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In the beginning, our goal was simple. We wanted to understand the people of Doi Tung so we could give 
back as effectively as possible.  We were enthusiastic to make a difference, to get our hands dirty, and feel the 
impact of sustainable development in Doi Tung.  We are now leaving Doi Tung having learned three invalu-
able life lessons:

Get rid of your intellectual bias1. . Coming from the West, we were used to understanding concepts 
through detailed structures and frameworks.  It took us a while to learn that we had to speak the villagers’ 
language to stay relevant. As we opened our hearts to the people, we opened our minds to seeing solu-
tions to their problems. It was our willingness to let go of our intellectual biases, while maintaining a firm 
dynamism, that allowed us to work as effective social change makers this summer.

Listen closely, talk less, do more.2.   Another invaluable lesson we learned during our fieldwork in Doi Tung 
was that change is the only constant.  We grew accustomed to the innate spontaneity of the develop-
ment world and constantly felt an inexhaustible desire to learn more, talk less, and do more.  We realized 
that sometimes it is better to remain quiet and to just simply listen.   

Balancing passion and patience is key.3.   As summer came to an end, we gradually learned to never push 
too hard.  Although our excitement and zeal to drive change grew by the day, we slowly realized that 
patience is passion controlled.  Without one there is no other. As we saw our hard work paying off, we 
understood that development takes time.  It is never about forcing someone to do something, but about 
making them see and understand the long-term benefits so that they can make a decision on their own.  
For change to ultimately happen, one must always balance patience and passion.  

This report introduces a fresh perspective on the Doi Tung region, offering new insights and perspectives 
through the eyes of five summer interns. It is our greatest hope that the following pages will inspire you to 
think critically about the most complex and pressing issues and motivate you to act immediately. Although it 
takes a certain amount of patience to surrender control as the results of development manifest, we do have 
the ability to choose what we dedicate our lives to in the hopes that we can contribute back to society to the 
fullest extent possible.  
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UNDERSTANDPart I: 
Understanding the 
People of Doi Tung

Includes:
CASE  STUDIES

Weaving Factory1. 
Embroidery Group (Kha Yang Village)2. 
Bamboo Shoots (Huay Poo Village)3. 
Coffee Production (Pa Hee Village)4. 

CASE STUDY ANALYSIS
Shared Common Values Recognized1. 
Middle Man Model2. 

CASE STUDY RECOMMENDATIONS
Business Incubator1. 

 -Implementation Plan

Our team, comprised of three New York University students and two Thammasat University students, 
arrived at Doi Tung with the intention of initiating a microfinance project. All we knew of our summer 
internship at the Mae Fah Luang Foundation was that we were to focus our two months on forming 
a savings group for about 20-30 women. In an effort to maximize our impact here this summer, we 
began prepping nearly five months prior to our arrival alongside a team of six other NYU students. We 
spent hundreds of hours researching best microfinance practices around the world, designing a mi-
crofinance manual (included in the appendix), and developing an implementation plan, only to realize 
that even the best laid out plans are irrelevant if you haven’t truly read the need.

Coming from America, we were used to structure and a certain way of thinking; however, we quickly 
realized that this Western mindset would only limit us in the long run.  And so we began to ground 
ourselves here in Thailand, in the mountains of Doi Tung. Slowly, we began to let go of our precon-
ceived notions of our internship and Thailand and started to assimilate to the Thai culture.  We became 
fascinated with the culturally nuanced nature of the hill-tribe villagers and started to understand 
exactly who they were, their past trials and tribulations, but most importantly what we could offer to 
them.  Only when we truly sought to understand, did we begin to see the real face of development in 
Doi Tung and the problems that would only be apparent to an insider.  

During our first week here, we realized that forming a savings group would take longer and require 
more expertise than we initially planned.  Given our time constraints, we decided as a team to shift 
our approach to address the same issue (lack of savings). We spent the next couple of weeks assess-
ing the current organizational landscape of five sites (one factory, one high school program, and three 
villages within the Doi Tung Region) where some form of a group existed. We sought to examine the 
possibility of improving the already-existing group formation to enhance the livelihood of the local 
community. The first part of our report focuses on the four groups formed by the villages. Each of the 
following case studies include a discussion of what we observed as well as recommendations on how 
to approach different areas of development that we recognized. This section concludes with a busi-
ness incubator recommendation, which we believe has the potential to make a large impact on the 
Doi Tung region. The following section refers to only the first four sites that we visited because, after 
visiting the fifth site, everything changed.
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CASE STUDYWeaving Factory
Shan and Lahu ethnic groups are traditionally good at weaving and have 
their unique ethnic patterns. In order to bring out their local wisdom and 
provide them with job opportunities and extra sources of income, the Doi 
Tung Development Project (DTDP) introduced more durable and efficient 
machines employing village women to work for the Doi Tung lifestyle 
stores. Doi Tung Life Style Shops blend their unique ethnic design patterns 
with the latest in-style fashions. The factory also serves as a vocational train-
ing center for design schools. It is Doi Tung’s hope in the future to continue 
designing high quality, sophisticated patterns, while preserving the authen-
ticity of the hill-tribe’s age-old traditions. 

Includes:
Current Organizational Structure•	
Analysis of Main Issues•	
SWOT Analysis•	
2 Personal Stories•	
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1 Weaving Factory

CURRENT ORGANIZATIONAL STRUCTURE

The weaving factory employs 110 people throughout 
their four business units, of which 60% are Thai citizens. 
The factory can be divided into four business units, ac-
cording to the manufacturing process: (1) Raw Materials  
(2) Woofing  (3) Weaving Sector  (4) Finishing Section. 
Workers work from 8am - 5pm, Monday - Saturday, and 
have Sunday off to take care of their family. Designers 
are outsourced from Bangkok who design the patterns 
manufactured at the factory. Business is not really 
market-driven or oriented. 

Payment and Benefits:

Salaries: Worker’s salaries depend on the nature of 1. 
their job. (For example, weavers are paid accord-
ing to the number of pieces they have made). They 
are usually paid at the end of the month. Salaries 
are paid in two ways - most of the workers receive 
their salaries in their bank accounts, while others are 
paid in cash. 95% of the workers in this factory are 
illiterate.

Bonuses: Factory workers receive bonuses at the 2. 
end of the year from factory profits. 

Medical insurance: Workers with a Thai ID have 3. 
medical insurance from their social security plan. 
Workers without a Thai ID can join a Thai insurance 
program that allows them to pay only 30 baht per 
hospital visit.

Life insurance: 3% of end-of-year bonus of the work-4. 
ers goes into a lump sum managed by the DTDP. 
Relatives of the workers will receive compensation 
should the workers pass away.

Scholarship scheme: This is set up for children of 5. 
the factory to pursue studies in fashion & design.

ANALYSIS OF MAIN ISSUES

Occupational Diseases

Since factory workers spend most of their time at work 
sitting still, many suffer from chronic pain in their backs 
or legs. They also suffer from respiratory diseases 
because they work in a dusty environment and refuse 
to wear masks. The fact that many workers refuse to 
use modern medicine in their treatment exacerbates this 
problem.  In addition, they refuse to exercise during their 
working time in this factory. 

In order to bring the awareness of the villagers to mod-
ern medical practices, the management committee has 
introduced a factory-wide blood test that has made the 
employees more aware of their health conditions. 

Why haven’t the factory workers exercised more? Pos-
sible reasons include:

They want to earn more money1. 

They are already very used to this way of working. 2. 

When they go home, they need to pick up their chil-3. 
dren and take care of housework. 

The benefits of exercises will not be obvious until 4. 
after a period of time.

Gambling

Gambling is a popular leisure activity in the village. 
Although the amount for each bet is small, the villagers 
play a lot and cumulatively lose a large amount of money 
in doing so. 

Loss of Workers / Shrinkage of Their Business

Within a year, the factory has downsized from 140 to 110. 
Many people have quit because they are too old to work 
in the factory. Due to rough working conditions and an 
unsatisfactory payment scheme, many workers have left 
the factory to work in other local businesses like 7/11. 

Younger generations, in particular, are not interested in 
working in the traditional weaving industry. They consider 
the job boring and unchallenging.  In effect, many are 
unsatisfied with the local job prospects and choose to 
explore the world. 

The management committee said that in the future, they 
might introduce more automated manufacturing process, 
requiring less workers in the manufacturing process. 
The scholarship scheme encourages more local talent to 
recieve training in design. 

The Handicraft Portion of The Doi Tung Lifestyle Shop is 
too Heavily Dependent on an Instable Economy

This conclusion is based on the following reasons:

They charge a very high mark-up because every 1. 
piece is handmade. 

Due to their high price, their market order is easily 2. 
affected by global economic conditions. 

Since clothes are made upon order, the size of their 3. 
production is limited and unstable.

Overall production capacity and efficiency of the fac-4. 
tory is not large enough for future expansion.
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Lack of Group Formation

This conclusion is based on the following reasons:

They are already technically a group, as defined by 1. 
the nature of their work.

There is no group that is initiated by the villagers 2. 
themselves.

Possibilities of Doing Group Excercises

The factory has run an after-work exercise program be-
fore. It was well received at the very beginning; however, 
over time, people started to drop out as they became 
busy with their work and lost their curiosity for the 
new program. When we interviewed the workers, they 
expressed interest in a 15-minute before-work group 
exercise session. It remains a question how we can best 
design enhanced exercise programs that can engage 
these workers. 

Strengths:

Natural group atmosphere: The factory location cre-• 
ates a natural setting for a group to form. The work-
ers spend at least 48 hours a week together.

Previous exposure to savings: Factory workers have • 
already been exposed to the idea of savings and 
insurance. 

Stability: They have a stable source income and • 
relatively less debt

All women: The factory is populated entirely by • 
women. This is a strength because women are 
known for being more preferred targets for microfi-
nance. 

Similarities: The women are from the same village • 
and have similar values. The fact that they have so 
much in common prompts more opportunity for peer 
pressure

Weaknesses:

Less free time: Factory workers have less free time • 
because they need to take care of their families, 
which is their first priority.

Tradition: Their beliefs in traditional values might • 
prevent them from being open to new ideas. 

Lack of diversity: Risks might not be diversified within • 
the group because their similar backgrounds expose 
them to same type of risks. 

