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ABSTRACT

This Thesis aimed to (1) analyze the process of creating signification of Isan culture
through the representation and brand identity from hybridization of local and contemporary. (2)
compare the design process and marketing strategy that was used to create the representation and
Isan cultural brand identity (3) identify a new process of Isan cultural brand identity design that
can provide signification opportunities of Isan culture to be flexible and variable in context of
diversity.

In methodology processes, the researcher conducted a qualitative research study from
collection and survey data through interviews with designers and operators of case studies
specific Isan contemporary culture brands, “Rawangthang shop” and “Ko-Ho”. The research also
included storage consumer attitudes about case studies by questionnaires. Then, the researcher
analyzed data obtained by linking the objectives and priorities of the research through concepts
and theories including the theory of Representation, Semiology and relation of power discourse in
domination of Cultural Industry, processes define the identity of Isan cultural brand concept of
the creative economy and Strategies of Brand Identity Design.

The study can confirm the hypothesis that brand identity of Isan contemporary culture
that exists today has process to define Isan cuture meaning in specific stereotype. Although it has
been put forward to hybridization with contemporary, the definition of Isan still looks the exact
stereotype as to the meaning to be reproduced well cultivated. An attempt to develop or create
new different Contemporary Isan Brand Identity Design is still stuck in the old paradigm.

The results of this study led to create the experimental Contemporary Isan culture brand

identity design that could provide signification opportunities of Isan culture to be flexible and



variable in context of diversity. This experimental Contemporary Isan culture brand identity had
designed from concept of flexible brand identity and the way of opportunity for consumers’
participation. The assessment result of perception satisfaction of the samples was at a good level.
Therefore, this experimental Contemporary Isan culture brand identity could stimulate interest
and allow consumers to participate in creating the meaning of Isan culture in flexible and diverse
way. Finally, although this experimental Contemporary Isan culture brand identity design may
enable to take meaning of Contemporary Isan culture away from the domination completely, the
researcher believes this approach could be a starting point to open the attitude of the consumers to
create the meaning of Isan contemporary identity with multiple appearance from hybridization

and change to diverse of cultural context in the postmodern era in the future.



