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Guidelines for Developing Hemp Products from the Royal Project Foundation

Towards Commercialization
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Abstract

This research aimed to study the development guidelines of the Royal Project Foundation’s
hemp products for commercialization by analyzing trends and consumer needs to further develop
hemp products for distribution in accordance with customer needs. The study surveyed the behavior
of 200 consumers at the Royal Project 53 event at Central World shopping mall during August 4-14,
2022. The survey results found that most respondents were female, aged 56 years and over,
freelancers/housewives, and had an income of 50,000 Baht or more. They were aware of the
properties of hemp fibers and had used these products before, with a purchase frequency of once
every three months, with the most common distribution channel being stores. The most effective
promotion was a discount. As for the channel for receiving product news, it was the Royal Project Dee
Aroi Facebook page. Further analysis of customer feedback revealed that most customers buy
products directly from the Royal Project stores because they can try them on. Subsequently, products
were developed to bring the research-based products to market and test them for distribution in two
groups: 1) A product group from the contest and fashion show, which included 10 sets. From these,
three sets were selected for further development for distribution: The Charming of Karen, Lue Ngam,

and The Charm of the Mountains and 2) A research group of prototype fabrics from the Royal Project

134


mailto:wachiraketpet@hotmail.co.th

‘ [ INTELLIGENT
a Y a o ) ) o W auw ' a A - o v f WELL-BEIN
5’1EN’]‘LIﬂ?iﬂitﬂ{u’é”ﬁ?ﬂ?ii%ﬂ‘u‘lﬂﬂ Uszanl 2567 uil 19-20 Sunan 2567 w. dinidouazduaiudvin1snisinens uniinedowild I“ AGR \';‘ ‘;»('

Foundation. Three items were selected for further distribution: women’s coats using fabric with
herringbone and checkered patterns. For casual lace-up and slip-on shoes, Hmong loom-woven fabric

from the Mae Sa Mai Royal Project Development Center was used.

Keywords: development, products, hemp, commercialization
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Table 1 Customers general information

ltem Frequency (persons) Percentage
Gender
Male 19 9.5
Female 181 90.5
Total 200 100
Age
25 - 35 years old 24 12.0
36 - 45 years old 31 15.5
46 - 55 years old 63 315
56 years old and up 82 41.0
Total 200 100
Occupation
Freelance/housewife 102 51.0
Company Employees/Government Officials 98 49.0
Total 200 100
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Table 1 (Continued)

Item Frequency (persons) Percentage
Monthly Income
18,000 - 25,000 B. 37 18.5
25,001 - 35,000 B. 34 17.0
35,001 - 50,000 B. 31 15.5
50,000 B. onwards 98 49.0
Total 200 100

Knowledge about hemp fiber

Know 167 83.5
Don’t know 33 16.5
Total 200 100

Experience using products from hemp fiber

Ever 126 63.00
Never 74 37.00
Total 200 100
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Table 2 Consumer Buying Behavior of Hemp Products

Item Frequency (persons) Percentage

1. Frequency of purchase

3 month /1 time 62 31.00
1 time/month 55 27.50
2 time/month 52 26.00
2 month/time 22 11.00
Other 9 4.50

Total 200 100

2. Distribution channels

Shop 148 59.20
Online 72 28.80
Other 30 12.00

Total 250 100

3. Interesting promotions

Discount 145 52.16
Promotional products with limited quantities 55 19.78
Gift 52 18.71
Gift voucher/cash back 20 7.19
Other 6 2.16

Total 278 100

Interviewees can select more than one answer.
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Table 3 New Channels of Hemp Products

News channels Frequency (persons) Percentage
Facebook: Royal Project dee Aroi 106 41.73
Website: Royal Project foundation 76 29.92
IG: thairoyalproject 20 7.87
Tiktok: @d. aroi 13 5.12
Other 39 15.35
Total 254 100

Interviewees can select more than one answer.
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