SWOT ANALYSIS: The Possibility of Forming A Group within the Weaving Factory 

 

Strengths: Weaknesses: 

1) Natural group atmosphere 

2) Previous exposure to savings 

3) Stability 

4) All women 

5) Similarities 

6) Less free time 

7) Tradition 

8) Lack of diversity 

 

Opportunities: Threats: 

9) Automated manufacturing 

process 

 

10) Lack of medical insurance 

benefits 

11) Economy-sensitive income 

 

 

Natural group atmosphere• 
Previous exposure to savings• 
Stability• 
All women• 
From the same village• 

Automated manufacturing process• 

Less free time• 
Tradition• 
Lack of diversity• 

Lack of medical insurance benefits• 
Economy-sensitive income• 
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PERSONAL STORIES

Miss A is 70 years old and is the oldest worker in the 
factory. She works in the spinning section of the factory 
and earns an income of 3000 baht per month. She has no 
Thai ID. She has four children and all of them are inde-
pendent. Her husband has passed away and she is living 
alone. She suffers from constant pain in her leg and goes 
to see a doctor every three months. She has her medical 
expenditure covered from the medical insurance provided 
by the factory. She spends all her money on daily con-
sumption and has no extra left. She saves through the 
Doi Tung Life Insurance program.

Opportunities:

Automated manufacturing process: The factory • 
might introduce more automated processes in the 
future and move up the value chain. This implies 
an opportunity for future workers to have a higher 
income.

Threats

Lack of medical insurance benefits: The amount of • 
medical insurance might not be enough for non-Thai 
citizens when they suffer from serious diseases. 

Economy-sensitive income: The income of the • 
workers is very sensitive to the fluctuating economic 
cycles.

Miss B is around 50 years old and works in the finishing unit of the factory. Her job is to sow the pieces together into 
clothes. She is paid by piece and earns a monthly salary of 5000 baht per month. She used to earn 7000 Baht per 
month before the economic crisis of 2008. She is from an all Chinese village in the low land. She is the only one at 
home as both of her children and husband are working in Bangkok. Her salary is sent directly to her bank account. 
Her family saves a lot and would like to eventually invest in business; however, they do not know what to invest in. The 
small size of the market makes them question the prospect of their business. Interestingly, she is very aware of the 
risk of occupational disease and excises in her community for one hour every day after work.

5



CASE STUDYKha Yang 
Embroidery Group

Kha Yang Embroidery Group is located in Kha Yang Village, 10 minutes away 
from Doi Tung Royal Villa. Kha Yang is a small village with around 600 villag-
ers.  60% of the villagers are employed. The main occupations are laborers, 
farmers and merchants selling handicraft respectively. Established around a 
decade ago by the mother of the village head, Kha Yang Embroidery Group 
is a village-initiated business that generates jobs and provides income 
to women in the village. They specialize in traditional hill tribe bags and 
clothes with a variety of 20 products. 

Includes:
Observation•	
Main Challenges & Key Take-Aways•	
SWOT Analysis•	
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2 Kha Yang Embroidery Group

OBSERVATION

The following list contains the factors that helped to cre-
ate this group:

Access to capital1. : The group was able to borrow 
10,000 baht with 8 years maturity and 0% interest 
rate from the Mae Fah Luang Foundation. This loan 
covered all their initial investment to start the busi-
ness.

Access to the market2. : Kha Yang Village is Christian 
and has connections with the Christian community 
in Chiang Mai. The group uses these connections to 
sell their products in a hill tribe shop in Chiang Mai.  

Strong internal leader: 3. Naturally, the mother of the 
village head established herself as a solid leader 
and brought a group of women willing to work 
together to earn money. Because the ladies respect 
her (because of her social status), it is easier for her 
to lead the group effectively and distribute profits as 
evenly as possible.

Weaving is local wisdom for Kha Yang ladies4. : Weav-
ing is a tradition that is inherited through genera-
tions. Therefore, they use this innate skill to gener-
ate income. 

Minimal disruption in daily life5. : Women already 
spend most of their time home taking care of the 
house, cooking and raising their child. The creation 
of this group did not interfere with the women’s 

daily lives. Moreover, this group allows the women to 
socialize and helps build a stronger bond within the 
community

The leader of the group acts as the middleman. She receives the 
order, buys the material and distributes the work. The process is 
summarized in the following diagram:

The embroidery group is separated into 5 production 
phases: 

Weaving group (30 baht/meter) 1. 

Decorating group (50 baht/meter)2. 

Pom-Pom group (For the older women; 10 baht/Pom-3. 
Pom)

Sewing group (30 baht/bag)4. 

Triangle bordering group(10 baht/meter)5. 

7

 

Christian 

Community 

Leader & 

Sewing group 

1) Provide order 

Others 

Group 

2) Calculate and buy all the 

materials needed. 

3) Assign the work to each group 

and pay them the wages 



This model has many advantages; One of which is profit 
allocation.  The following describes the income distribu-
tion of a small bag:

Assume there is an order for 10 bags. There are 10 
members in the sewing group, so each member will be 
responsible for 1 bag. Thus, she will calculate and buy 
the material using her own money, then assign tasks to 
the group. Suppose 1 small bag needs 1 meter of woven 
cloth, 1 meter of decorated cloth, 2 Pom-Poms and 2 me-
ters of triangle cloth. The income will be paid like this:

Weaving group gets 30 baht (30 baht x 1 meters)• 

Decorating group gets 25 baht (50 baht x 0.5 meters)• 

PomPom group gets 20 baht (10 baht x 2PomPom)• 

Triangle gets 20 baht (10 baht x 2 meters)• 

Suppose the cost of material is 55 baht. The sales rev-
enue of 1 bag is 180 baht. So after it is sold, the profit is 
30 baht per bag (180 – 55 – 30 – 25 – 20 – 20 = 30 Baht). 
Since the price is set and the wages and the cost of ma-
terials are certain, the sewing group will get a guaranteed 
profit, which is 30 baht per bag.

 

1 Small Bag 

180 baht 

  

Material 55 baht 

Decorate 25 baht 

Weaving 30 baht 

PomPom 20 baht 

Triangle 20 baht 

Sewing 30 baht 

MAIN CHALLENGES AND KEY TAKE-AWAYS

The embroidery group has the skills and ambition to 
increase sales and expand their business. However, 
there are many factors that obstruct the group in achiev-
ing this:

Lack of self-confidence• 

Lack of information or knowledge• 

Lack of ambition to take risk• 

Lack of capital• 

The main takeaway here is to be patient. One of the 
main lessons the Mae Fah Luang Foundation constantly 
reiterates is that development takes time.  The devel-
opment of the embroidery group in Kha Yang will take 
time and it is not about forcing them to do something 
they may or may not want to do, but slowly making them 
understand and see the benefits of expanding their busi-
ness to earn even more profits. 

        We can start with the small things, so they can gain       
        confidence in their business, but we cannot im-

pose our thoughts, processes, and ideas onto them. We 
can only share what we know works and hope that they 
can take what they find valuable and let change happen 
organically. 

A small bag is sold at 180 baht and a big bag is sold at 300 baht while a skirt and top set is sold at 2,500 baht. Since 
the economic recession in Thailand, the number of orders they have recieved has greatly decreased. This year they 
have sold around 50 pieces of clothing and 1,000 bags in which they have made an estimated 365,000 baht. With 35 
members, the average income of each member is around 10,500 baht per year.

”“
-Woodrow Wilson

You are not here merely to make a liv-
ing. You are here in order to enable the 
world to live more amply, with greater 
vision, with a finer spirit of hope and 
achievement. You are here to enrich 
the world, and you impoverish your-
self if you forget the errand.

8



SWOT ANALYSIS: The following SWOT analysis is of The Kha Yang Embroidery Group is organized as 

Middle Man Model. The leader manages and runs the group, distributes works and pays wages. 

 

Strengths: Weaknesses: 

1) Natural group atmosphere 

2) Previous exposure to savings 

3) Stability 

4) All women 

5) Similarities 

6) Less free time 

7) Tradition 

8) Lack of diversity 

 

Opportunities: Threats: 

9) Automated manufacturing 

process 

 

10) Lack of medical insurance 

benefits 

11) Economy-sensitive income 

 

 

Dependency on one person• 
Small group size• 
Not proactive• 

Competitors with similar products• 
Does not affect the younger gen-• 
eration
Unstable market demand• 

Strengths:

Strong Leadership: The fact that the Embroidery • 
Group has adopted a middle-man model makes it 
easier for the head of the group to organize and lead 
the members. 

Ability to make quick decisions: Decision-making is • 
quick and made by the leader.

Clear profit distribution: The fact that profit distribu-• 
tion is pre-established makes it easier for the group 
to function efficiently and remain stable.

Access to market: The leader of the group has solid • 
connections and is able to access the market.

Opportunities:

Increase market knowledge: With more market • 
savvy and the latest design knowledge, this group 
can create new products that are parallel with the 
demand of the market. 

Weaknesses:

Dependency on one person: Middle-man model • 
makes its members dependent on the leader, a con-
trast with the objectives of the Doi Tung Development 
Project. A strong leader with high social status may 
decrease the ability of the members to make deci-
sions together as a group.

Small group size: The group is small with little pro-• 
duction capacity and diversity.

Not proactive: The group is not proactive in finding • 
new markets and business opportunities.  

Threats

Competitors with similar products: The markets are • 
oversaturated with hill tribe products.  There is a cur-
rent need for Kha Yang to differentiate their products 
from the rest of the market in order to stay relevant.

Does not attract the younger generation: The work • 
force is decreasing every year. The younger genera-
tion is not interested in working as part of the embroi-
dery group.  

Unstable market demand: Market demand is unstable • 
as the main consumers are foreigners. This instability 
is rooted in political uncertainty in Bangkok causing 
the number of tourists to decrease dramatically.  

Strong Leadership• 
Ability to make quick decisions• 
Clear profit-distribution• 
Access to market• 

Increase market knowledge• 

” 9
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CASE STUDYBamboo Shoots 
Huay Poo Village

The Huay Poo Village is located about one hour away from the Doi Tung 
Office. The villagers are part of the Lahu tribe and are Christian. According 
to the 2008’s survey done by Doi Tung Project’s Social Development Depart-
ment, there are approximately 35 households with 181 villagers (97 male, 84 
female). The average income per household is approximately 150,000 baht 
per year. At the village, people mainly earn income as laborers in construc-
tion and on the coffee plantation. Some earn additional income from selling 
agricultural products, such as passion fruit. However, in the period between 
July and September, the villagers harvest bamboo shoots.

