nswandelavaNaduasun1snaInnuUAIYNTY HEASMATNEIUIINANAULI
asINEnnae “gulng”
Developing Advertising Media to Promote Community Product Marketing: A Case

Study of “Yim Thai” Water Hyacinth Handicrafts
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Abstract

This research aimed to explore the appropriate content and format of
advertising media for community products made from water hyacinth under the
“Yim Thai” brand. A qualitative research methodology was employed, including

in-depth interviews with local producers and focus groups with target consumers



(10 groups in total). Data were analysed using content analysis techniques. The
findings revealed that working-age consumers (29-44 years old) were familiar
with digital platforms and interested in products that embody local cultural
values and eco-friendliness. Effective advertising media should include clear
product visuals, demonstrations of real usage, natural colour tones, and concise
messaging, often supported by influencers or user-generated reviews. The slogan
layout “Rak Thai, Rak Lok, Use Yim Thai” received the most positive feedback
from both producers and consumers for its ability to communicate identity,
simplicity, and reliability. This study contributes new knowledge regarding the
design of culturally embedded advertising media for community products. It
highlights the importance of integrating marketing strategies with creative media
and local identity, offering a practical framework for community branding and
promotional development in other regions.
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