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Abstract

Branding and Marketing Mix of -One Tambon One Product (OTOP) in
Mae Rim District, Chiang Mai aims to create a brand and product container for
embroidering and pattern design for Hmong embroidering in. Maesa Mai, Chiang Mai.
In addition, it aims to develop marketing mix for embroidering products and pattern
design of the embroidering in Maesa Mai, Chiang Mai so that it'.can be used for
commercial purposes. The research methods were in-depth interview, focus group, and
workshop training. The findings based on the branding and product container for
embroidering and patter design demonstrated that the Hmong should create their
identity ‘to correspond to their brand name known as “Doi Pha Klong”, a-hill where the
Hmong tribe has lived-for a long time. The logo is a graphic picture of Hmong people
embroidering. This.conveyed the-inheritance-of embroidering. It was also related to
branding position illustrating textile weaved from a type of -non-psychotic variety
cannabis ‘with a ' unique Hmong pattern. For the development of marketing mix
strategies, it-has been-found that in the aspect of product, they should-present that
the process to produce the textile was complicated and delicate that only Hmong can
produce it. Spiritual marketing should be implemented as it reflects the local wisdom
being inherited from generations to generations through culture, tradition, and believes.
This can also add the value to the product under the brand “Doi Pha Klong.” In the
aspect of price, the price should be high to correspond to the value and the identity of
the product. For ptace strategy, members of the community should sell in-the product
in exhibition held by the government or other related departments in both provincial
and national level. For promotion strategy, people in the-community should wear the
costume when attending an exhibition .in-—order to well present their identity.
They should also use website and social media such as Facebook, Line, and Instragram
to promote .and publicize their products. For people strategy, the community
participation and awareness to inherit the community wisdom of embroidering should
be enhanced. For process strategy, the story of embroidering should be presented as it
is exquisite, beautiful, and. unique. For Physical Evidence strategy, the location of the
community should be used to attract tourists. Moreover, the new generation should be

encouraged to participant in local wisdom inheritance and become young tour guide.