Includes:
Observation•	
General Information•	
Other Concerns•	
Recommendations•	
SWOT Analysis•	
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3 Bamboo Shoots: Huay Poo Village

OBSERVATION

Group Formation

 Why? Villagers harvest bamboo shoots for extra 
income. Normally, people go into bamboo forest and cut 
down premature trees without thinking about the nega-
tive consequences. In fact, in the past, it used to be 
illegal to harvest any bamboo shoots because it was part 
of the preserved forest.  However, later on, the Doi Tung 
Development Project came in to regulate and legalize 
bamboo harvesting. Rules and regulations were estab-
lished to control bamboo harvesting.  In effect, villagers 
now earn a stable and legal income, while minimizing 
environmental degradation. 

 How? In 2001, a group of 10 people came and 
invested money to build a bamboo factory in Huay Poo 
Village. The initial investment was around 200,000 baht 
(each investor paid about 30,000 baht). Some other 
villagers with less capital invested about 400-500 baht 
each. This money was spent on equipment to build bam-

boo boiling pots. However, in the second year, many of 
the initial investors decided to leave the group because of 
the high transportation costs. Eventually, there was only 
one person left in the group (Khun Teerapong) who in 
the next year paid back the initial capital, distributed the 
profits to the initial investors, and took over operations of 
the bamboo processing factory. Since then, the factory at 
Huay Poo has been managed by Khun Teerapong and 
his wife.

 In 2003, another factory at Samakkeemai Village 
was established because there was not enough capacity 
to process bamboo shoots at the first factory. This second 
factory is not owned by Khun Teerapong. However, the 
same rules and regulations of bamboo shoot harvest are 
applied. 

Current Operations: Huay Poo Factory

Currently, the business is operated in the form of ‘Sole proprietorship.”  That is, the factory is a private business owned 
by Khun Teerapong and his wife. The owner acts as a middleman. That is, the owner of the factory buys bamboo 
shoots from villagers and hires villagers to process bamboo shoots into a sliced form before selling the processed 
bamboo shoots to another factory for further production. Below is a chart of the production process of the bamboo:

 
At the factory, after all bamboo shoots are transported to the factory, the selecting function ensures the size of each 
bamboo shoot. Next, bamboo shoots are sent to the boiling and cooling function, and then to the slicing function. For 
the slicing process, bamboo shoots are sliced in accordance with the specification (width and length) given by the 
secondary factory. Ultimately, the primary factory sells sliced bamboo shoots to the secondary factories. 

For the transportation of bamboo shoots, if a villager cannot transport processed bamboo shoots to the factory, those 
bamboo shoots will be collected by the factory’s truck. The factory will charge the villager for the transportation cost 
which is about 3.5-4 baht/ kg, depending on the distance from the factory. However, when this primary factory (factory 
at Huay Poo) sells processed bamboo shoots to the secondary factory; the secondary factory is the one who bears 
the transportation cost. 

”“ -Aldo Leopold

We abuse land because we regard it as a commodity belonging 
to us. When we see land as a community to which we belong, we 
may begin to use it with love and respect.
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SWOT ANALYSIS: Bamboo Shoots 

 

Strengths: Weaknesses: 

1) Production quality 

2) Sufficient supply 

• Location &Transportation 

• Seasonally oriented 

 

Opportunities: Threats: 

• Value-added 
 

• Forest fire 

 

 

GENERAL INFORMATION
Capacity:

Average = 6,000-7,000 kg/week• 
Maximum (in August) = 10,000 kg/week• 

Profits:
Average = 50,000 – 60,000 baht/ year (for bamboo • 
shoots 250,000 kg/year)

Expenses: 
Wages• 

Maintenance = 10,000 baht/ year• 
Miscellaneous (Plastic bags, baskets, etc.) = 10,000 • 
baht/year

Work Duration:
Around 20 July – 11 September (1.5 months)• 
No work on Saturday, Sunday, and other holidays• 

Rules & Regulations:

Village Heads and the Doi Tung Development • 
project helped establish rules and regulations for 
harvesting bamboo shoots. 

Villagers who harvest bamboo shoots are monitored • 
by the Village Head, Village Committee, Doi Tung 
people, Soldiers, and Government officials.

Example of rules and regulations: 1) People who cut • 
baby bamboo shoots will be fined at 200 baht/kg; 
2) For those who have income from bamboo shoot 
harvests, 2% of the income will be deducted and put 

into the village fund for maintaining the bamboo for-
est; 3) People cannot cut the little bamboo shoot with 
diameter that is less than 4 inches; 4) Bamboo shoot 
needs to be cut in a certain way so that it can grow 
into mature bamboo trees. 

OTHER CONCERNS

Q: Why do you not dry the bamboo shoots to add more 
value to them? A: We have no access to the market, the 
cost of the drying machines is too high, and we don’t 
know how much more profit we will get from it.

Q: How did the group first know about the bamboo shoots 
market? A: The secondary factory is owned by a friend of 
a person who worked for Doi Tung (i.e Professor Sa-
mart.)

Q:  What was the income in 2009 (for 2 the bamboo 
shoots factories)? A:  About 1.5 million baht.

Q: Are you interested in doing bamboo shoot paste? A: 
The cost may be too high because we would have to 
invest in a hygiene factory and a cooling room. Also, we 
do not know how to make good bamboo paste.

RECOMMENDATIONS

Have an expert come and suggest how to improve • 
and add value to the existing production of bamboo 
shoots (e.g. how to dry properly).

Suggest where the owner can learn how to add more • 
value to bamboo shoots.

Provide guidance to villagers on how they can access • 
new markets (after adding value).

Location and transportation• 
Seasonally-oriented• 

Forest fire• 

Production quality• 
Sufficient supply• 

Value-added• 

Strengths:

Production quality: The villagers are skilled at • 
processing bamboo shoots and thus can process 
bamboo shoots that meet various standard bamboo-
shoot requirements.

Sufficient supply: Bamboo shoot harvesting is • 
controlled by the established rules and regulations. 
Therefore, the amount of bamboo shoots is ensured 
every year. 

Weaknesses

Location and Transportation: The factory is located • 
in an area that is a far drive from the city. Therefore, 
it is difficult to arrange for the bamboo shoots to be 
transported.

Seasonally-oriented: The bamboo shoot harvesting • 
period is a very short one and only lasts about 1.5 
months.
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Opportunities

Value-added: Much more value can be added to • 
the bamboo shoots than currently realized. This can 
be done in various ways by utilizing their resources 
more effectively to make a wide-range of products. 
For instance, it is possible to make dried bamboo 
shoots, canned bamboo shoots, or bamboo shoot 
paste.

Threats

Forest fire: If one year there is a forest fire in the • 
bamboo forest, a significant number of bamboo trees 
can die. Therefore, fewer bamboo shoots can be 
harvested in that year. 

13



CASE STUDYCoffee Production 
Pa Hee Village

The following report describes the current condition of Pa Hee Village, as 
seen by a group of five interns at the Mae Fah Luang Foundation under the 
Doi Tung Development Project during the summer of 2010. After assessing 
and observing Pa Hee, largely through the eyes of the Village Head, P’Allan, 
several recommendations are offered to aid and improve in the village’s 
development as a whole. 

Includes:
Background Information•	
Observation•	
The Future of Pa Hee’s Coffee•	
Challenges•	
Analysis & Discussion•	
SWOT Analysis•	
Recommendations•	
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4 Coffee Production: Pa Hee Village

BACKGROUND

Group Formation

Pa Hee, the Akha village, situated in the north of the Doi 
Tung region, near the border of Myanmar, is comprised 
of 530 people and 83 households.  There are 3 income 
brackets in Pa Hee: low, medium and high. The village 
has one witch doctor and, if a local wants to be a mem-
ber of the village’s medical savings group, they are re-
quired to pay 30 Baht a month. If they would like to take 
out a loan from this fund, a 1% interest rate is charged 
and re-distributed to villagers as dividends.

Locals in Pa Hee Village have several funding options. 
They can take out a loan from the SML fund (150,000 
Baht; 1 M cap sit). In the past, Pa Hee village had a 
village fund (comprised of 80 people) wherein each 
member paid 200 Baht, resulting in a fund totaling 
16,000 Baht. However, this year, Pa Hee Village merged 
their savings group with the 1 Million Government Fund. 
Approximately 70 out of 80 households take part in this 
fund; however, some households are not able to obtain 
membership because they do not meet certain govern-
ment requirements. 

After announcing it on the village loudspeaker, employ-
ees from the 1 Million Fund collect money (30 Baht) from 
villagers on the 10th of every month. Because 30 Baht 
is such a miniscule amount, it is no problem if a villager 
does not contribute to the fund. If a villager would like 
to take out a loan from this fund (which currently has 
40,000 Baht), they must provide a valid reason. 

OBSERVATION

Current Coffee Situation

Even before the Doi Tung Development Project was 
implemented, the Pa Hee Village area has traditionally 
been good for growing coffee. All land that is apt for 
making coffee is fully utilized for this process; no area is 
wasted. The coffee is 90% organic (10% is not organic 
due to fertilizer-use). Several factors contribute to the 
quality of the coffee including: the weather, the height of 
the mountain, the process of making the parchment, etc. 

Value-Chain of Coffee Beans: 

Coffee Cherry beans are picked. Only the red cher-1. 
ries are picked as they are of higher quality than the 
green cherry beans.  

Coffee cherries are turned into parchment, requiring 2. 
a parchment machine. This is the process of separat-
ing the bean from the remainder of the pulp.

The coffee beans are then laid out in the sun to dry.3. 

The dried coffee beans are roasted, requiring a roast-4. 
ing machine.

The People Involved

Within the village, each household has their own parch-
ment machine in which they can turn the beans into 
parchment to then sell to an outside buyer who comes 
to the village to collect the parchment. All sellers find the 
buyers individually. While some households use the same 
buyer, they are individually responsible for price-negotia-
tions. Advice-giving is encouraged and common between 
households as Pa Hee is a relatively tight-knit community 
(of only 80 households, wherein communication between 
multiple households happens quite frequently). Buyers 
and sellers negotiate individually. The number of buyers 
has gradually increased, so the farmers are now able 
to sell at a slightly higher price than before. The Village 
Head, P’Allan, is in charge of quality control (to control 
the quality, he must control the tree/fertilizer).

