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ABSTRACT 

 

In the current situation, the competition for goods or products from community enterprises 

that use cultural resources to present as a selling point is widespread. In each area, each local tries 

to use local wisdom to develop products for marketing benefits. In some cases, this is the nature 

of competition by the same product but in different communities. Therefore, creating the identity 

of the product or product to make it different. Recognized for creating a memorable and 

distinctive. A new feeling for consumers is therefore necessary. Creation of identity and 

application of identity to develop patterns on the packaging of community enterprise products. 

Therefore, education should be obtained for the benefit of income to the community. To create a 

design that is unique to the region, creating a distinctive beauty and showing uniqueness that is 

different from the same product from other regions. The author has reviewed the literature. and 

adapt knowledge from academic articles, including the results of hypothesis testing or relevant 

concepts to be used to create guidelines for communities that want to build strength by using 

patterns or packaging design as a guideline to apply Competitive utilization for community 

enterprise business as well. 

This article aims to provide guidelines for using marketing principles to integrate with 

knowledge of art and design to create strategies for commercial benefits for community enterprise 

products. In this article, we will present Ban Chiang Krom rice products. Udon Thani Province 

This is a product that was originally not unique and different from other community enterprise 

products. But later on, there was a research study to use graphic arts principles for design 

combined with modeling for marketing strategies to develop such products to be different. Create 

uniqueness by applying local identity and marketing by focusing on the appearance of packaging 

that is unique to the region. The study found that the importance of “Novelty” will lead to positive 

consumer attitudes and purchasing behavior. This knowledge may be applied to other community 

enterprise products. 

 

Keywords:  Community Enterprise Products, Product Identity Creation, Marketing Guidelines 

for Community Enterprise Products 

 

 

INTRODUCTION  
 

1. Introduction 

In the community area of Thailand, it can be considered that there are many cultural resources 

from the literature (Ko et al.,2013), it has been shown that the utilization of cultural resources for 
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marketing or commercial benefits is prevalent. There are also those that have been implemented 

with positive achievements and may not have a positive effect on the business. Today's academic 

knowledge, especially in the tourism business is considered to be applied mostly in local cultural 

resources today. There has been a study on the use of local identity to create souvenir products 

that will indicate the local’s identity area. It may be in the form of products or brand on products, 

which were designed to communicate the identity of that local area. 

 There is a various literature, especially literature demonstrates research on the commercial 

use of cultural resources. (Barber et al., 2020; Fu, 2019; Prados-Pen, Barrio-Garcia & Kim, 2020; 

Lin & Wang, 2012.Lert-asavapatra et. Al., 2022). These show their importance and are weighty 

assertions. It has been well proven to utilize cultural resources. However, in some areas of some 

localities, it is not always possible to produce different local products due to space constraints 

that are similar to another social group or community in the same area, including other limitations 

in the local context such as area, climate, topography, so what will be used to make a difference 

"Local product" to stand out from the product or product alone is rare in such cases. People in 

some communities are unable to make a difference in order to achieve product prominence in the 

area as a competitive marketing strategy (Qin et al., 2019). For this reason, the appearance design 

or pattern of packages or packaging is something may replace the difference in product itself. 

According to literature (Qin et al.,2019), it shows that outstanding product design creates 
a sense of novelty by using cultural resources, values, beliefs or traditions. So, it becomes a matter 

of applying these things to the packaging design instead. It is necessary to find a local identity in 

order to be involved in the integration as part of design of local product packaging. It can be used 

as a pattern, picture, etc. 

In this regard, the author would like to present an idea from research and review of papers on how 

there should be an approach to integrate or integrate various interesting elements that may have 

marketing effects based on the application of local identity to design packaging for competitive 

efficiency by citing a case study of Ban Chiang Khrom Rice Enterprise product, which is a case 

study that the author has had the opportunity to do research and bring the results to be presented 

through this academic article. 

1.1 Objectives 

1) To review documents relevant knowledge that can be integrated  

with basic marketing elements in relevant contexts for local packaging design to be effective in 

marketing competition. 

