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Abstract

There are many community products in Thailand spreading in almost
villages which reflect community identity very well. Identity communication
through community products under the support of government’s policy will
encourage community product manufacturers to have guidelines for developing
their community products. However, the distribution of these community
products requires integrated marketing communication to help communicate
brand identity and outstanding of products from the community to consumers.
Due to integrated marketing communication is communicating with the same
message through various coommunication tools to support altogether and to push
communication for selling those community products to be more successful.
This article therefore wants to show the importance of branding of community
product that is a community identity with integrated marketing communication
by raising the case study to be obvious and can be used as a guideline in

application.
Keywords: Brand, Community Products, Integrated Marketing Communication
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