THE FUTURE OF PA HEE’S COFEE

P’Allan pointed out that there are two opportunities that 
the village is considering in expanding their business. 
The first one is to export the parchment abroad as raw 
materials for roasting beans. The second one is to pur-
chase a roasting machine and process the coffee beans 
within the village. The machine costs 1 million baht and 
villagers have not arrived at a consensus on this invest-
ment decision.
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CHALLENGES

Pa Hee is currently facing several challenges in the pro-
duction of their coffee:

Branding• : In a need to differentiate their product and 
place their coffee higher on the value-chain, Pa Hee 
is facing the challenge of branding their own coffee. 
Although the quality is not entirely consistent yet, it 
is competitive (as compared with that of Myanmar 
and Loas). However, the main issue is that people 
do not know the brand from the coffee (aside from 
within the Doi Tung area). P’Allan, the Village Head, 
believes this is because they only sell the coffee 
beans; if Pa Hee were to do the roasting of the cof-
fee beans as well, this would open up an entirely 
different market. The roasting of the coffee beans 
combined with the marketing approach would give 
Pa Hee’s coffee a much higher value, something 
that P’Allan says the village has been struggling with 
for quite some time.

Access to Market• : There is a gap in knowledge 
between those who produce/sell the coffee, and 
those who buy the coffee. Aside from the 4-5 middle 
men within Pa Hee who have direct access to the 
market, the majority of the village lack knowledge of 
the market.

Supply and Demand• : P’Allan states: “This is a major 
challenge for Pa Hee.” Both sides need capital for 
investing and market demand does not match the 
supply. It is difficult for P’Allan to decide to invest 
in either the supply or the demand side. On the 
demand side, there is risk in ensuring orders as they 
are not stable or guaranteed. On the supply side, 
there is insufficient capital.

Past Investments• : A cooperative model would pose 
an automatic difficultly because villagers have al-
ready invested in parchment machines.

ANALYSIS & DISCUSSION

After spending time at Pa Hee Village and speaking with 
P’Allan, the Village Head, it became apparent that there 
are several factors that greatly contribute to the village’s 
successful development. The following are general 
observations made that might prove helpful in furthering 
any future analysis and discussion:

Short-term vs. Long-term Vision• : It has become 
apparent that the villagers in Pa Hee have adopted 
a short-term mindset. For instance, similarly to the 
observation that they do not find a strong incentive 
to save for the future unless they have children, 
they do not find a strong incentive to invest in a 
coffee roaster because it is difficult for them to see 
the long-term benefits. However, it is evident that 
these villagers live a lifestyle full of constraints: land, 
resources, market access, government authority, 
etc. Therefore, it is easy to understand why they 
have not yet become accustomed to thinking about 
the future.

Unless there is a problem, there is no incentive• :  
   Because the villagers of Pa Hee have difficulty  

adopting a long-term vision, they have increased 
difficulty in making decisions that will benefit them 
in both the short-term and the long-term. Therefore, 
they must be made aware of the issue at stake or 
the problem that could possibly occur if precautions 
are not taken. For example, if they were made aware 
of that handling their coffee production process in a 
similar manner could result negatively on their com-
munity in the future, there is a higher probability that 
they will invest in a roasting machine. Often times, 
people are only incentivized to fix the problem after 
it occurs; however, then we are stuck aiding in the 
symptoms as opposed to the root causes of the prob-
lem. In this case, we must aim to prevent the problem 
before it occurs. 

Realizing the Value of Existing Resources: • On 
average, Pa Hee Village produces about 900,000 
kilograms of coffee cherries a year, priced at 15 baht 
per kilogram, resulting in a possible annual profit of 
13,500,000 baht solely from coffee cherries. How-
ever, with each step that the coffee cherries further 
in the production process, their weight is reduced. 
As the coffee cherries are processed into parchment, 
the weight is reduced by approximately 80%, result-
ing in an annual parchment production of 180,000 
kilograms. The parchment can be sold at 70 baht 
per kilogram, resulting in a possible annual profit 
of 12,600,000 baht solely from parchment. As the 
parchment is processed into coffee beans, its weight 
is reduced by approximately 20%, resulting in an 
annual coffee bean production of 14,000. The coffee 
beans can be sold at 100 baht per kilogram, resulting 
in a possible annual profit of 14,400,000 baht solely 
from the coffee beans. The final step in the coffee-
production process is roasting the coffee beans. 
When the coffee beans are roasted, their weight is 
reduced by approximately 30%, resulting in an an-
nual roasted coffee bean production of approximately 
1000,000 kilograms per year. The roasted coffee 
beans can be sold at 300 baht per kilogram, resulting 
in a possible profit of 30,240,000 baht from the coffee 
bean in its final form. 

Below is a chart illustrating the coffee-production process 
that is detailed above:
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SWOT ANALYSIS: PA HEE VILLAGE 

 

Strengths: Weaknesses: 

1) Strong internal leadership 

2) High-quality coffee 

• Lack of professional 

roasting machines 

• 20% of village is in low 

income bracket 

• Prevalent short-term vision 

Opportunities: Threats: 

• Coffee harvesting is seasonal 

• Brand development 

• FTA 

 

 

Cooperative Model:

When the possibility of encouraging a cooperative model 
within Pa Hee village was brought up to P’Allan, the Vil-
lage Head, he quickly reacted: “This is much easier said 
than done.” In the past, P’Allan attempted to implement 
a cooperative model to aid in Pa Hee’s coffee production 
process (wherein different households would bring their 
own parchment machines to a community co-operative); 
however, it never succeeded. This was largely due to 
difficulty in allocating the profits while satisfying all mem-
bers of the group. The co-operative model also failed 
in bringing together all of the farmers under one grand 
name. Although it has yet to completely evaporate, what 
remains is a quality control and learning/sharing group 
that makes suggestions, recommendations and gives 
advice to villagers where found necessary. The group 
currently meets once a month; however, they are flexible 

to meet more often if a problem arises.

Although Pa Hee already has this group, a cooperative 
model would highly benefit the village if it were used in 
coffee-production. On average, a group would have high 
stability and much higher bargaining power, selling at a 
much better price.

CHALLENGE: Convincing the villagers of a co-operative 
model’s relevance in their community will pose as one 
of the biggest challenges in this process. Although the 
group would be more powerful in negotiations, it will be 
difficult to incentivize the villagers to take part. There is a 
need for a long-term commitment in educating the villag-
ers on hat exactly a cooperative comprises of. For further 
information, please refer to The Transfer of Ownership 
report on cooperative models.  

Lack of professional roasting • 
machines
20% of village is in low income • 
bracket
Prevalent short-term vision• 

FTA• 

Strengths:

Strong internal leadership: P’Allan, the Village Head • 
has not only increased the overall prosperity of Pa 
Hee, but also is visionary in his conviction that Pa 
Hee can truly stand strong as a self-sufficient and 
independent village.  His youthfulness, zeal, and 
solid leadership has enabled Pa Hee to make recent 
strides in adding value to their coffee bean.

High quality coffee: In a blind taste test, the Pa Hee • 
coffee bean was rated best in taste and quality 
among coffee manufacturers in Thailand, Laos, and 
Myannmar.

Opportunities:

Coffee season is from November until February: • 
Therefore, the villagers do not have much to do from 
March until October. Although this can be seen as a 
weakness as well, it is more so an opportunity be-
cause, during these months, the villagers have much 
more time to develop other skill-sets and areas of 
opportunity. Currently, the villagers spend these 
months either taking care of the coffee or working in 
the labor/service industry where they get paid daily 
wages.  During this time, they earn 60-100 Baht a 
day on average, depending on the job. From March 
until October, they can spend time developing their 
skill-sets to improve their business operations.  

Brand development: If the roasted coffee is branded • 
effectively (especially if a successful co-operative/
middle-man model has been implemented), Pa 
Hee’s coffee will experience a higher value added.

Weaknesses:

Lack of professional roasting machines: Pa Hee has • 
opportunity to purchase a professional coffee-bean 
roasting machine. Although there is a high initial 
investment (around 1 Million Baht), it has many long-
term benefits and will increase the value and ulti-
mately increase the profits from the coffee.

20% of the village is in the lowest income bracket: • 
In an urgency to obtain money, they tend to lack 
savings and resort to selling for immediate cash. By 
quickly selling off their products, they lose much of 
their bargaining power and also shock the overall 
market price of Pa Hee’s coffee bean.  

Short-term vision: A cultural artifact of the Northern • 
Thai hill-tribe villagers is their short-term vision,.  
They also seem to be highly risk-averse and do not 
see a need to plan and have a long-term vision of the 
future.  

Threats

FTA:  In the next couple of years, new rules and • 
regulations will be enacted that will decrease the 
overall price of coffee beans in the vicinity of Pa Hee. 
This external shock can prove fatal for Pa Hee’s 
coffee business if a proactive approach to forming a 
co-operative does not begin.

Strong internal leadership• 
High-quality coffee• 

Coffee harvesting is seasonal• 
Brand development• 
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WORKING RECOMMENDATIONS

Co-operative Model• : Currently, Pa Hee village 
ends their coffee-production process with parch-
ment. However, if they roasted these beans, they 
would more than double their annual profits. Right 
now, they make an annual profit of approximately 
14,400,000 baht from solely selling the raw coffee 
beans. However, if they roasted the beans as well, 
it is possible that they can make an annual profit 
of approximately 30,240,000 baht, a 210% profit 
increase. The main issue that a roasting machine 
is about 1 Million Baht, a very expensive invest-
ment. However, it would be highly beneficial if Pa 
Hee Village were to form a cooperative and invest 
in the machine as a group. There are several ways 
that this cooperative can possibly work. However, 
the first step in forming a cooperative is educat-
ing the people on what a cooperative model would 
entail (how it works, the market, the poeple who 
would control and distribute the profits). Another 
option is to form something more closely related to a 
middle-man model. If Pa Hee Village were to adopt 
a middle-man model, this would entail one villager 
to invest in a roasting machine, while other villagers 
would sell their parchment to him or her. 

Strategic Planning• : If Pa Hee Village were to adopt a 
co-operative model in their community, it is essential 
that they understand the long-term benefits. Based 
on our observations, it is apparent that they have 
become accustomed to adapting to a short-term 
vision. Therefore, it is likely that they will have to 
be exposed to the benefits and long-term necessity 
of a cooperative model in order to fully understand 
the reasoning behind the process. Early exposure 
to the end-result might result in increased motiva-
tion. Rather than focusing specifically on a “savings 
group,” it is necessary that emphasis is placed on an 
overall better outcome of the village and their coffee 

business and that a savings group is only a piece in 
realizing the potential that building unity within Pa 
Hee would have in beginning to build their interna-
tional brand. If it is easier for the villagers to measure 
their successes quantitatively, than we must show 
that a cooperative model is first necessary in order to 
even begin developing a plan for roasting efficiently 
and branding effectively. In creating a strategic plan 
for Pa Hee, effective communication within the village 
must be emphasized. 

