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Abstract

According to the study on brand building for specialty coffee in the Northern of Thailand at Ban

Maejam which has an objective of study in 2 areas; 1. To study branding direction (or model) for brand
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building for special coffee in upper northern and 2.To creat brand recognition for special coffee with
participation of people in study area. There are research methodology as follows; 1. study the area
context/  community of coffee growers from coffee growing communities (farmers), buyers and coffee
traders, society and culture as well as production technology purchasing price and processing which
occurred in the process and Pang Mai is chose as a study area with 15 target groups to provide
information as the key informant 2. Branding process is under the research project by focusing on
branding from emotional branding and live branding 3. Leading to productivity of process was the brand.
The study results showed branding direction (or model) for brand building for specialty coffee in upper
northern has diversity base on location and socio-cultural context/ community. It leaded to get the study
model 1 branding model of Pangmai Village ( DoiLangka). Brand recognition study showed that;
recognition on natural is 60% , community recognition 55% , clean coffee 14%, promise and determine

94%, hills recognition 83%, fresh 81% respectively.

Keywords: Coffee branding, village Mea Jam and Northern.
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