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Introduction

Mo Hom, an indigo—-dyed cotton traditionally worn in northern and northeastern Thailand,
embodies local identity, hand-crafted skill, and cultural memory. Yet, many producer groups still
offer only the classic “farmer shirt,” limiting their customer base to middle-aged buyers and local
tourists. The Anongmohom Group in Muang District, Nong Bua Lamphu Province, faced exactly
this challenge: a narrow product line, dated aesthetics, and stagnant sales despite a growing
national appetite for culture-infused fashion. The research project described here therefore sought
to transform the group’s design capability, diversify its product portfolio, and equip members with
business and digital-marketing skills—while preserving the authentic Mo Hom look and the
distinctive khit (weft-float) motifs that distinguish local cloth.

Methodology

A five-step action-research process, framed by the participatory action research (PAR)
model, guided implementation:

1) Needs analysis and capacity mapping: Twenty group members analysed internal
strengths—hand-loom skill, natural-dye mastery, community cohesion—and weaknesses such as
limited design experience, outdated patterns, and lack of brand story. External opportunities (growing
demand for eco-craft fashion) and threats (intense regional competition) were also recorded.

2) Design and product-development training: Professional fashion designers delivered

sequential workshops on trend research, mood-board creation, pattern sketching, prototype sewing,

and costing. A parallel stream covered business planning, online branding, and social-media
merchandising to ensure that design innovations could reach target customers.
3) Prototype creation: Guided by workshop outputs, members produced three women’s—wear
prototypes—a sleeveless dress, a relaxed work blouse, and tapered trousers—each blending
SUSTAINABLE o, ALS Mo Hom indigo with cotton-khit panels. Emphasis was placed on flattering urban cuts, precise

DEVELOPMENT - sizing, and discreet but recognisable local motifs.

DECENT WORK AND RESPONSIBLE 4) Market testing and iterative refinement: Prototypes were displayed in a local boutique,
ECONOMIC GROWTH (COKSUMFTION

/\/ ] at a provincial craft fair, and on a dedicated Facebook page. Structured questionnaires captured
‘I' m feedback on fit, style, fabric feel, and perceived uniqueness from 120 respondents aged 18-45.

Dress and blouse designs scored highest (mean satisfaction = 4.6/5) on craftsmanship and overall

appeal; suggested price points were roughly 25 % above the group’s older garments. Comments
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then fed into a second design round that adjusted neckline depth, pocket placement, and
colour accents.

5) Scaling up and knowledge diffusion: A production run of 60 dresses, 80
blouses, and 50 pairs of trousers was completed for broader launch. Digital promotion

through an upgraded Facebook page and provincial OTOP fairs widened exposure.

- Monthly review meetings documented sales data, trouble-shooting, and skill gaps—

creating a feedback loop for continuous improvement.

Results

Design and technical skills—All members can now read and modify commercial patterns, match Mo Hom panels with khit in
complementary hues, and use industrial sewing machines for clean finishing.

Product diversity—The collection expanded from two basic shirts to at least six SKUs, including the new women’s line and a unisex
overshirt, providing greater choice and enabling bundle offers.

Economic impact—Average profit margins rose by 25 % on dresses, 33 % on blouses, and 25 % on trousers. Online enquiries and
craft-fair orders climbed so rapidly that the dress line went into back-order, prompting plans to train additional seamstresses from the village.

Market reach—Sales channels now span three retail outlets in Nong Bua Lamphu, a Facebook shop with nationwide shipping, and
regular booths at regional trade fairs, giving the brand steady visibility.

Environmental stewardship—Fdbric offcuts are up-cycled into sachets and small gifts, reducing waste and reinforcing an eco-friendly
brand message aligned with consumer expectations for sustainable craft.

Social sustainability—Youth inclusion has become explicit policy: daughters and sons of existing members manage social-media
content and learn cutting and stitching, ensuring inter-generational transfer of skills.

