜĕĀîĕéšïšćÜÙą? 

đđĂéöĉî: "đøćÝĆéÿŠÜìĆęüðøąđìý  ÙŠćÿŠÜđøĉęöêšî 30 ïćì ÿćöćøëēĂîñŠćîïĆâßĊíîćÙćø/óøšĂöđó÷Ť ĀøČĂßĈøąđÜĉîðúć÷ìćÜĕéšÙŠą/ÙøĆï"  

úĎÖÙšć: ÿĆęÜéĉî BCG 3ëčÜÙŠą 

đđĂéöĉî: 

×ĂĂîčâćêÿøčð÷ĂéîąÙøĆï    

-  éĉî BCG 3 ëčÜ ÿŠÜôøĊ 

øüö:  300 ïćì 

øïÖüîēĂîöćìĊę  123-4-56789-0 ÖÿĉÖø  ÒßČęĂ îćöÿÖčú đÝšć×ĂÜïĆâßĊÓ   
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***ēĂîđđúšüđđÝšÜÿúĉðđđúąìĊęĂ÷ĎŠÝĆéÿŠÜöćĕéšđú÷ÙøĆï*** 

5. Closing & Encouragement  

úĎÖÙšć: [ÿŠÜøĎðÿúĉðÖćøēĂîđÜĉî óøšĂöìĊęĂ÷ĎŠÝĆéÿŠÜ] 

ĒĂéöĉî: 

"×ĂïóøąÙčèÿĈĀøĆïÖćøÿîĆïÿîčîßčößî×ĂÜđøćîąÙøĆï/ÙŠą!  ìćÜđøćÝąøĊïéĈđîĉîÖćøÝĆéÿŠÜĔĀšìĆîìĊ ĒúąĒÝšÜđú× Tracking ĔĀš

đöČęĂÿĉîÙšćëĎÖÝĆéÿŠÜĒúšüÙŠą/ÙøĆï " 

 úĎÖÙšć: ×ĂÙĉééĎÖŠĂîîąÙą ×ĂïÙčèÿĈĀøĆï×šĂöĎúÙŠą 

 ĒĂéöĉî: 

"×ĂïÙčèìĊęÿîĔÝÿĉîÙšć×ĂÜđøćîąÙą/ÙøĆï ĀćÖêšĂÜÖćø×šĂöĎúđóĉęöđêĉöĀøČĂöĊ×šĂÿÜÿĆ÷ ÿćöćøëìĆÖöćĕéšìčÖđöČęĂđú÷ÙŠą/ÙøĆï ĀüĆÜüŠćÝąĕéš

ïøĉÖćøđøĘü ė îĊĚ " 

6. Delivery Confirmation and Tracking Number 

đđĂéöĉî: [ÿŠÜøĎðÿĉîÙšćïøøÝčĔîÖúŠĂÜóĆÿéč + đú× tracking ĕðøþèĊ÷Ť] 

ÒÿĉîÙšć×ĂÜÙčèëĎÖÝĆéÿŠÜđøĊ÷ïøšĂ÷ĒúšüÙøĆï!  îĊęÙČĂĀöć÷đú×êĉéêćöóĆÿéč×ĂÜÙčè: [ĔÿŠđú× Tracking] 

×Ă×ĂïÙčèÝćÖĔÝìĊęÿîĆïÿîčî หารละเม็ด  ĀćÖĕéšøĆïóĆÿéčĒúšü öĊ×šĂÿÜÿĆ÷ĀøČĂóïðŦâĀćđÖĊę÷üÖĆïÿĉîÙšć ÿćöćøëêĉéêŠĂđøćĕéš

ìĆîìĊ đøć÷ĉîéĊßŠü÷đĀúČĂĒúąéĎĒúìčÖÙĈÿĆęÜàČĚĂÙøĆï 

ìčÖÖćøÿîĆïÿîčî×ĂÜÙčèĕöŠđóĊ÷ÜĒÙŠßŠü÷ĔĀšđøćđêĉïēê ĒêŠ÷ĆÜđðŨîĒøÜñúĆÖéĆîĔĀšßčößîĔîÿÖúîÙøĕéšöĊēĂÖćÿîĈđÿîĂÿĉîÙšćÙčèõćóÿĎŠêúćé

ìĊęÖüšćÜ×ċĚî ×ĂïÙčèìĊęđðŨîÿŠüîĀîċęÜĔîÖćøÿîĆïÿîčîÿĉîÙšćßčößîßćüĕì÷ÙøĆï Ó 

 
 
 
 

119 
 



 

Appendix I: Online Platform Distribution Channels 

 

Platform Pros Cons How It Can Help 
Villagers 

Facebook (Primary 
Platform, 
63.9%) 

Large, diverse user 
base for broad reach. 

 
Supports Facebook 
Marketplace for direct 
local sales. 

 
Facebook Live enables 
real-time engagement. 

 
Targeted ads reach 
specific interest 
groups. 

Requires frequent 
content updates. 

 
Algorithm changes 
may reduce organic 
reach, making paid ads 
necessary. 

Builds brand 
awareness through 
community 
engagement. 

 
Facilitates 
trust-building via 
direct interactions. 

 
Allows posting in 
multiple selling groups 
for free exposure. 

Shopee (E-commerce 
platform, 25%) 

Well-established 
platform with buyer 
trust. 

 
Integrated payment 
and delivery systems 
for convenience. 

 
Attracts customers 
with strong purchase 
intent. 

Requires registration 
and setup, which may 
be difficult for some 
villagers. 

 
High competition 
among similar 
products. 

 
Platform fees and 
commission charges 
reduce profit margins. 

Expands reach beyond 
social media. 

 
Provides secure 
transactions and a 
professional shopping 
experience. 

 
Enables seasonal 
discounts and 
promotions. 

TikTok Shop 
(Emerging 
Platform, 27.8%) 

High engagement 
through short-form 
videos. 

 
Algorithms favor new 
sellers for better 
visibility. 

 
Potential for viral 
marketing. 

 
Livestream shopping 
drives impulse 
purchases 

Requires video content 
creation, which may be 
challenging. 

 
Fast-changing trends 
demand frequent 
content updates. 

 
TikTok Shop fees may 
reduce profits. 

Reaches younger 
audiences who prefer 
video content. 

 
Encourages impulse 
buying through 
engaging videos. 

 
Gives an advantage to 
those who use viral 
marketing. 

 

Table 1. Comparison of Online Selling Platforms for Villagers 
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