Village Communication Strategy• : Currently, Pa Hee’s 
sole communication channel is a loud-speaker sys-
tem throughout the village. This is the only means 
by which the community is made aware of certain 
important village-happenings. However, it has been 
observed that Pa Hee might need to make an add to 
their means of communicating throughout the village 
as the current system does not work in the most ef-
fective manner.

Markets must be identified• : This must be done so that 
the information can be an advantage to the coopera-
tive rather than the 4-5 middle-men who are well-
aware of all the possible market channels. They are 
the only ones with access to the market in the village. 
They buy raw coffee beans from the villagers and 
then sell them to outside buyers.

Capital Investment & Guaranteed Buyers• : Two of the 
main things hindering Pa Hee’s growth is that they 
lack sufficient funds and promise to make an initial in-
vestment. If they were to have a sense of something 
being guaranteed, they would be more likely to take 
the risk of investing in a long-term piece of machin-
ery. This point emphasizes the fact that they should 
be made aware of the long-term consequences of 
their short-term actions. In addition, they should be 
incentivized to adopt more of a long-term vision.
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ANALYSISCase Study Analysis

1 Shared Common     

Values Recognized

COMMON CHARACTERISTICS ACROSS ALL 4 CASES:

Access to market: The middle man model has access to 
the market. For instance, the bamboo shoots business 
at Huay Poo village, the owner sells processed bamboo 
shoots to another factory. At Pa Hee Village, villagers 
sell coffee parchments to other people. 

Adding value: According to our observation, products are 
value-added. For example, coffee at Pa Hee Village is 
processed into coffee parchments, unlike coffee at other 
villages (around Doi Tung) which sell coffee in the form 
of cherry beans. Bamboo shoots from Huay Poo Village 
are sold in the form of processed bamboo shoots, not in 
the form of raw ones.

Employ local people (training): The businesses that we 
observed involve local people. For instance, Embroidery 
at Kha Yang village, the leader of the group hires villag-
ers in the village to make hill-tribe bags, or hill-tribe suits.  

More united community: In each of the businesses, it 
involves a lot of participation from villagers who are in 
the same village, as they are hired to work for the busi-
ness. However, hiring villagers by local people can not 
only help villagers to get together and work but also can 
provide a place for local people to socialize. As a result 
of this, the community can be more united.

Dependency: From our observation, most villagers are 
dependent mainly on the leader within the community. 
The leader, in this case, refers to “the business leader” 
who initiates business within the village. The business 
leader has strong leadership as well as access to the 
market and thus other people are mainly dependent on 
this person. For example, in the embroidery group at 
Kha Yang village, most villagers who sew the embroi-
dery depend mainly on the group leader who gets order 
from customers.  

Specialization: Specialization is one of the most impor-
tant factors that help maintain the existence of the busi-
ness in the market. According to our observation, those 
businesses possess specialization. For instance, at the 
bamboo shoot factory, workers can process bamboo 
shoots in accordance with the specification given by the 
customer because workers are skillful in bamboo shoot 
production. Therefore, they can still gain orders from the 
customer every year.

2
PROS:

Easy to form: The middle man model is easy to form as it 
requires only one person or a few people to form and run 
the business. Moreover, the middle man model is subject 
to few start-up regulations.

Quick Decision Process: The decision making process 
can be done by only one person and thus the process 
could be done more quickly than other types of business 
models. 

Less conflicts: The middle-man model provides fewer 
conflicts in the business decision making as it involves 
less people who are in charge of managing the business.

No problem of profit allocation: No complex rules and 
regulations of profit allocation are needed as profit gener-
ated is taken by only one person or a few people—the 
owner(s).

CONS:

Lack of connections and resources: Because the busi-
ness is owned by one or a few people, it is constrained 
in raising capital and lacks proper connections to the 
market.

High risk: The risk of running the business is high as 
there are few people to share the risk of operating the 
business. 

Less innovation/creativity: When there is only one person 
or a few people running the business, there may be less 
innovation/ creativity. For example, if the business wants 
to create more value-added products, only a person may 
not be able come up with a new idea to do so.

The Middle Man 
Model Analysis
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RECOMMENDATION
Case Study 
Recommendations

There is a Need!

During our visits to the villages, we realized that 1. 
there are many “potential entrepreneurs” - villagers 
with entrepreneurial mindsets and skills.

Contrary to our initial assumptions, the villages 2. 
already provide a wide range of financial resources 
that can facilitate entrepreneurial activities. These 
resources are channeled through different govern-
ment programs, agencies, and the DTDP.

Access to the market is crucial and is usually found 3. 
through connections. Individuals acquire access 
either through someone at the foundation or another 
fortuitous connection (ie. Christian connection). 

Many villages lack education in related disciplines 4. 
and do not know how to add value to their existing 
business/products. For example, the business owner 
of the bamboo shoots operation wants to expand 
her business, but does not know how.

The above situation on the ground presents us with a 
need for a mechanism/platform that can match promis-
ing entrepreneurs with resources within and outside the 
village more efficiently and effectively. The Doi Tung 
Village Business Incubator is proposed to address these 
needs.  

The Business Plan and Incubation Program

The Doi Tung Business Incubator Program seeks to pro-
mote entrepreneurship in Doi Tung’s villages and helps 
connect entrepreneurial villagers with existing resources 
to actualize their business visions.

The Doi Tung Business Plan & Incubation Program
A Unique Program

The Business Plan and Incubatoin Program will fully 
utilize local wisdom and existing resources. There will be 
no new inventions and minimal intervention. The program 
will empower villagers to be entrepreneurs. It will be the 
first entrepreneurial business plan competition for villag-
ers (Please note: there is a need for a simplified template 
for business plan that can be used by villagers). The pro-
gram will also connect villagers with valuable resources 
outside their villages that they would not otherwise be 
able to access. 

OUR BUSINESS MODEL

Part I – Business Plan Competition

Villagers submit their business ideas and visions 1. 
to the Doi Tung Development Project (A 300-word 
description or a 3 minute video that they can film for 
free at the Mae Fah Luang Foundation. This business 
idea can be a completely new product/service or a 
value-added part of an existing business. 

In the first roung, the judging committee would select 2. 
10-15 teams. Villagers will form their teams (illiterate 
villagers can work with someone who is literate) and 
turn their ideas into a business plan (a villager ver-
sion) with help from the staff members from a private 
sector CSR sponsor (ie Siam Commercial Bank) & 
DTDP. 

Next, villagers present their business ideas in front of 3. 
the judging panel who will then select the top three 
teams. The top three teams will enter the next phase, 
which will be the business incubator. The rest of the 
teams will receive some sort of guidance or compen-
sation (details to be decided).

Submit 
your 
idea 

Round
1 

Learning 
Process 

Round
2  Present Final 

  Idea Submission 

  300 words  

  3-min video 

  10-15 teams are 

selected 

  Development 

workshops 
  Advising teams 

  Business Proposals 

  Business 
Presentations 

  3 winning teams 

Business Incubator Program 
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Part II – Business Incubator

Winning competitions are matched with mentors or 1. 
advising teams.

Further development of business proposal2. 

Channeling of initial investment3. 

Keeping people accountable. 4. 

* Does this meet the concept of sufficiency economy and 
does it benefit the local economy? – Yes, this business 
plan competition fosters and brings ideas to fruition. 
It will also create a more effective allocation of local 
resources. 

* Who are the people in charge of this business incuba-
tor idea? – The DTDP will facilitate this program.     

SOURCES OF REVENUE

Entrance fee• : To join this competition, each team of 
villagers will have to pay an entrance fee per team.

Seed funding• : This requires a certain rate of return 
(extra revenue to keep the initial funding growing).

CSR sponsorship:•  This will come from different 
private sector firms such as Siam Commercial Bank. 
DTDP. They can act as part of the judging committee 
and also bring in free consulting services; However, 
it is imperative that these employee engagement 
programs be long-term so employees can stay com-
mitted to the villagers throughout the entire process.

Advertising fees: • This will come from related enter-
prises (especially agricultural-related). However, we 
have to be careful about the selection of these enter-
prises. For example, the GM seeds company should 
be avoided. Local enterprises can also advertise 
their products in this competition and bring up local 
awareness of entrepreneurial related activities.

PRICING STRATEGY

Questions for future consideration: How should the • 
advertising fee be determined? What should we 
charge to enter the competition? The Purpose is to 
cover operating costs and increase the initial pool of 
money that can be allocated to potential entrepre-
neurs/business projects.

SHORT-TERM & LONG-TERM GOALS

Short-term: We hope to channel the capital more ef-• 
fectively and reduce misuse of funds and corruption 
in the village.

Long-term: We hope to stimulate an entrepreneurial • 
spirit in this region so that the people of Doi Tung are 
truly empowered. In doing so, the Mae Fah Luang 
Foundation will be more confident in their prepara-
tions to transfer ownership.

SPECIFIC, MEASURABLE OBJECTIVES (QUANTITA-
TIVE & QUALITATIVE

Questions for future consideration: How many par-• 
ticipants will compete in this competition? How many 
successful projects will be determined? What wil be 
the return and impacts of the investment projects 
(financial returns, number of people employed in this 
region); How has the fund been used more effec-
tively, compared with before? Was there any misuse 
of the funds? What is the rate of return? How can the 
young children in the vocational track be empowered 
through this program?

OUR BUSINESS MODEL

All villagers in Doi Tung region are potential participants 
in this business competition. In our analysis, we have 
segmented the villagers in Doi Tung based on three crite-
ria: age, education and income level. Our target custom-
ers should have the following characteristics:

In terms of age, we will target the population aged 20 • 
– 50, who are usually more energetic, creative and 
entrepreneurial. For the population 18 and below, 
we have proposed a capstone project in high school 
allowing them to continue with their business ideas 
after they graduate. This program can also be a 
continuation of the high school’s business education 
program.

Participants with at least a high school education • 
background are preferred. The more educated they 
are, the more likely they might have relevant knowl-
edge and skills useful for starting a business. More 
education also improves the critical thinking skills of 
the students. 

Income level does not really matter. However, it is • 
worth noticing that customers with higher income 
levels might have more savings, which can finance 
their initial investment. Customers with higher income 
levels might also be more interested in entrepreneur-
ship as their basic needs are met. 

