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Abstract

This research aimed to: 1) design and develop the production process of Thai Song
Dam dolls and their outer packaging, 2) develop the marketing process for Thai Song Dam
doll products containing aromatic herbs, and 3) transfer the production process of Thai Song
Dam dolls. The study employed a mixed-methods research design involving three groups of
participants: 1) five key informants, selected through purposive sampling, 2) 403 consumers,
selected through convenience sampling, and 3) 107 participants involved in the transfer of
the Thai Song Dam doll production process, also selected through purposive sampling. The
research instruments included focus group discussions and questionnaires. Qualitative data
were analyzed using content analysis, while quantitative data were analyzed using percentage,
mean, and standard deviation. The main findings were as follows: 1) three types of Thai Song
Dam cultural-tradition doll products were developed; 2) consumers’ overall opinions toward
the Thai Song Dam cultural-tradition doll products were rated at a high level; 3) the herbal
inhaler product was successfully registered under the standards of the Thai Food and Drug
Administration (FDA); 4) a brand of herbal inhaler under the Thai Song Dam Doll trademark
was created; 5) an online marketing communication platform under the NGAM CRAFT brand
was established; and 6) the production process of Thai Song Dam cultural-tradition dolls was
transferred to assistant trainers, student groups, and the local community through a community

knowledge-sharing program.
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Figure 1. The ten styles of Thai Song Dam dolls: inhaler and balm variants

Source: Created by the authors
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Table 1. Thai Song Dam dolls representing culture and tradition product

Culture/ Thai Song Dam doll Description of the doll
Tradition Style picture
The Traditional

In Gon Game

A man wears a Kom (short-sleeved shirt), a
waist bag, and carry a yam (shoulder bag).
Awoman wears a Hee (outer jacket) shirt over
the Kom and a sin lai tang mo (a watermelon-
patterned sarong).

Both participate in the In Gon (traditional

throwing) game, holding a (uk kon, ma kon,
or luk chuang (the cloth ball/shuttlecock).

Khaen Dance A man wears a Kom shirt with a waist bag and
a shoulder bag. A woman wears a Kom shirt,
a watermelon-patterned sarong, and a shoulder

sash embroidered with the dok pieo motif.

Pounding A man wears a Kom shirt with a waist bag and
Khao Mao a shoulder bag.
(young green A woman wears Kom shirt with a watermelon-
rice flakes) patterned sarong, working together to pound
Khao Mao (young green rice flakes): the man

pounds the rice in a mortar with a heavy

wooden pestle, while the woman winnows

out the shriveled grains with a Kradong basket.
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Figure 2. Outer packaging design for Thai Song Dam dolls

Source: Created by the authors
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Figure 3. Behind-the-scenes documentation of Thai Song Dam production process and
cultural narratives for online release as stills and a short film

Source: Created by the authors
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Source: Created by the authors
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Figure 5. A Story of Pride by the Thai Song Dam Research and Development Team

Source: Created by the authors
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Figure 6. Introducing the Ten Members of the “Thai Song Dam Family”

Source: Created by the authors
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Figure 8. Pair/Set Promotions: How to Choose When Buying Multiple Items

Source: Created by the authors
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Figure 9. Customer review: Thai Song Dam family trip

Source: Created by the authors
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Figure 12. Products Sold at ICONCRAFT zone (4th Floor, ICONSIAM)

Source: Created by the authors
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