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The objective of this thesis is to study the communication process of “Thailand
Brand” logo of the Department of Export Promotion, Ministry of Commerce.

This was a qualitative research based on document analysis and an in-depth
interview of a logo designer. Data were collected from documents and website of Department of
Export Promotion “www.depthai.go.th . Data were analyzed using descriptive qualitative
analysis.

The research finding showed that (1) the Department of Export Promotion had
created the project to support the export manufacturers and commissioned Ogilvy and Mather
Company Limited as consultant to the project to design the logo of “Thailand Brand”;

(2) Thailand Brand meant that the product from Thai manufacturers had reached a quality
standard and craftsmanship guaranteed by the government organization; (3) The meaning of the
logo was conveyed through 2 channels: through media and on the endorsed product labels;

(4) The Department of Export Promotion had set the conditions for the manufacturers to satisfy
before the products could reach the quality standard, i.e. continued production of quality goods
and being an acknowledged good manufacturer; and (5) The consumers had a basic
understanding that the product, with the Thailand Brand” logo, was manufactured by a Thai
manufacturer in Thailand and had passed a quality test conducted by some reliable organization.
Also, the interviewees preferred to buy the product with the “Thailand Brand” logo rather than
those without the logo. However, they did not know about the care and intricacics that went with

the production of the product.