Those with previous working experiences are pre-• 
ferred. Since the initial stages of founding their busi-
ness, an entrepreneur is usually involved in all opera-
tions of a company. The more diversified experiences 
they have had, the more likely the entrepreneurs are 
to succeed in their businesses. 

21



SPECIFIC GROUPS WE HAVE IDENTIFIED:

*In the future, this should be backed up with data from 
the Departement of Social Development. In addition, 
more target groups will need to be identified as well.

Additionally, it is preferred that proposed projects require 
an initial investment of over (XXX baht). This is because 
if a project is below XXX amount of money, it will be eas-
ier for an entrepreneur to access funding for it. These 
projects will probably only need access to a couple of 
funding resources to start up their company. However, 
if entrepreneurs have projects above XXX, their lack 
of collateral will keep them from borrowing from formal 
sectors.

FUTURE OPPORTUNITIES

Business Showcase• : In the future, there can be a 
business fair/expo showcasing the businesses/en-
terprises in Doi Tung. 

Corporate Involvement• : Because companies actively 
seek out CSR opportunities, there will be increased 
private-sector activity in the villages. In the long 
run, financial services and products can be adapted 
and catered to the needs of the villagers and rural 
residents. 

Horizontal Expansion• : for private sector companies 
to widen product range and market segment target.

Expanding Reach• : There is a possibility for the busi-
ness plan competition idea to be applied to several 
other project sites of the foundation.  

Scalable• : Generally, this idea can be applied to any 
village in Thailand because of the fact that many 
of these the government funding programs are 
national. The difficulty lies in the fact that we might 
not be able to find a foundation like Mae Fah Luang 
Foundation. However, we might find NGOs or royal 
initiatives projects / foundations with parallel values.

STAKEHOLDER ANALYSIS 

Stakeholders Role & Obligation What Can They Get? 

Participating 

Villagers  

(From 26 villages)  

Participants 

 

Learning Experiences, 

Funding Opportunities 

Networking 

Opportunities 

Non-participating 

Villagers 

Judging Panel Employment 

opportunities, More 

services/products 

Mae Fah Luang 

Foundation 

Competition 

Organizer/Facilitator, 

Judging Panel, 

Team of supervisors 

& advisors 

Truly empower people, 

Transfer of Ownership 

 

Private Sector 

(E.g. HSBC, SCB 

CSR) 

Provider of extra 

funding, Judging 

Panel, Team of 

supervisors & 

advisors, Free 

product/services 

(insurance) 

CSR opportunities 

Expansion into rural 

market, Rural market 

research, Rural 

product development 

University 

(optional) 

(E.g. Chiang Rai 

University, Mae 

Fah Luang 

University)  

Judging Panel, 

Team of supervisors 

& advisors, Students 

as interns in start-

ups, Technical/R&D 

Support 

Giving back to society 

Internship for students 

 

COMPETITION

Who are the existing and potential competitors and what 
are our significant advantages? 

Our major competitors are other business plan com-• 
petitions or other business incubator ideas. 

There are no existing competitors because we enjoy • 
a first movers advantage in this market. We might 
also enjoy customer loyalty from the MFLF. 

Since our competitions can only benefit a limited • 
number of teams and entrepreneurs, more competi-
tions or similar programs will help meet the needs of 
those that cannot achieve their dreams through our 
program. 

Although other competitions might take away some • 
participants from our competition, they will most likely 
be co-petitors to the Doi Tung Business Incubator 
Program. The more programs there are, the more 
resources villagers can access to achieve their entre-
preneurial dreams. These other programs can also 
be useful benchmarks to improve our project. 

Another of our major competitors are formal and informal 
lending sources. Since we cannot meet the needs of 
every one that joins the competition, it is inevitable that 
some of the potential entrepreneurs might flow into these 
sources. However, we have competitive advantages over 22



It will also be a chance for the Foundation to re-• 
cruit more local people. If a villager impresses the 
Foundation with their idea, they might get a surprise 
interview.

All participants that enter the second round but not • 
the business incubator program can earn a certain 
amount of seed funding and certificates. 

To ensure the long-term success of this program, we • 
will clearly show the villagers the benefit of participat-
ing in a competition such as this one and what they 
can gain from it. In the mini workshops before the 
competition, instructors can inspire the participants 
by sharing all of the possible business opportunities 
available within the Doi Tung Region.

In an effort to encourage more villagers to join, the • 
competition fee can be waived in the first few years.

How can we advertise the competition to corporations in 
private sector?

Increasingly, corporations now see the importance of 
participating in CSR projects as a means to improve their 
public relations. The public is more in tune with compa-
nies that have both a high social and financial return on 
investment.

This project will be the first of its kind in this region of • 
Thailand and the impact made will be measurable. 

It is also a way for the corporations to engage the • 
employees in giving back to society. This can be a 
way for private firms to strengthen their corporate 
culture, cultivate employee loyalty, and boost overall 
employee morale. 

Private firms/corporations can also take this as a • 
golden opportunity to expand their business in the 
rural market of Thailand. By investing in rural entre-
preneurship, private firms can gather more market 
information and experiment with new products. 

MANAGEMENT & IMPLEMENTATION TEAM

The Management Team will serve as a reference for an 
investor to assess a company’s future ability to execute.  
This is as important as its ability to plan. (The foundation 
can use this template to select the potential committee 
members.) 

OPERATIONAL MODEL

On the next page, you will find the organizational struc-
ture chart for the committees of the business plan com-
petition and the business incubator program.  The MFLF 
plays the role of facilitator and provides a platform for the 
different stakeholders involved in this program. 

Note: Employees from private sector, students and 
Professors from the Universities, and employees in the 
advising committee are all participants of this program.

STAKEHOLDER ANALYSIS

COMPETITION

Who are the existing and potential competitors and what 
are our significant advantages? 

Our major competitors are other business plan com-• 
petitions or other business incubator ideas. 

There are no existing competitors because we enjoy • 
a first movers advantage in this market. We might 
also enjoy customer loyalty from the MFLF. 

Since our competitions can only benefit a limited • 
number of teams and entrepreneurs, more competi-
tions or similar programs will help meet the needs of 
those that cannot achieve their dreams through our 
program. 

Although other competitions might take away some • 
participants from our competition, they will most likely 
be co-petitors to the Doi Tung Business Incubator 
Program. The more programs there are, the more 
resources villagers can access to achieve their entre-
preneurial dreams. These other programs can also 
be useful benchmarks to improve our project. 

Another of our major competitors are formal and informal 
lending sources. Since we cannot meet the needs of 
every one that joins the competition, it is inevitable that 
some of the potential entrepreneurs might flow into these 
sources. However, we have competitive advantages over 

them in the following aspects:

Our program is more holistic and offers support in all • 
areas and will therefore be a great learning experi-
ence for all participants. 

The interest rate of our seed funding is much lower • 
than their interest rates. 

MARKETING PLAN

*Note: Ideally, the Department of Social Development 
would be in charge of the execution of this project

How can we promote this idea in the Doi Tung Region?

Local villagers working for the foundation are en-• 
couraged to join this competition (we have identified 
some employees in this foundation that are inter-
ested in setting up their business. ie. P’Aran). 

Local villagers working for the foundation will be the • 
village ambassadors to promote the business ideas 
within their villages. They will visit households to tell 
them about this idea and encourage potential entre-
preneurs to join and even facilitate the submission of 
their plans. 

Village heads and other influential figures are impor-• 
tant agents that can promote this within villages.

It can be promoted it in schools (brochure, etc)- The • 
children can be asked to tell their parents.

We can tap into the Foundation’s network and ask • 
workers to list out the potential entrepreneurs in their 
villages. They should be contacted individually and 
encouraged to join.

Online promotion (forums or the local websites), • 
TV, newspapers, handouts. (Specific names of the 
website platforms that local people access)

How will we incentivize the villagers to join this competi-
tion? 

The first competition will be very crucial in ensuring the 
long-term success of our program. Therefore, we must 
have a significant number of participants in this competi-
tion. Villagers will be excited to enter this competition for 
the following reasons:

A mini business workshop will be conducted to • 
introduce basic business concepts to villagers first, 
during which villagers will be encouraged to describe 
their visions and instructors will fully explain the 
business competition. The instructors can identify 
potential villager participants and encourage them to 
join. 

Chance to enter a scholarship lottery for the local • 
villagers. Those that enter the first round but cannot 
make it to the second round will automatically be put 
in a lottery program where they have a chance to 
win a scholarship for their children.

Staff members from the Department of Social Devel-• 
opment will go into the villages and collect the busi-
ness plans in video or paper form from the villagers 
themselves, which will increase the convenience. 23



This can be a project for the existing staff members of 
the MFLF, which will incur very few new hires and extra 
salaries costs. 

MARKETING & STRATEGY TEAM is mainly in charge 
of developing the details of the two programs and reach-
ing out to different stakeholders. Current staff members 
at the MFLF (or even villagers) can take on these roles. 

FUND MANAGEMENT TEAM is responsible for raising 
and allocating seed capital to the winning teams and 
gather donors from the private sector, staff members at 
the MFLF and the villagers (village funding committee). 

EVENT PLANNING TEAM is a unit that will implement 
the proposal developed by the marketing & strategy 
team and plans the actual events. Team members can 
be all stakeholders. Members from the other two teams 
can also participate in the implementation process. 

BOARD OF DIRECTORS should involve experts from 
private sector, MFLF, villages and the University. Their 
area of expertise should encompass business develop-
ment, social and economic development, technology 
and innovation, fund management and local knowledge / 
wisdom / authorities. 

Some jobs, such as design or media, can also be 
outsourced or offered as an internship if the founda-
tion lacks people of relevant expertise or enough staff 
members. 

(Please refer to the appendix for a tentative implementa-
tion plan.)

RISK ASSESSMENT

Low initial participation – It is possible that actual par-
ticipants in the first competition might be lower than we 
expected. Villagers might not join this competition due 
to a lack of confidence or understanding of the program. 
It is important to attract as many participants into the 
first competition as possible because the success of the 
first program will increase participation in the future. To 
address this risk, we need to fully incentivize the villag-
ers before the first competition. The marketing plan will                                                                                   
hold a detailed session on how to attract villagers to join 

the competition. The mini workshop can also serve as an 
intro workshop to the villagers. 

Default risk/mismanagement of seed fund – To fully ad-
dress this risk, from the beginning, the funding team has 
to come up with a complete funding allocation mecha-
nism that will channel the fund effectively. We can also 
use financial products (such as derivatives, insurance) to 
hedge the default risk. 

