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Approaches to Local Product Development for Secondary Provinces
Through Branding, Packaging, and Storytelling to Promote Tourism: A Case
Study on a Provincial Cluster in Lower-Northeastern Thailand (Yasothorn,

Sisaket, and Amnat Charoen)

Chawannuch Putwatthana*

Pungpond Rukumnuaykit**

Abstract

This research aims to design a framework and propose an approach to develop
tourism-promoting products for secondary tourism provinces in Thailand through the
concepts of branding, packaging, and storytelling. By designing a model for products’
value creation, our objective is to use product development as a tool to help achieve
sustainable income distribution and reduce inequality within these provinces. This research
is a case study of a provincial cluster in lower-northeastern Thailand, which consists of
Yasothorn, Sisaket, and Amnat Charoen. With the use of qualitative and documentary
research methodology, we collected data on the provinces’ history, resources, economic
structure, popular/signature products, and tourist attractions together with the use of
literature review, in-depth interviews, and focused group discussions. Our results show that
products from each province need to be developed using different focuses, depending on
the conditions of the each product. Some products need brand and package creation while
some need brand-name differentiation, packaging-size differentiation, logo stabilization, or
suitable storytelling. As a part of our analysis, value-added creation approaches have been
suggested as guidelines to help each of the three provinces generate more income from

its tourism-promoting products.
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