2)  To provide operational guidelines for stakeholders or those involved in generating 

income from community enterprise products to develop packaging for effective market 

competition. 

a. Definitions: Community Enterprise Products, Design, Identity 

The use of cultural resources for marketing or the process of converting culture into a 

marketable commodity or product (Cultural commodification) was discussed in the literature 

(Ko et al.,2011&2013), describing the process. Each step in the conversion of cultural resources 

into commodities or may not be adapted but used in presentations for marketing purposes, found 

in the field of tourism business or products and services that were presented with an emphasis 

on cultural traditions. 

However, the process of converting cultural resources into local products have been 

using for a long time, tourism or conservation studies, but the implementation, although there is 

a problem in causing the culturally distorted, but with new generations of literature, the purpose 

of improvements has been distinguished for marketing is not something that can lead to the 

decline of traditional culture or art (Eunju et al., 2013, Tao Zhang et al., 2018). 

These are used to increase competitiveness in the level of competition between social 

groups, but these cognitive traits have never been specifically applied to a narrower level of 

competition for example; in competitions between smaller social groups: different villages from 

the same sub-district, different sub-districts from the same district or province. which has the 
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characteristics of a unique identity that is diluted, resulting in the issue of having to "find" or 

"create" a unique identity in each community in order to create an image or memory of 

consumers and tourists with the limitation of similar geography and in some communities that 

are close to each other, there is a common culture, tradition, including occupation and income of 

each household as well, finding or creating an identity to have standing out is something that 

may not be easy to do. For this reason, it may be necessary to use a strategy to create packaging 

that is outstanding, even if it is the same product, but when packed in a packaging that has 

outstanding beauty, having a unique identity can make a positive impact on the community that 

produces that product. 

The word “identity” means “personal characteristics” that shows the uniqueness of 

something (Nuchchanat, 2015). It is necessary to use the nature of the study with the 

anthropological methodology (Ngamphit, 2015) to know the essence and concepts to be applied. 

When getting the concept of local identity can be used as inspiration or to produce a design that 

is conveyed or can be clearly demonstrated to clearly communicate that identity. Several 

prototypes may be created and asked the opinions of both population in the local community and 

consumers to be part of design for maximum marketing efficiency. 

According to the literature (Mooktra, 2021), there was a description of the development 

of community's brand and packaging enterprise that steps to acquire identity. The identity of the 

brand may be based on the concept Kotler's marketing "consumer behavior model" (Kotler, 

2000) with three stages; stimulus, perception (known as the "black box" process), which is a 

black box of individual behavior among consumers, and finally, “responsiveness” of consumers. 

In this stimulus, according to Kotler, combines with the literary concept of incorporating 

traditions of each community or incorporating the unique culture of each region (Ko et 

al.,2011&2013) in the product packaging, thus leading to the design create a unique brand to get 

the design work out. When this work is released, it will become something new or cause a new 

packaging style which is beautiful and unusual, as well as having outstanding cultural 

communication in line with the literature (Qin et al.,2019). 

 

 

RESEARCH METHODOLOGY 

 

2. Research methodology 

2.1 Research design 

This study is reviewing literature research. 

 

 

RESULTS AND FINDINGS 

 

3. Results and Findings 

3.1 Case Study 

A Case Study of Ban Chiang Khrom Rice Community Enterprise Product, Chiang Khrom 

Village is one of Na Muang Sub-district Administrative Organization, Prachaksinlapakhom 

District. Udon Thani Province (Department of Provincial Administration, Ministry of Interior, 

2022) derived information from Na Muang Sub-district Administrative Organization found that 

most of people in this area are farmers and mainly problem is household income less than 30,000 

baht per year, which is considered a characteristic of poor population group. It is necessary to 

create outstanding products in the community to bring extra income to people and from the plan 

the 12th National Economic and Social Development Board (2017 - 2021) continues to focus on 

development. The community economy is the foundation of sufficiency economic development 

by promoting local knowledge and wisdom. Monetization development, abilities management, 
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and business model development for communities to be self-reliant and to develop the 

community's economic system to be strong and ready for future trade competition at any level, 

including further business development especially the readiness to compete in trade both 

domestically and internationally to be able to drive the community economy sustainably (Sanya, 

