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Abstract

The objectives of this research paper were to: 1) study and analyze Bang Nang Lee
Sub-district's identity, 2) implement Bang Nang Lee’s identity in the brand design, and 3)
analyze the perceptions of Bang Nang Lee's brand products. A Mixed-method research was
utilized in the study. The samples included 306 tourists and 31 main informants on research.
The areas under study were purposefully chosen. The data collection tools included
observations, interviews, group discussions, assessment forms, and questionnaires. The
quantitative data were analyzed using descriptive statistics, including frequency and percentage.
The qualitative data were analyzed using content analysis. The results of the research
revealed as follows. 1) The local identity of Bang Nang Lee consisted of physical identities
that were physical characteristics, which was considered to be Bang Nang Lee's strength.
Also, the intangible identity involved community wisdom, beliefs, faith, social activities,
traditions, and culture that developed into local people’s attachment and mutual memory.
2) The transference of Bang Nang Lee sub-district identity to develop a brand that was applied
in brand design cave artistic elements symbols from both concrete and abstract forms
identity, which were color themes, shape groups, texture groups, and text groups. Then, they
were used to design a brand named "Nang Lee." These were evaluated and found that they
were appropriate and the appropriateness was rated at a high level. 3) The analyzed data

on the consumer perceptions towards the brand images was also found at a high level.
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Figure 1 The study of tangible identity and intangible identity of Bang Nang Lee
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Table 1 Transcribed identity of tangible and intangible for the art elements
Element of arts Tangible Identity Intangible Identity
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Table 2 The results of Bang Nang Lee sub-district’s products brand design

Bang Nang Lee Sub-district’s products brand design
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Table 3 Evaluation results of Bang Nang Lee sub-district’s products brand design. (experts n=9)

Topic of Brand Design X S.D. Satisfaction Level
1. Memorability 4.26 0.69 Satisfied
2. Interpretation 4.33 0.66 Satisfied
3. Aesthetic Appeal 393 0.82 Satisfied
4. Transferability 3.76 0.81 Satisfied
5. Adaptability and Flexibility over Time 3.46 0.89 Neutral
6. Legal and Competitive Protectability 3.73 0.82 Satisfied
Total mean 3.91 0.33 Satisfied
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Figure 3 Consumables products of Bang Nang Lee sub-district’s brand
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Table 4 Evaluation result of brand image toward costumers’ acknowledgement. (n=306)

Topic of brand Image X S.D. Satisfaction Level
1. Brand Attributes 3.99 0.73 Satisfied
2. Brand Benefits 3.96 0.74 Satisfied
3. Brand Value 3.62 0.79 Satisfied
4. Brand User Personality 3.57 0.77 Satisfied
5. Brand Personality 3.46 0.77 Neutral
Total mean 3.71 0.76 Satisfied
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