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Abstract

Ban Tam sub-district, Phayao province of Thailand is a fishing community area.
Farmers have formed a cooperative called "Ban Tam Tilapia Cooperative" with 90
members, and their average daily production capacity is 5 tons. However, they face
marketing challenges, particularly in terms of pricing and dealing with middlemen in
the fish trade. To address these issues and enhance tilapia production and awareness,
aresearch study used online surveys to assess consumer perceptions. The collaborative
network of the tilapia business enterprise include the Ban Tam Tilapia Cooperative, fish
farmers, restaurant owners, and tilapia consumers. The study found that consumers
who are interested in and purchase tilapia base their decisions on the quality of the
fish. The strategies for enhancing value to tilapia production and creating product
awareness through the collaborative network of tilapia business enterprises are 1)
Establishing a network for operations, 2) Increasing the value of tilapia through processing
and involving farmers in the process, 3) Designing product label and quality certification
symbol Phayao tilapia, and 4) Creating awareness through using media and communication
technology results in collaboration in tilapia business. As follows, the Ban Tam Tilapia
Cooperative produces fresh tilapia products, trimmed into pieces, and packaged. They
also produce frozen tilapia products. The brand logo is "Nil Phayao Chumpathong" and
the product brand is "Pla-Tam." Marketing channels and online distribution channels
are used. Restaurant operators have tilapia dishes on their menus. As a result, the
cooperative can sell tilapia at 60 Baht, up from 52 Baht, and increase their income by
36,000 Baht (about 1,025 US dollars) per production cycle.
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Figure 1 Tilapia farming; (a) Grading a size of young fish, (b) Feeding fish, (c) Surrounding area of fishpond, and (d) Increasing

oxygen in fishponds
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Figure 2 Traditional Tilapia market; (a) Harvesting, (b) Sizing, (c) Distributing, and (d) Selling in fresh market
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Figure 3 Farming quality control; (a) Electric system control and (b) Monitoring water pH within 6.5-8.5
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Table 1 Responsibilities in operation network

Phayao Provincial | 1. Educate about control quality of tilapia culture

Fisheries Office 2. Provide knowledge on water quality control for tilapia farming.

3. Encourage farmers to grow tilapia to meet GAP standards.

4. Foster the expansion of the culture model Tilapia innovation of Ban Tam group to other farmers in Phayao

province

Academics affiliated | 1. Disseminate knowledge of technological innovation to the group of tilapia farmers, raise the quality of farming,
with the university and increase the survival rate of fish

2. Facilitate Inspection and certification of tilapia meat quality

3. Create awareness of Phayao tilapia among people inside and outside the province. elevating marketing
communications among tilapia farmers Developing approaches to increase the value of Phayao tilapia

4. Transfer knowledge and raise the level of production, filleting, fish processing with quality and standards

90 tilapia farmers 1. Improve the quality of tilapia farming

2. Develop standardised fish cutting process in accordance with the Ministry of Public Health regulations

Provincial Chamber of | 1. Create awareness in government agencies and connect a network of restaurants that want to use quality

Commerce tilapia Increase marketing channels both inside and outside Phayao province

Restaurant owners | 1. Develop signature dishes of the restaurant based on tilapia ingredients

participating in the | 2. Promote the use of tilapia in restaurants and beverages in Phayao Province

project 8 cases

-.-
--

Figure 4 Process for new product and value creation of Tilapia; (a) Standard-sized Tilapia, (b) Tilapia fillet cutting, (c) Small-

cutting fillets, (d) Whole fillet, and (e) Vacuum-packed fillets



Table 2 Results of operations while implementing the tilapia meat trimming project to add value

Amount of production of

fresh tilapia (per farm/pond)

Develop production
processes to increase
quality and quantity
of output

1.2 tons/day

1.3-1.6 tons/day

Fresh tilapia

Add new value for

market segments

Sell to middlemen at a
price that fluctuates
according to the situ-
ation, season, time of
year, market price at

that time

Restaurants express their desire to make future contracts to
use quality tilapia throughout the year. Ensuring customers
and pricing specified in the agreement, efficient production

capacity can be estimated.

90 tilapia farmers

Add value and add

No products

New frozen tilapia products are launched to meet the needs

new products that
respond to market

needs

of new consumers. The price is based on the weight of tilapia
as follows:

- The price of 300 grams tilapia fish is 70 Baht per pack.
- The price of 400 grams of fillet tilapia is 120 Baht per pack.
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Figure 5 (a) PlaTum Branding and (b) Quality guarantee sign “Nil Phayao Chumpathong”
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Website

The website serves as a comprehensive platform to
create widespread awareness about the Ban Tam
tilapia group. It offers valuable insights into the tilapia
farming process, the value of the product, and details
about the restaurants involved in the research project
activities.

Community radio
media

Community radio media acts as a valuable
means to communicate the project's activities,
including events like the fish-eating festival.
Through this platform, the group engages
with the local community and keeps them
informed about the initiatives.

Facebook

Utilizing Facebook allows the group to target customers
who have an interest in tilapia and enjoy consuming
fish. The focus is on highlighting the distinctive qualities
of Phayao Champathong tilapia in comparison to
general tilapia. Information about partner restaurants,
their food menus, and establishing a unique identity
for the tilapia is also provided.

Local newspaper

The local newspaper is a vital medium,
communicating the collaborative efforts
occurring during the research. The group
highlights the involvement of both public and
private sectors that contribute to the growth
of Phayao tilapia.

Line

On the Line platform, the group provides information
and addresses inquiries from business customers
interested in procuring large quantities of tilapia. This
channel ensures direct and efficient communication
for potential business collaborations.

TikTok

TikTok serves as a creative avenue to enhance
awareness and initiate trends. It helps the group reach
diverse consumer groups and significantly expands
its visibility to a broader audience.

Publicity signs
and leaflets

Publicity signs and leaflets play a crucial role
in generating interest and inviting participation
in project activities. They serve as invitations
to explore the project further. Additionally,
they introduce restaurants that proudly serve
the standardized Phayao Champathong
tilapia and serve as outlets for frozen tilapia
sales.

Table 4 List of contents

Knowledge

40 General information about tilapia farming of Ban Tam group, breeding source, the origin of the source of

water from Champatong Waterfall, benefits of tilapia or the use of tilapia as food raw materials, scientific
data of the quality of Nil Phayao Champathong, the difference between Ban Tam tilapia and general tilapia

Story of the

30 The story of the Nil Phayao brand, menu identity (Signature), restaurants using Nil Phayao Champa

Nil Phayao Thong, hallmark of Phayao tilapia that meets standards (good quality, no muddy smell, pinkish-white
brand flesh, high protein and omega)

Life and food 20 The general way of life of Phayao people who are intimately related to the Phayao Lake and fish-eating
culture culture

Promotion 10 Presentation of promotional items such as price reductions on frozen tilapia of the project or food discount

activities from shops, restaurants in the cooperation network
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Figure 7 Designed Tilapia Salsa dish

(a) . . (b)

Figure 8 Online information platforms; (a) Website http://www.platum.org and (b) Facebook page “Hawgigna1Uivas”
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