Short-term commitment from the private sector – Many 
CSR programs corporations engage in are short-term 
and lack the full commitment necessary for sustainable 
change.  To address this risk, the Foundation can stress 
the benefits of local wisdom that comes from a strong 
partnership.  This program will bring together creative and 
entrepreneurial types to collaborate and feed from each 
other’s innovative ideas. With more support form corpo-
rations, villagers will be able to tackle the most pressing 
issues with the appropriate resources and knowledge to 
do so.

General economic conditions – Even though the villages 
within Doi Tung are relatively isolated under the umbrella 
of Mae Fah Luang Foundation, plans for fully transferring 
ownership to the people of Doi Tung is an encroaching 
scenario.  To address this issue, new entrepreneurial 
ventures should center around the triple bottom line fo-
cusing on social, environmental, and financial aspects of 
a successful business.  

FINANCIAL PLAN FOR THE COMPETITION (CURRENTLY 
INCOMPLE & TO BE COMPLETED)

REVENUE PROJECTIONS FOR THE PROGRAM:

Possible revenue sources for the program

Entrance Fees for participants into this program• 

Funding from Mae Fah Luang Foundation• 

CSR sponsorship• 

Advertising fee• 

MAJOR COST ITEMS FOR OPERATION:

1st & 2nd Stage

Research & Development budgeting• 

Purchase of equipments• 

Marketing expenses• 

 -Cost of transportation

 -Cost of materials preparation

Outsourcing fee (if not done by the MFLF)• 

 -Consulting fees

 -Cost of design

 -Cost of Media

Salaries - this will only be an extra cost item if the • 
foundation hires more employees / interns.

 

Person in Charge 

Marketing & Strategies Team 

PR Team 

Villagers 

Corporations  

University 

News/Media/Press 

Strategic 
Planning Team 

Fund Management Team 

Fund Raising 
Team 

Fund Application 
Team 

Fund Allocation 
Team  

Event Planning 

Board of 
Advisors 
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Implementation Plan for Business Incubator Program
 

Time/Teams Marketing & Strategies Fund Management Event Execution Team 

1
st
 Stage 

Understand 

• Strategy team thoroughly 

researches about existing and 

potential business 

opportunities (new businesses, 

value-added businesses & social 

enterprises) in Doi Tung and 

identifies potential 

entrepreneurs in the region.  

• Strategy team researches and 

compares similar programs and 

summarizes the best practices 

for business competitions and 

incubator program. 

• Strategy team researches into 

CSR programs for enterprises 

and identifies possible ways of 

cooperation. 

• Strategy team identifies the 

potential universities and 

departments (based on the types 

of businesses) and proposes 

cooperation scheme. 

• Strategy team proposes media 

strategies and online marketing 

strategies. 

• Based on the reports of the 

strategy team, the PR Team 

identifies and prioritizes the major 

stakeholders in villages, private 

sector and university and come 

up with a detailed reach out 

proposal for each of the groups 

(including marketing channels, 

tools, budgeting).  

• (Suggestion) It might be preferred 

that the reach out team first reach 

out to villagers.  

• Fundraising team researches 

about the potential sources of 

funding within and outside of 

the village. (Personal funding 

potential, funding through 

government programs, CSR 

support potential and the MFLF) 

(their detailed selection criteria, 

loan terms, size… etc etc) 

• Fund application team 

researches into the start-up 

capital requirement in Doi 

Tung for small, medium and 

large enterprises and comp up 

with estimates for the size of 

seed funding for different sizes 

of business in the business 

incubator program and the 

required rate of return for the 

funds. (Details) 

• Fund allocation proposes a 

mechanism for the flow of the 

money from collecting the funds 

to application procedure to 

allocation. 

• Develop a layman business 

proposal template that can be 

used by local villagers.  

 

• Based on the best practices 

research by the strategy 

team, execution team comes 

up with a detailed run-down 

of the activity and a detailed 

budget estimate. 

2
nd

 Stage 

Reach Out 

1) PR Team reaches out to potential 

entrepreneurial villagers to 

explain the concept and 

encourages them to participate in 

the competition.  

2) PR Team (in collaboration with 

the education team) conducts 

mini business workshops that 

will introduces basic business 

concepts and the potential 

business opportunities in Doi 

Tung, which is expected to further 

encourage participation in the 

competition.  

5) Budgeting report on the budget 

of whole event (revenue and 

expenses items, etc etc).  

6) Submit budgeting report to XXX 

(related department within the 

foundation) and get funding for 

the events.  

 

3
rd

 Stage 

Business 

Competition  

1) Round 1 - PR Team in charge of 

the collection of the ideas and 

sending it to judging panel for 

selection of the first round results. 

Announces the result for the first 

round. 

2) PR Team matches Round 2 

qualifiers with advising teams 

(private sector + university + 

foundation employees). 

3) PR Teams design a series of 

workshops that will help Round 2 

qualifiers develop their business 

proposal. 

4) PR teams invite judging panel 

for grand final.  

5) Allocate funding to the 

organizing committee for the 

event planning.  

6) Provides instructions (and 

possible some useful tools?) 

on submission of materials in 

the first round 

7) Facilitate and organizes 

business workshops for 

Round 2 qualifiers.  

8) Organizes the presentation 

ceremony for the Round 2 

qualifiers.  

9) Hosts the awarding ceremony 

for the three top winners.  

4
th
 Stage 

Business 

Incubator 

Program 

10) Match the winning teams with the 

advising teams. 

11) Keep track of the development 

of the winning proposal - Visit 

both the teams and the advising 

committee regularly to know their 

updates and progress. 

12) Contacting different parties for 

feedback regarding the previous 

events. 

13) Review and revise from the 

previous experiences before 

preparing for the event next year. 

14) Raise the funding resources for 

these projects and allocates the 

money (very long term) 

15) Manage seed funding in the long 

run. Approve the funding 

applications - allocate funding - 

collect interests & principals. 

16) Facilitates the meetings 

between winning teams and 

the advising teams.  
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REACH OUTPart II: 
Reaching Out to the 
Younger Generation

Includes:
CASE  STUDY

Money Club (Huay Rai Samakee Secondary 1. 
School)

CASE STUDY ANALYSIS
Focus Shift: The Importance of the Younger 2. 
Generation

CASE STUDY RECOMMENDATIONS
3-Year Experiential Business Curriculum1. 

Throughout our visits, we kept two questions in the back of our minds: 1) How do we get 
people to form groups? and 2) How can we incentivize individuals to save within these 
groups? When our visits came to an end, we realized we needed to revisit our guiding ques-
tion: Why do people save?  We came to the simple conclusion that people save, to accumulate 
money, to gain security in their lives. However, the fact that people save for different purposes 
became an increasingly crucial factor in our work and lead us to realize that these purposes 
were ultimately what would provide the villagers with an incentive to save. 

After visiting our fifth site (the Money Club at Huay Rai Samakee Secondary School) and 
discovering that people primarily save for their children in this area, we came to realize the 
importance of focusing on the younger generation. Several reasons led us to realizing this. 
Aside from the fact that children are the most cost-effective to educate, children can also 
motivate their parents to save, creating a virtuous cycle of development.  Thus, children have 
the potential to make the biggest impact on their parents’ lives and have the ability to em-
power their parents to save and manage their finances, indirectly enhancing the sustainability 
of their communities. As the previous did, this section also concludes with a recommendation 
of a 3-Year program, which, after careful consideration of various factors along with a pilot 
program, we believe will provide the most holistic solution to this pressing problem.  
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CASE STUDYMoney Club
The Money Club is a student-based organization in a vocational-focused 
high school in the Doi Tung region.  The majority of the students are from 
low-income hill-tribe families in the surrounding area.  This group focuses 
on educating its members on practical, income-generating occupations 
such as carpentry, embroidery, cooking, handicrafts, etc.  The Money Club 
focuses on what these students already know through learnt traditions and 
aims to develop more financially conscious individuals through an educa-
tional and interactive approach.

Includes:
Background•	
Group Formation & Organization•	
SWOT Analysis•	
Areas of Development•	
Recommendations•	
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5 Money Club

BACKGROUND

Huay Rai Samakee High School

The main target group discussed in this section is the 
academically-weak, hill-tribe student on a vocational 
track in Huay Rai Samakee High School. Headmaster 
Superchuk opened this school three years ago and, 
within the last two years, began the development of a 
more holistic business program within the already-estab-
lished vocational curriculum.

High school or secondary school (M4-M6) in Thailand 
follows a three-year sequence. The vocational educa-
tion curriculum throughout Thailand is intended to equip 
students with the practical skills necessary to work in the 
local economy. Statistics support Thailand’s vocational 
education, showing a higher out-of-school income for 
Thai students with a vocational education certificate than 
those with an academic diploma.  

Current Vocational Education Curriculum: The vocational 
curriculum at Huay Rai Samakee High School is com-
prised of skills that are most relevant and useful to the 
immediate future of hill-tribe villagers. All students are 
trained in art, clothes making, cookery, and agriculture 
leading up to a capstone project in M6 (12th grade).  In 
their last year, students learn how to organize and man-
age a basic business. This capstone project is called 
“Pathway to Small Business” and is a culmination of ev-
erything the students have learned in secondary school. 
Each year, the school hosts an exhibition that highlights 
the learning and progress students have made as a 
product of their vocational training.

GROUP FORMATION & ORGANIZATION 

The Money Club initially formed out of a need for stu-
dents to put their vocational education into practice and 
make money. In fact, the group’s name literally trans-
lates to “The Committee Dedicated to Earning Extra 
Income Whilst in School”.   

Teachers are initially responsible for forming the stu-
dent’s groups within The Money Club. These teachers 
are mainly responsible for supervising the students to 
keep the projects organized and students accountable.  
Teachers also assign specific roles for each student to 
make the groups work more effectively. Currently, the 
groups focuses on training students to do work in the 
following fields: coffee, embroidery, agriculture, and 
industrial work.   

The teachers within these classrooms are comprised of 
the elderly and older students. This approach exposes 
students to a variety of perspectives and allows them to 
interact with individuals who have already had real-world 
experience.  

Costs and Benefits:

The average cost of a student project ranges from 
2,000 – 4,000 baht; however, many projects are small 
and made to order. For example, if a wedding planner 
may request 1,000 garlands for a wedding next month, 
students pool their money together, gather the necessary 
materials, and delegate jobs and tasks for everyone in 
the group. Profits from smaller projects like this will reach 
around 2,000 baht/group. Students can also sell their 
products in markets, parties, and hotels.

