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Abstract

This study aimed to 1) examine the needs regarding branding and storytelling of
community identity on packaging, 2) develop an ethnic woven textile brand and narrative
packaging using augmented reality (AR) technology, and 3) evaluate the effectiveness
and user satisfaction. The sample comprised 5 members from the Huai Khayeng Elephant
Forest Community Enterprise in Thong Pha Phum District, Kanchanaburi Province, 385
tourists and residents from 7 districts in Kanchanaburi Province, 3 design experts, and 30
users. Research instruments included questionnaires, interviews, expert evaluation forms,
and user satisfaction surveys. Data were analyzed using descriptive statistics (mean and
standard deviation). Results for Objective 1 revealed that consumers brand identities
reflecting product benefits and origins, while entrepreneurs preferred meaningful names
communicating ethnic identity. For packaging, consumers demonstrated a very high
overall demand (X = 4.22), whereas entrepreneurs emphasized flexible and low-cost
packaging. Regarding storytelling, consumers sought engaging content and informative
product details, while entrepreneurs prioritized presenting community lifestyles and
craftsmanship. For Objective 2, the developed brand, Suwila meaning a blessing or
well-wishing ritual symbolizes goodwill between weavers and users. The logo featured
an inverted "S" with its tail embellished by Pikun floral patterns. The packaging was
designed into Pikul floral pattern image and delivered community storytelling through
AR technology, presenting traditional lifestyles, weaving intricacy, and community-made

textile products. For Objective 3, the expert evaluation revealed that the model
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demonstrated effectiveness at the highest level (X = 4.36). Likewise, user satisfaction

was also reported at the highest level (X = 4.55).

Keywords: Branding, Storytelling on Packaging, Ethnic Textile
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and storytelling 4) Repetition 5) Contrast 6) Hierarchy 7) Emphasis

on packaging - Narrative Theory 1) Exposition 2) Raising action

1) Brand name ‘ 3) Climax 4) Falling Action 5) Ending

2) Brand Logo - Graphic on Packaging 1) Simple 2) Aesthetic 3) Function
3) Slogan 4) Economic

4) Details on ‘v

package

5) Typography Effectiveness and User Satisfaction

6) Color 1) Brand name 2) Brand logo 3) Details on package

7) Type of 4) Typography 5) Color 6) storytelling through technology
narrative on 7) Practical application

package

Figure 1 Conceptual Framework
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Table 1 Mean and Standard Deviation of Consumer Requirements for Packaging

Design of Ethnic Woven Textile Products.

Attributes of Level of Requirement | Attributes of Level of Requirement

Design X S.D. Design X S.D.

Structure 4.35 (Very high) | 0.605 Graphic 4.36 (Very high) | 0.636

Convenient to 4.34 (Very high) | 0.739 | Reflect 4.46 (Very high) | 0.739
hold and carry unique
identity

Easy to open, 4.33 (Very high) | 0.762 | Bright and 4.52 (Very high) | 0.685

and handle vivid colors
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Attributes of Level of Requirement | Attributes of Level of Requirement
Design X S.D. Design X S.D.
Convenient for 4.32 (Very high) | 0.747 | Easy to read 4.41 (Very high) | 0.808
packing
Visibility of the 4.32 (Very high) | 0.803 | attractive 4.49 (Very high) | 0.750
product inside
Protection of 4.34 (Very high) | 0.774 | Provide 4.22 (Very high) | 0.878
product shape information
Appropriateness 4.45 (Very high) | 0.759 | Enhance 4.24 (Very high) | 0.887
for usage brand image
Environmentally 4.43 (Very high) | 0.733 | Reflect brand 4.17 (High) 0.822
friendly identity/story
Reusable 4.29 (Very high) | 0.839 | Add value 4.18 (High) 0.895
Use of AR Technology on Packaging 3.96 (High) 0.809
Technology providing additional product information 4.10 (High) 0.889
Tells appealing community/local identity stories 4.11 (High) 0.876
Bilingual content (e.g., Thai-English, Thai—Chinese) 4.03 (High) 0.964
Enhances understanding through images/animation 3.91 (High) 0.981
Supports audio narration/sound 3.67 (High) 1.216
Overall 4.22 (Very high) | 0.603

310 Table 1 ngudiegeianadelaemivegluszduuinign (X = 4.22) Wefiarsan
Jusedumuin drunsifinuuussydue (X = 4.36) $Aud8IN158940A 50390930 Ao
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daudl 1 asdudldteuusud Suwila (ivay) anatwingwdedud uladn gutay
dofansdasumuinanuUnsmnANNMegiiy HansRLLUTUR Stwila §9 Figure 2

