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ABSTRACT

This academic paper aimed to present branding strategies for "Lard Long Lae Ban Bang Nu" by
applying the 3i Model framework, which includes brand identity, brand image, and brand integrity concepts.

The analysis revealed that the 3i Model, in the context of human-centric or spiritual marketing
developed by Philip Kotler et al., described the evolution of marketing from product-centric to consumer-
centric, and most importantly, to human-centric marketing. The model consists of three main concepts forming
a triangle that represents the relationship of the "Lard Long Lae Ban Bang Nu" brand: identity, integrity, and
image. "Lard Long Lae Ban Bang Nu" established a community identity based on the local way of life,
focusing on traditional agriculture. The community's strong unity created an authentic identity through the
uniqueness of a "traditional community market” as a well-known tourism destination in Phang Nga province.
Regarding integrity, honesty was found to be crucial in value-oriented marketing. The "natural market" concept
prioritized eco-friendly products and packaging. Consumers valued transparency and ethics in businesses,
including genuine marketing communications, commitment to promises, and actions consistent with brand
values. Regarding brand image, the market positioned itself as a distinctive marketplace run by community
members in Ban Bang Nu, Ka Lai, Takua Tung, Phang Nga, and supported by government incentives. It was
first established as the Pracharath Market under government policy at that time. After the COVID-19 situation,
it evolved into an alternative market, and a market of career opportunities for local people to increase income,
and stimulate the local economy by showcasing local products, organic vegetables, and rare local dishes. The
market also emphasized waste management including reducing the use of foam and plastic. This served as a
model for an environmentally friendly market, enhancing the image of "Lard Long Lae Ban Bang Nu." This
approach also contributed to shaping the market's image, ensuring that it reflects its authentic identity and

intrinsic values.

KEYWORDS: 3i Model, Laad Long Lae @ Bang Nu
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