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Abstract

This research focuses on using narrative literature as a tool for
communicating the identity of community products, connecting both
quantitative and qualitative research. It utilizes quantitative and qualitative
tools to assess and develop narrative literature potential for communicating

product identity to community products. The research results indicate
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that: 1) The use of narrative literature has potential in communicating
the identity of community products, particularly in storytelling related
to community rituals associated with resources, supported by 80% of
the population in the community of Kong Kan with 325 individuals
supporting the development of narrative literature to enhance community
product identity. 2) The development of distinctive community
products using namative literature as a tool has gained approval from 80%
of the population in the Kong Kan community, with 325 individuals, and
the products have been evaluated by 5 experts as having market potential.
3) Developing communication tools for community product communication
with identity by using narrative literature as a tool. The development of
community product communication tools with identity by wusing
narrative literature as a tool resulted in the textile weaving eroup,
through targeted sampling of 10 people, being satisfied with the
content design aspect of communication, the desien of images and
graphics in communication, and the usability aspect for community
product communication with identity by using narrative literature as a tool,

at a good level.

Keywords: Folk Literature Communication of identity Community Products
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