2016). However, Ban Chiang Khrom Rice Processing Community Enterprise established in 2017, 

the group produces GMP (Good Manufacturing Practice) standardized rice and produces organic 

standardized rice, supported by the Department of Rice Promotion and the Udon Thani Rice Seed 

Center. The seed and the group sent jasmine rice to OTOP (One Tambon One Product) contest, 

received a 5-star award, and processed the milled rice into brown rice for sale with jasmine rice 

105, brown rice, red jasmine rice 105, black glutinous rice or Khao Kam, Riceberry rice, Hom 

Nakee rice or RD 83 rice, new species rice of Nong Khai, and Brown Hang rice, which is clear 

grouping in community and try to develop rice products to be sold as local products in community 

to increase opportunity to generate additional income. Due to high market competition in the rice 

business from various sectors. More than hundred rice traders in Thailand, (Department of 

Internal Trade, 2022) implementation or adopting a strategy derived from market knowledge is 

therefore important to find identity and use it as a factor marketing in product competition from 

community enterprises. If "creating added value" is made to products and community products 

by developing packaging prototype of Ban Chiang Khrom Rice Community Enterprise product 

packaging by using marketing concepts to integrate combined with the analysis of empirical data 

to form an equation model basis for product strategy, Ban Chiang Khrom Rice Processing 

Community Enterprise can solve problems for people with low household incomes to generate 

better income and benefit to community sustainably. 

The packaging development of Ban Chiang Khrom rice products was carried out using 

the characteristics of a reproduction study from local identity information. From literature review, 

it was found that research with a reproductive nature based on the community identity or local 

identity, there will be periodic research segments to collect data, limiting the elements that are 

conveyed in terms of local representation. Those elements are made into design prototype is a 

part of the product (Kittikorn&Piyalak, 2020) which presents inspiration and application through 

liberal arts techniques to achieve contemporary or characteristics of logo can be modified to be 

product's brand (Vibhavadi&Kham, 2022). 

The results of cultural studies to find the local identity of Chiang Khrom villagers found 

that local identity of Ban Chiang Khrom has the following components; “Purple” located in the 

upper northeastern part of Thailand, "(Udon) Northern/Northeastern direction" near the Mekong 

River Basin, land of opportunity, delicious food, Naka serpents, red lotuses, among those things 

that create these identities, we may choose one that doesn't cause repeated communication, such 

as "red lotus," which will carry on to the next design. 

Pattern design for using the identity studied from local community. It will be drafting a 

pattern to create a pattern that communicates identity in various forms and bring the pattern to be 

placed on the packaging to be suitable and beautiful as in; 
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Figure 1: Figure 1 shows pattern design guidelines and simulations of placing patterns on packaging. 

 

The results obtained from the experimental design of the aforementioned packaging, 

found that the novelty of the design led to positive attitudes and purchase intentions from 

consumers with patterns that convey local identity for public relations. This approach is consistent 

with the literature of (Abdullah&Yu (2019); Rachbini&Augustina (2019); Rachbini &Augustina 

(2019); YILDIZ (2017); El-Zeiny (2019); Powrani &Kennedy (2018); Zhang et al. (2020) , and 

Qin et al. (2019). 

 

 

CONCLUSION 

 

4. Conclusion 

The appropriate identity that will create a memorable image or create a distribution 

opportunity is patterned packaging uniquely in the upper corner of red lotus pattern. It is 

contemporary and beautiful and expresses the settlement of the community, unlike other 

packaging products of the same type, and has a simple aesthetic in design. The packaging 

designed as a novelty can be transformed into a consumer stimulus (Kotler, 2000) concept. 

Therefore, the marketing team should try to extract the identity of the community in which 

the product is developed or the community enterprise product is created. Especially in products 

that are redundant and novelty that can be felt or the distinctiveness that can be observed from the 

design and development of patterns that are unique, clearly representing the community area that 

can make the difference to the product. 

However, the design approach is still up to the individual designer. The design guidelines 

that how much it can be developed to a modified level is still interesting to study further. Thailand 
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is dramatically concerned to the adaptation of cultural resources in a limited form, for example, 

some identities may need to be designed to be serious and elegant, but cannot use a playful design 

approach. 
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