Figure 2 Logo designed of Suwila

971 Figure 2 Wuniseanwuulaets S 1andudnu Wisnusiidanunuivendu
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nenfinaunudndnualveseninedadesseweshidlimeluanyuyu [aATauanla
audvesing fudeidedmnudunzies fonvsdaun q dedadudeidsedesauiy
fmeusaziiy Slogan: CRAFTED WITH HEART wasuiayfinedeila wWislaenadesiumums
asdumidesnmslitiruduaina Whilsine Fuadly nzdunnineyne

gl 2 HANNTEBNKUUUTTY TN MNHaN1sANYILY Table 1 {3TelAoanuuuusssioe
Tngihanudeinisvesusiaauiansan fwandly Figure 3
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Figure 3 The Packaging Design
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97 Table 1 §uslaadioamsussyfarifiduinsredauindon (X = 4.43) uslumaUjdn
FATeldiamnussiueilagldnaesanarainla iesanianlusdasududeadunaiain
vioua Sauihiminunuazuandelivangtunisvuds Snitausznounisdeanisdumu
liigenn vssafusiwanafindduyuiesduay 7 vim minldTanduilduiingsodwandon
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Table 1 fidosmaiiiomilianFosuru (X = 4.11) uadlidoyaifisiundndasi (X = 4.10)
saeufesnsvesiUszneunsiinesn niiaue it ingususazunans sy Jefmun
dommaadosiiumalulad AR fauandlu Table 2

Table 2 Narrative Script for Community Identity Storytelling Using AR Technology

Figure Sound Time
(mins)
The atmosphere of Ban Rai Pa, located in Huai Khayeng Subdistrict, | 0.35

local lifestyle and way | Thong Pha Phum District, Kanchanaburi Province, is

of living. an area inhabited by diverse ethnic groups and
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Figure

Sound

Time

(mins)

cultures, particularly the Pwo Karen or Mon . This
group of Karen people has close cultural ties with
the Mon and has therefore been influenced by Mon
culture. The community maintains its own
distinctive lifestyle and cultural identity and
continues to preserve its ethnic traditions up to the

present day.

The weaving practices
of community

members.

Ethnic woven textiles are an intellectual heritage
that emerges from the transmission and
continuation of indigenous knowledge within the

community across generations. Through distinctive

P¥ | weaving patterns, cutting, sewing, embroidery, and

decorative techniques, these textiles and color

51| combinations reflect the unique cultural identity of

the Pwo Karen, expressed through characteristic

motifs.

0.25

Problems arising from

the community.

Inst: Voices from the community members — “In
the past, we could sell our products only at trade
fairs. But once the event ended, hardly anyone

knew about our products.”

0.10

The development of

products, brand

identity, and packaging.

Given the community’s lack of a distinctive brand
identity and quality packaging, along with limited
product differentiation and the absence of a clear
community-based brand. The concept of Suwila
represents a blessing. Suwila derives from the Pwo
Karen language, meaning a blessing or well-wishing
ritual. It is the name chosen by the Huai Khayeng
community to preserve their Pwo Karen identity
through the use of their local language. Moreover,
the term conveys a meaning associated with giving

blessings.

1.20
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Figure Sound Time
(mins)
Contact information. Product and brand development has resulted in | 0.40

a range of items, including cup holders, coasters,
; hand towels, inhaler covers, neckties, fabric cup
bags, the LabuBoo doll set, and brooch pins.

For product inquiries or further information, please

https:iwww.suwilaa.com

contact the Huai Khayeng Elephant Forest

Community Enterprise or visit www.suwilaa.com.
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Jovinduadvialodnauenisimnalulad AR aswansly Figure 3 Wollandesann
Tnséwislefio deqluil Suwila AR Marker aziiunduizouadnanvalyusuuuUsseiae

Figure 3 Example of Storytelling on Packaging Using Augmented Realit

3. wan1sUsiiiuyszaniatnuazanuiawaladiunisadiwusuduasnisesas
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Table 3 Mean and Standard Deviation of Expert Opinions and User Satisfaction

Regarding the Effectiveness of Brand Development and Storytelling Packaging Using
AR Technology.

