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Abstract

In the era of the Experience Economy and identity-driven creative industries,
Thai Geographical Indication (GI) product packaging holds strategic importance as an
experiential touchpoint bridging physical and digital worlds (Physital). It is not merely
about aesthetic packaging, but rather a seamless integration of design and technology.
However, the communication of GI product value and identity currently lacks unity
and a digital trust ecosystem to ensure transparency for consumers. This conceptual
article proposes “Tri-Essence Conceptual Framework For Thai Gl Product Packaging
Design” as an analytical and design-oriented framework to elevate Gl packaging for the
premium market and support the national Soft Power strategy. The framework
comprises three integrated dimensions: (1) Aesthetic Essence, focusing on creating a
premium image and enhancing perceived value; (2) Cultural Essence, conveying the
meaning and "spirit of place" through local symbols and visual motifs; and (3) Digital
Essence, enabling traceability and physital experiences through technologies such as
QR codes and Augmented Reality (AR). Together, these dimensions reposition
packaging from a mere protective container to a strategic tool that strengthens value

communication, builds consumer trust, and improves the competitiveness of Gl



products. The article further offers policy implications for developing standardized
evaluation frameworks for Gl packaging, as well as practical guidelines for community

enterprises to adopt digital technologies according to their readiness levels.

Keywords: Tri-Essence Framework; Packaging Design; Geographical Indications;

Cultural Identity; Phygital Experience
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