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ABSTRACT

The objective of this thesis on branding paper mache products in Thailand has
divided into 2 parts. The first part is to study the process of branding paper mache products in
Thailand and the second part is to study the communications instruments in branding paper
mache products in Thailand. The study is made in the form of qualitative research by in-depth
interviews of three business owners in paper mache market. They are Siamcraftintertrade,
Frompaper and Chaarts; for each brand three persons are interviewed. Therefore, 9 individual
persons jointed for the interviews.

The results of the study on branding paper mache product in Thailand are as follows;

1. The process of branding paper mache product in Thailand by utilizing the
philosophy on Sufficient economy has 10 steps.

1.1 Brand positioning creating the fantasy cartoon products with colorful as the
distinctive design of the products under the concept of eco-friendly

1.2 Brand attributes namely paper mache product in Thailand being the products
focusing on the utility and the beauty: the products being able to promote the paper handicraft to
be the industrial craft produced from reuse paper and to create the Thais feature products in the
form of cartoon whether Thai’ kids, Thai boxers, Tuk-Tuk with the Thai painting, gold stripes

1.3 Brand Identity the unique feature of the product and its brand, such as the
name, logo, name card, website, and packaging in order to develop the distinctiveness from the
competitors

1.4 Brand culture by educating the people in the organization to know the paper

mache handicraft of Thailand, to be aware of the importance of handicraft, to inherit the



arts and crafts, to be proud in the profession, to be part in the eco-friendly production by reducing
the waste and not producing the pollution impacting the environment. This recycle production is
increasing the value of the waste which is improving the profession’s position of this industry in
order to distribute the better cost of living to the people.

1.5 Brand awareness with marketing communication the customers, the brand will

offer not force the products and the purchase evaluation for whole and retail sale will be done.

1.6 Brand loyalty the storage system for domestic customer, international customer
to update the newly products regularly on the website. In addition, to constantly and rapidly reply
the clients’ email creates creditability. Accordingly to relationship to the customers, the brand
will offer not force the products and the purchase evaluation for whole and retail sale will be
done.

2. The instruments for the marketing strategy in branding paper mache products in
Thailand that being brought to be applied are consist of twelve kinds i.e. public relation,
exhibition, product advertising, distributors, salesman, packaging, showcase, website, activities of

the organization to the society, the customer services and consignmen