Brand Development Level of Opinion Level of Satisfaction

and AR Storytelling on — —

Packaging X S.D. X S.D.
Brand Name 4.80 (Very high) 0.217 4.65 (Very high) | 0.449
Brand Logo Appearance 4.26 (Very high) 0.877 4.54 (Very high) | 0.543
Typography 4.15 (High) 1.309 4.53 (Very high) | 0.577
Color Usage 4.12 (High) 1.221 4.51 (Very high) | 0.665
Branding Components 4.43 (Very high) 0.521 4.61 (Very high) | 0.578




K 255755 Tnenagwgn U9 36 auui] 1 (unTieu - dguign 2569)

Brand Development Level of Opinion Level of Satisfaction
and AR Storytelling on — —
. X S.D. X S.D.
Packaging
Storytelling through AR 4.46 (Very high) 0.681 4.56 (Very high) | 0.564
Application of AR 4.31 (Very high) 0.673 4.58 (Very high) | 0.531
Overall 4.36 (Very high) 0.735 4.55 (Very high) | 0.515

(%) a

oy A = & a a Y P
90 Table 3 wui1 G¥gINllssRuANUAnTURUsEANS A mMInesilusEAUINNTIan

(X = 4.36) drwdnviesiituazau@niamiag danuinelalaesiueglusedvuiniian
(X = 4.55)

aAuTgNa
NaAIUFBINTHBNTEILUTUALATMTIE e sdndnualyuruuuUsTaAuTidlemaTulad
AR

HANSITEUTINUNUI Juslaalinnuddgdunsiinuuussadueilaefeenisddu
flanla uazazaan (X = 4.52) madegaruaila (X = 4.49) uazmsagyieulendnvaiianz
(X = 4.46) @onAdeariy Velasco et al. (2014) Aiszyin Auaziendnualuuussiamiiavina
Giamﬁuiltazmiéfmauiﬁa uaz Vikram & Sharma (2024) fiwuin ussasamiiazsieuondnwal
visRuaTaInILAnskaz iuyar iR UNEASaells Wwufsafununds Besuswe)
(2566) ina2171 nafinuuussySeiagdsnauaulaliusinanduiuniednaulade
uananil Fuilnadesnsueiundndasinelu (X = 4.32) Farsairemndoiuliiy
Aot (Rundh, 2016) fruwmelulad AR wiifidadesnindudy 9 (X = 3.96) waiEuslna
Tanvauladunisians esyurunasdeyandndusiluseiugs aonndeady Hilken et al.
(2017) uag Javornik et al. (2021) fiseyin AR UuUTTYTusidaienisdenrenisensual
seinagfuslaafuuusus enlsfinu edeiiiiniteradlosnananbiduesiumalulad
AR vesifU3lnAUNenga Feaenndasifu Rauschnabel et al. (2019) imuin nsseniumalulad
AR fsnsliguassmananusdndudaunlasnisuinauuLAg

NANTITBITINUNIN FUTENOUNIABINSLUTUANaziBusndnualmsTausssuLay
usTaefidauangu dunudn Jansiiva dnen wazasidey Yaueluua (2561) nana
NM308NLUVUTTSTd S UREn ST yussaidiannuminzay landudessagaaus
U Lundquist et al. (2013) na1ndeni1siai3eedn amnsaada Brand Loyalty way Word-of-
Mouth luidsuan aeandesiu Ternyik (2023) findninnsia3esiatinguuidunsdoans
AT Usenounisdeanisazioufisanuaianilalusndnuaivesnu wazdiaonndosiu
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undntl lvevuy wordstan gauming (2559) inddn nquAumAtuglaieyludstugiu
flaazdsnsinuiendnuaifiunie mnuide Ysemd waziamusssuely msysannisdeya
faapauumauandliifiuinfafuilnauasfussneunis fuumesaiufuiivosnisussy fus
fiflamune avviousndnwal uazannsaiddosld

AN IWAILLUTUAR e AWUSuAzUTII sl adaemalulad AR vasianuiayuvy
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LUsUA Suwila Aeflsmsdasummnsaunfanngvegiiu msldnwwissiuaenades
AULUIAA Place-based Branding U89 Hanna & Rowley (2011) tag Balmer & Chen (2017)
Afunsa¥rauusudnendnyainisiausssy nseenuuUATAnanvaiUssyndndnni s
PBNKUY 7 UTEN13 @0Andadriu Van Grinsven & Das (2016) wazazviouwudfn Glocalization
994 Steenkamp (2019) Anauna A duviosdiufuamufuaina alawnu CRAFTED WITH
HEART defspnnusslauazausnlunisvnedn deeonndasiuuunan Emotional Branding 184
Brakus et al. (2009) #iLfun1sadrsanud sulosmsensualseninafuslanduuusus uay
feaenndosunuInig "B-R-AN-D' 193388955871 358N wazAudy 9 (2561) Adeansnmean
VOIUTUANTUAIUNNNE AL LN N Y]