Community identity—By weaving khit stripes into modern silhouettes, the group maintains a tangible link to local heritage even as
it courts new, younger consumers.

Discussion

Key success factors include: 1) anchoring innovation in the authentic idiom of Mo Hom and khit, avoiding superficial “modernisation”;
2) coupling design workshops with business-planning modules to translate creativity into income; 3) using rapid market-test loops so designs
evolve with real consumer data; and 4) retaining a participatory ethos so every member feels ownership of the new direction.

Challenges remain. Production capacity must rise without diluting quality; consistent natural-dye batches require tighter process
control; and brand storytelling across digital channels needs refinement to stand out in a saturated slow-fashion market. The group therefore
plans a micro-studio for colour testing, a shared online calendar for production scheduling, and quarterly photo-shoots to refresh content.

Conclusion

The Anongmohom Group’s journey illustrates how indigenous textile enterprises can thrive by marrying traditional craft with
contemporary design and market intelligence. Through participatory training, iterative prototyping, and strategic branding, the group moved
from a stagnant two-product offering to a versatile collection that commands higher prices and attracts new demographics. The approach—
rooted in local wisdom, enriched by expert input, and driven by systematic market validation—provides a replicable model for similar craft

communities seeking relevance in today’s fashion landscape while safeguarding their cultural essence.

Keywords: Nong Bua Lamphu Province, Mo Hom, Traditional fabric, Product design, Marketing
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Figure 1 Products of Anongmohom group’s; (a) Ladies’ outfit including shirt and skirt with Khit pattern, (b) Gentleman’s outfit
featuring a shirt and pants a Khit pattern, (c) Blue Thai cloth ladies’ dress on the occasion of Mother’s Day, (d) Morhom shirts for

women, and (e) Morhom shirts for men
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Figure 2 Storefront of the Anongmohom group is located at the Ruam Jai Thai Lum Phu Market, near the Somdet Phra Naresuan

the Great Field in Muang District, Nong Bua Lamphu Province
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Strengths

Weaknesses

- The Anongmohom group has a clear work structure and
responsibilities.
- The Anongmohom group has a good working system and

coordinates with each other.

- The Anongmohom group lacks marketing strategy.
- The Anongmohom group lacks product design knowledge.

- The Anongmohom group lacks modern products and diversity.

Opportunities

Threats

- Government agencies submit proposals to develop products
through various projects.

- Provincial agencies promote and support the establishment of
shops at Pracharath Ruamjai Thai Lum Phu market.

- The government sector has policies to promote community
businesses.

- Social sectors or government agencies run campaigns promoting
waring of thai fabric to provide these agencies with purchasing
power to support the initiative.

- The social sector cooperates and preserves the fabric patterns of

Nong Bua Lamphu Province.

- The Anongmohom group lacks modern technology in fabric
design

- The 2019 coronavirus situation is spreading heavily, resulting
in a low number of consumers.

- The internet network is slow, and the equipment or technology
is not advanced.

- The economy is collapsing during the 2019 Corona Virus

situation.
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Figure 3 (a) Pattern design, (b) Using the pattern to cut the fabric in accordance with the pattern, and (c) Sewing fabric using

the intended pattern
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Table 2 Product prototype

Dress

Ladies’ shirts

Trousers

Table 3 Cost analysis of garment tailoring

Product Income distribution to grassroots economy Product cost | Selling price AL e
(Baht) (Baht) (Baht) (%)
Dress Weaving group for Mo Hom Fabric/Khid pattern 600 800 200 25
tailoring group/Garment tailors
Ladies’ shirts Weaving group for Mo Hom Fabric/Khid pattern 500 750 250 33
tailoring group/Garment tailors
Trousers Weaving group for Mo Hom Fabric/Khid pattern 450 600 250 25
tailoring group/Garment tailors

56 AN HEOTUATWANTH/BLAITH 974U 57 AN TIATRUAN
finalasiotu Tusnanszndng 500-1,000 v 109 40 Ay
AEMEIaINNENARELRANA SHBN U TuAT N Rawete
vavfjuilnalaenss THEuAnsdndonanauanTnivied

