28 i 14 aviuil 2 S - wnsre 2568 Yol. 14 No. 2 March - April 2025 i%_pj

N138519UUTUA UaziTUARIUILIMNINITRaIANIUWNUNYUIN9LAEY

Mndndnuaivasyury eaianuldiuTeunanisutdusgnededu’
BRAND BUILDING AND MARKET POSITIONING OF KHUN CHANG KIAN COFFEE
FROM THE IDENTITY OF COMMUNITY TO CREATE SUSTAINABLE
COMPETITIVE ADVANTAGE

NOBY ALINIAIUEY, 73T Undin
Kritsada Direkwattana, Apirat Bundit
UM INSLTE sl

Chiangmai University

Corresponding Author E-mail: kritsada.direkwattan@cmu.ac.th

[

UNAnEa

unAuAdeiiinguszasd 1. Anwinisiuivosfuilaadiivenunluiui
yutaAsy suneles Smiadedni 2. Anvidndnualvesguvuiloairauusuduay
fvuaiurmanisnatn dadumsinuuuunaiuds Taeld3smaiususndeya
WeUSIannguileg 193N 336 dieg1e AasieideyalaemsldatABanssaun
wasNuTIuLdeyadenaun nlaglduuvdunivalidedn w15 au

Han15398nuIn 1. ngusaegwdrulug il umandgdosas 75.9 91835313
20-29 Y5oway 72 szausielanaiiautasnin 10,000 UmMseeay 45.5 dngAnssy
vouRunuliusosas 89.3 nguietsdwlngfuniuesaiesiuay 1 uffosas
81.5 uagiilefinfetuguinuAsuazindansiiunmaieaiisunniian 2. Snanuaive
yuyuthuguiaiey fe nenuismgidelads venniauulunisdmgtiuiidan
anAgauazenaundadudndwmi s vndrudsilianudiuindugaisuves
dnveafisnduiu dsaenndostunisiuivesiuilnanunlui uiigudiadsudils
anaiuIuigurutuguiaAsuiliinfmenuayudelass wazninAunis
feandruan uazainnsieseideyanianisnatn nudn nunantuyuisAsy
AsEwianensaatalaenisimuaduingauliidusueniunsuiadnuas
YUIANAT F9ATTA 0 N1TAmMUATIAeE 1 Izaul g T¥rIu I8y 35-45 UW

"Received February 4, 2025; Revised March 11, 2025; Accepted March 14, 2025



@%777@’77 2wy dvpumagRwTInyd Journal of MICU Social Science Reviey 29

iielsiaonnd0siUAINABINITVBINGNAIDES LATAITATIIANAULANANIIING U
Tnsnseenuuuasaudniiaenadestusndnuaivosiiud nanisisedannsaily
Uszgnildiunisudnde senuuunsdumivmizan uaglavakiugemneinseiy
nguihmneiieaianssuslriuguilaald

ARy MIaaLUTUs; Shdnwalvesyuu; MIuyut Ay

Abstract

This research article aims to 1. study consumers’ perceptions of coffee in
Khun Chang Khian area, Mueang District, Chiang Mai Province and 2. examine the
community identity to develop branding and market positioning. The study
employs a mixed-method approach, collecting quantitative data from a sample
of 336 respondents, analyzed using descriptive statistics, and qualitative data
through in-depth interviews with 15 participants.

The research found that 1. The majority of respondents were female
(75.9%), aged between 20-29 years (72%), with a monthly income of less than
10,000 baht (45.5%). Most respondents preferred iced coffee (89.3%) and
consumed at least one cup of coffee per day (81.5%). Additionally, when thinking
of Khun Chang Khian, most respondents associated it primarily with tourism. 2.
The identity of the Khun Chang Khian community is represented by the wild
Himalayan cherry blossom (Prunus cerasoides), which blooms in January each
year. Another distinctive feature mentioned by local residents is the winding and
challenging roads leading to the village, which is also recognized as a notable
characteristic among tourists. This aligns with the perceptions of coffee consumers
in the area, who associate Khun Chang Khian with the cherry blossom and the
difficult journey to reach the village. From the marketing analysis, it is suggested
that coffee from Khun Chang Khian should be positioned as a raw material for
small to medium-sized coffee shops. The pricing should be set appropriately
between 35-45 baht per cup to align with consumer preferences. To differentiate
from competitors, the brand design should reflect the area’s identity. The research
findings can be applied to media production, suitable brand design, and targeted
advertising to enhance consumer awareness.

Keywords: Brand Building; Community Identity; Khun Chang Kian Coffee
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