MsmuIUssiueildndsmaradnlanssundgaiitelueaiundniusl novaues
AUA BNV UTLaAlY Table 1 n15ld7anlusdladanadasiu Simmonds & Spence
(2017) fiwudn miuaaLﬁumﬁmﬁ’m%Lﬁma’aWL%aﬁuLLavmm&gﬂﬁa wag Sabo et al. (2017)
fisy yd1 vasgdasilusslativanaugdnliviveunas giiiunssuRanIn n1seenuuyl
uiazduidledosietuasifuninauysal LiJumﬂwaﬂ SAFE (Simple, Aesthetic, Function,
Economic) @enndasifu Ampuero & Vila (2006) finui1 Uiﬁﬁgﬂmemmmmmul,aﬂmw (Unity)
wagdlaaiau (Focal Point) Yigfpaaduaulanazasanisandd

naaFestemelulad AR Wamndevmanulassads 5 funouredsnd lndae
(2503) @eAAA 847U Narrative Arc 984 Pulizzi (2012) 7 119115 091a17 A dafi9 o3 ueu
amudauds msuAdym uagsunaguiidaau msldmalulad AR l@nFesuuussy sy
winnssuiiviuarie aenadesiu Scholz & Smith (2016) way Javornik (2016) Aiszyin AR a¥ns
Uszaunisal Physital (Physical + Digital) waziiy Engagement 5%k Moulard et al. (2021)
wuin fuslaagalmilinnuddytudessauasBufidisnnduiiofaunieninisanios
dmsundnsaiviidessniundeto
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v o

AL gavgiianudaiudeussdniainlaesinlusedvuiniian (X = 4.36) lngli

Y

- a

auddyfunsdudiieuldieuazasiouondnual (X = 5.00) uazalaunuiinszdyu ans
18 (X = 4.80) donmdosiu Pogacar et al. (2018) finudn FouususiiSeuiewaziinunung
45197159991 1617 Q’Lsﬁau%ﬂmiﬁﬂawmﬁﬁﬁ@ﬁuLﬁamwmiLa'ﬂL%@QﬁLsﬁﬂadwLL@sﬁ%’NMWLL@ﬂ@iN
NG (X = 4.60) @oAndoeiy Tamovskaya & Bertilsson (2022) fiszy3n Astasesiid]
londnwaladrsrnuunnsinsandudsld 4o Suwila 91nnwviesiiuazyieuendnuaiudiugle
Farau feinddlndiAvstunuidovemsiiva dan uazsiimi Sansluua (2561) Malaized
Aedudadnvalyusuaiianuiiaulauazanuuaneig aenadesiu Stryker (1991) way
Buvdy $vymud uazaudu 9 (2553) {ldnuiaufimelageaniudenusud (X = 4.65)
aeAUsENOULUTUA (X = 4.61) waznsilUlduselowi (X = 4.58) aenndasiuiuennsal
wanadled (2560) Ainudn msadisyarufinannauandszaunisaltelingn doei
viuaste Weusnmungumuin aundndamiafianelagenintnvieadisndnios (4.62 vs 4.52)
LanIIUUTUA LTIt ainulandgldanuets mafiuyadvhensiaFomiumalulad AR
vl AiusiAnauiiaulaiuan nuindey dsau yuvu 3693anay Taussuviosiu
Alsiwiloufuvesyuwudu q (efyan L%wjaqa, 2546) @onnaonuiueInTal wImual@
(2564) ing i1 Mmsassdamnuannsalunmsudstunmeldnmsnanalislvsivosyalaniiin
Foaadrayan il udosoanaugliid undndaei i iuaioaiuainudesn1sveagni
(De Chernatony et al., 2000) ¥1elinAnduaiunnsi1991nA wdsuazyreas1eslszaunisal
funnsnemsdslavesiianuazdield

unagUuasdatauaunuey

LUsLs Suwila tanTuanawngadeddu] defimsdweunnudnuararansisaun
fangmegesu vssatamiasvieulifaayureadusnedni TaailoiFeworuazusznouiiu
meaeniina nslaiFesuuusTafusisemelulad AR tutievensndnual InTInvesuARg
T duiisanuntu nan1sUssdiuid {demgfimnudadiudeussansnmlasuoglusedy
wniign (X = 4.36) vauzditnviesiliuazanndniamasguvuiinrudfionelalnesimogluszdu
uniign (X = 4.55)
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