NARA T WK AT UnaaauaaIaiaaauaIN s asIny
1alnAd e uRARS T MHNnTaees(s e HanBnn

02¢ ©3%e

ayaNUsUL 3 THADIEN nan1sUsziiuauRanelanes
v3lnn fapnansdi 4 (Table 4)

e3¢

NANNSNANBLUARIAYIY 4 ANY TANAALUBINANIS
VIANBUBYIININ 4.39 - 4.92 Fapzuunannfoneleagln
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Table 4 Consumer satisfaction level

Products
Satisfaction level Dress Ladies’ shirts Trousers
X S.D. X S.D. X S.D.
Product
1. Quality of raw materials 484 | 0.368 | 487 | 0.338 | 4.83 | 0.378
2. There are various options for fabric patterns, designs, colors, and styles 473 0.446 | 4.73 | 0.446 4.71 0.456
3. The fabric is soft and comfortable to wear 473 0.446 474 0.441 474 0.441
4. The refinement in weaving and tailoring 4.82 | 0.386 | 4.85 | 0.359 | 4.84 | 0.368
5. There is always the development of new and interesting innovations 4.72 0.451 477 | 0423 | 4.74 0.441
6. The packaging design is appropriate, attractive, and interesting 469 | 0465 | 4.72 0.451 470 | 0.461
7. Suitability for practical wear and use 477 0.423 4.75 0.435 4.71 0.456
8. Credibility in standards and quality 479 | 0409 | 478 | 0416 | 4.79 | 0.409
Total | 4.76 | 0.309 | 4.78 | 0.302 | 4.75 | 0.316
Price
1. The price is appropriate for the quantity 458 | 0.496 | 453 | 0.502 | 453 | 0.502
2. The price is appropriate for the quality 459 | 0494 | 456 | 0499 | 455 | 0.500
3. The price is appropriate for the community product standard 473 0.446 | 478 | 0.440 | 473 | 0.446
4. The flexibility in price negotiation 469 | 0.465 | 4.71 0.456 | 4.71 0.456
5. The price level offered when compared to other producers 453 | 0502 | 453 | 0.502 | 455 | 0.500
6. There is various payment terms available to choose from 445 | 0500 | 4.48 | 0522 | 4.48 | 0.502
Total | 4.60 | 0.276 | 4.60 | 0.279 | 4.59 | 0.274
Distribution
1. Sales at the OTOP shop 491 | 0.288 | 490 | 0.302 | 4.92 | 0.273
2. Sales at various exhibition events 4.61 0.490 | 4.61 | 0.490 | 459 | 0.494
3. Sales through online channels 439 | 0.490 | 4.42 | 0.496 | 4.40 | 0.492
4. Direct sales from the producer 4.42 0.496 | 4.42 0.496 4.45 0.500
5. Sales through intermediaries 4.39 | 0490 | 441 0.494 | 441 0.494
Total | 4.54 | 0.323 | 4.55 | 0.322 | 4.55 | 0.330
Promotion
1. Advertising and promoting handwoven fabrics through various media channels | 4.43 | 0.498 | 4.42 | 0.496 | 4.43 | 0.498
2. Displaying products at various festivals 459 | 0494 | 459 | 0.494 | 454 | 0.501
3. Offering discounts to consumers 4.71 0.456 4.71 0.456 | 4.66 0.476
4. Selling products through agents 456 | 0.499 | 456 | 0499 | 452 | 0.502
5. Providing consultation, advice, and addressing consumer inquiries about | 4.87 | 0.338 | 4.84 | 0.368 | 4.87 | 0.338
fabric products
6. Providing after-sales service 4.89 0.314 487 | 0.338 | 4.89 0.314
Total | 4.68 | 0.254 | 4.67 | 0.255 | 4.65 | 0.255
Total 464 | 0.150 | 4.65 | 0.154 | 4.64 | 0.152
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