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Abstract

This research aims to study about Thai rubber’'s Brand Communication Process for creating
value added in the global market. This research uses qualitative research method through Doc-
umentary Research, Content Analysis including Thailand 20-Year Natural Rubber Strategic Plan
(B.E.2560 — 2579), Rubber Authority of Thailand Act B.E.2015 and Strategic management plan
on natural rubber supply chain B.E. 2560 — 2564 which is the review plan dated 2019. And In-
depth Interview research method with rubber stakeholder whole government sector, Thai rubber
producer sector and consumers of products and rubber products abroad overall 11 people.
The Research found that Thai Rubber’'s Brand Communication Process for creating value added
in the global market would be Brand Equity concept. Thai rubber is the known agricultural product
in the world market and the customers in other country acknowledge to rubber goods brand and
product quality of Thai rubber which is the most quality rubber goods and rubber product in the
world. Brand Communication Process of Thai rubber to Create Added Value in the Global Market
have different between rubber processing goods and rubber products. For the rubber process-
ing goods which the goods are raw material, e.g. Standard Thai Rubber(STR), Ribbed smoked
sheet(RSS), Concentrated latex, etc., which have known in the global market for long time by
producer groups and already have their own brand before exporting. However, this raw rubber
goods group, if need to communicate brand to global, Thailand need to focus on the quality of
goods and quality control for creating the reliance to the customer and aware that the goods Made
in Thailand. While, creating a Brand for Rubber products, Thailand requires Branding for rubber
products under the name “Rubber Product of Thailand” together with promoting rubber products’
image in the market in other countries. Furthermore, creating the brand for rubber products link
to the rubber goods brand to create the opportunity for Thai rubber product in global market to
be valuable product for the customer in global market.

Keywords : Brand Communication, Brand Equity, Value Added, Thai Rubber, Global Market
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