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Abstract

The purpose of this research was to investigate and propose a framework for the development of
supporting conditions that elevate the potential use of cultural capital in branding OTOP handicraft products.
This qualitative research has been carried out using indepth interviews. The sample comprised 40 experts in
branding, experts in communication marketing, and OTOP projects’ staff. The results indicated that there
were 3 major limitations blocking the utilization of cultural capital for branding OTOP products. In
particular, most of the OTOP manufacturers still lack; 1) knowledge and understanding in terms of how to
make use of cultural capital in brand creation 2) an adequate budget for brand communication and 3) the
continuous support from the government sector. Hence, the proposed framework that would potentially
encourage the utilization of cultural capital in OTOP product branding comprised the following three
solutions; 1) providing knowledge and understanding about how to utilize cultural capital for brand creation
2) allowing access to the source of funds and providing sufficient funds that enable the use of cultural capital
for brand creation 3) obtaining continuous support from the government sector and 4) involving the private
sectors to actively participate in the campaign.

Keywords : branding, cultural capital, OTOP, handicraft, supporting conditions
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