Every year, there is a big exhibition where all students 
who are a part of the vocational curriculum showcase 
their projects. Total profits from this exhibition reach up to 
20,000 baht.  

Funding:

The school has set up a separate fund to help support 
projects that the students want to initiate. This money is 
drawn from the pool of funding the central government 
provides in support of vocational education throughout 
Thailand. To ensure future sustainability of The Money 
Club, additional funding will come from the excess rev-
enue of successful projects. 29



SWOT ANALYSIS: MONEY CLUB 

 

Strengths: Weaknesses: 

1) Harnesses childrenʼs 
ability to think critically 

2) Stability 

• Risk-free investment 
• Hinders leadership 

• Poorly qualified teachers 
 

Opportunities: Threats: 

• Strengthen studentsʼ 
learning experience 

• Improve quality of 
teachers 

 

• Lack of funding 
• Acquiring money without 

sufficient knowledge on 
how to spend it 

 

 

Risk-free investment• 
Hinders leadership• 
Unmotivated teachers• 

Lack of government support• 

Strengths:

Harnesses children’s ability to think critically:  The • 
Money Club provides an open atmosphere for the 
students to think freely about their ideas. Most 
importantly, it provides the space and time for them 
to have the opportunity to develop such thoughts. 
Whereas in an academic high school students rarely 
have the opportunity to think about their own inter-
ests, it is a strength of vocational education as a 
whole.

Stability: The fact that the Money Club is a program • 
within the Huay Rai Samakee High School creates 
a safety net that allows the students to be fearless. 
The club is a stable environment with stable re-
sources and little internal threat.

Opportunities:

Strengthen students’ learning experience: There is • 
great opportunity for the Money Club to provide the 
students with a more structured and detailed holistic 
business development and financial learning experi-
ence. Specifically, this is a great opportunity for out-
side organizations to step in and provide expertise in 
curriculum development.

Improve quality of teachers: Although the high • 
school might not have a large pool of teachers to 
choose from, more in-depth teacher training might 
be necessary in the near future. The teacher’s have 
the potential to strengthen their teaching methods; 
however, it appears as though they are not entirely 
motivated to think outside of the box. The fact that 
the teachers are not challenging their limits is more 
of a reason for the students to limit their challenges. 
Please see the “Teacher Quality” recommendation 
below.

Weaknesses:

Risk-free investment: Because the school provides • 
an implicit safety net, students aren’t exposed to the 
real world risks of starting a business. Because it is 
difficult to simulate the real world, a student’s project 
may not be as thorough as it would have been if it 
was developed with no strings attached.

Unmotivated teachers: The fact that the teachers at • 
Huay Rai Samakee High School are not utilizing ef-
fective teaching methods is a primary reason why the 
Money Club has not yet reached it’s full potential. It is 
ultimately the teachers who set the expectations for 
their students and the Money Club’s success.

Threats

Lack of Government Support:  Most of the projects • 
initiated by the students come from funding provided 
by the government. The government supports the 
vocational education and is willing to set aside a pool 
of money to invest in students’ projects. However, 
the government also has a lot of say in curriculum 
design. Teachers will not be willing to teach their 
students the business curriculum if it is not mandated 
in the curriculum provided by the government.

Harnesses children’s ability to • 
think critically
Stability• 

Strengthen students’ learning expe-• 
rience
Improve quality of teachers• 

AREAS OF DEVELOPMENT

From Farmer to Barista: A Holistic Learning Experience

The current vocational curriculum attempts to provide a 
holistic learning experience, however, we have observed 
that many students lack a full understanding of their ac-
tions. In theory, students are a part of the whole   
       coffee production process, from the farm to the café. 

Every week, time is split between classroom lessons and 
experiential learning. Students not only get the chance 
to understand how to care for a coffee plant, but are also 
taught to pull an espresso shot.  

In theory, experiential learning is highly effective in giving 
a practical experience in the future job market. When we 30



were first told about this program, we were excited to 
see it for ourselves and have the opportunity to observe 
whether or not students were actually grasping what the 
teachers hoped they would. Unfortunately, our inter-
views with the students and teachers revealed many 
flaws of the program. Two main issues arose: 1) Lack of 
structure, organization, and management and 2) Under-
qualified teachers.

During our visit to the cafe, we observed a group of 
students pulling shots from an espresso machine, but 
also students sitting around on benches who were bored 
an uninterested. Those students who were up at the 
espresso machine were taught the proper way to pack 
the coffee grounds into the filter holder and to place 
it into the machine. Twenty minutes later, that group 
finished and joined the ranks of the rest, sitting lazily, 
doodling in their books, etc. There was a surprising lack 
of engagement in this interactive educational approach.  

Who Took It?: Lack of Accountability, Organization and 
Management within Groups

Each group in The Money Club has an informal leader 
who is usually self-appointed and supported by a group 
consensus. Even though there is an appointed leader 
who is responsable for keeping track of all accounts and 
profit distribution, there is a lack of accountability. For 
example, one year, the appointed student stole all the 
money from the fund and no one knew who took it!  

In addition, the current business curriculum is not very 
extensive and only contains one core Business and 
Computer course. There is a need for a more extensive 
curriculum that truly provides a holistic business curricu-
lum, one that is catered not only to vocationally trained 
students, but also one that is specifically designed for 
the hill-tribe villager student.

RECOMMENDATIONS

On Teacher Quality:

Need for active teacher engagement• 

Need for thorough teacher preparation and exten-• 
sive knowledge on subject being taught

Need for inspirational and thought-provoking     • 
teachers

When students are out of the classroom, they are alive, 
open-minded, and excited to learn. A teacher must cap-
ture their student’s attention by actively engaging them.  
By nature, a student is hungry for knowledge and it is in 
the teacher’s power to be the vehicle for their intellectual 
growth. More organization on the teacher’s end within 
out-of-classroom experiential learning will allow the flow 
of knowledge to occur more effectively and organically.  
For example, a teacher can lecture students not taking 
part in pulling shots of espresso on the details of local 
coffee farms sparking discussions with questions ad-
dressing: 1) How they run 2) What are the differences 3) 
Are there any threats to these businesses?  

By nature, students want to learn; but without struc-
ture, many will quickly lose motivation. It is critical that 

teachers understand this. Good preparation and solid 
organization will allow teachers to effectively teach their 
students to concretely link theory with reality – it is this 
basis of understanding that students are able to unlock 
their own creativity and think critically about coffee and 
beyond.

On Curriculum Change:

Establishment of a truly holistic business program• 

Reviewing and assessment of knowledge• 

Building leadership, critical thinking, and trust within • 
groups

The current vocational business educational curriculum at 
Huay Rai Samakee High School is anything but holistic.  
Currently, there is only one business course that is part 
of the vocational track. Rather than trying to reinvent the 
wheel on alternative business education, there is an op-
portunity for independent education not-for-profit organi-
zations like Junior Achievement to intervene and provide 
their curriculum with appropriate adaptations.  

Furthermore, in their final year students do not get an 
opportunity to fully present their ideas as a feasible 
business idea. There is a lack of follow through with the 
implementation and long-term prospects of the students’ 
ideas. In order to bridge this gap, students should partici-
pate in a final capstone presentation project.  

The final exhibition is a great event for students to work 
towards, but does not provide incentive to follow through 
with an idea post-graduation.  A final presentation with a 
proposed business plan will help students think about all 
the factors that are necessary for a business to run suc-
cessfully. It will also hone their presentation and leader-
ship skills. 

***More detailed recommendations are included in the 
section on 3-year experiential integration program.

”“
-Rudolf Steiner

Our highest endeavor must 
be to develop free human 
beings who, of themselves, 
are able to give purpose 
and direction to their lives.
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ANALYSISCase Study Analysis
FOCUS SHIFT:

THE IMPORTANCE OF THE YOUNGER GENERATION

 

The younger generation is less aware of the value of money. It is urgent to teach the younger generation the value of 
money because they grew up in more affluent conditions than their parents. They have not experienced the hardship 
their parents went through and will need to understand the importance of savings and money management. A more 
holistic curriculum will help to make the students better educated, yielding a higher return for their investment. 

Students who are on the vocational track in local high school (Huay Rai Samakee) are interested in a more holistic 
business curriculum. Local high school students spend 1/3 of their time in vocational training per week and yet are not 
content with what they have learned from class. Schools have already exposed students to basic concepts and prac-
tices of business, however, teachers initiated and developed the ideas and students are assigned to entrepreneurial 
tasks in their groups without understanding the rationale behind these ideas. The current situation presents a need for 
a more holistic business development curriculum.

32

Creating opportunities for the younger 
generation will be crucial for the long run 
sustainability and prosperity of Doi Tung. 
By educating the younger generation, you 
indirectly create a virtuous cycle of develop-
ment in the future. Our four previous case 
studies made us realize that school students 
(primary, middle and high schools) should be 
prioritized based on the following reasons:

Teaching younger children is most cost-effec-
tive. As compared with the older generation, 
younger children are not only more literate 
and creative, but also more receptive to new 
ideas. Focusing on implementing a holistic 
business curriculum will stimulate students’ 
creativity, cultivate their independent think-
ing and instill a sense of confidence in them.  
With this strategy, we will hit two birds with 
one stone since parents can learn from their 
children and also save for their children.



ANALYSIS RECOMMENDATION
Case Study 
Recommendations
Experiencing the Business World:

The 3 Year Experiential Business Education Curricu-
lum provides a holistic learning experience for students 
interested in exploring the business world. This curricu-
lum is a sequence of four, in-depth learning modules that 
include the following: 

Personal Financial Management1. 

Business Development2. 

Practical Experience Internship3. 

Final Capstone Project4. 

This program combines an interactive business cur-
riculum with practical learning experiences that will 
enrich the traditional classroom learning. At the end of 
this program, students will be able to think critically and 
use their local wisdom and natural strengths to develop 
sustainable businesses that will have a positive social 
impact on their society. One highlight of this program is 
the practical experience internship where students will 
work alongside Thai University students to tackle a local 
issue. This will give the hands-on experience and knowl-
edge necessary for students to follow through with their 
own business idea in the Final Capstone Project.  

OVERVIEW OF PROGRAM 

Year-by-year experience: 

Students on this business track will be engaged in 
discovery and debate of various business fields. The 
program begins with personal finance in M.4 and ends 
with a capstone project in M.6 highlighting the student’s 
progress and new insights on business and the world.   
Each module will be taught from May to July. The rest of 
the year, local high school students will complete the rest 
of their required vocational curriculum. Please see the 
diagram below.

Academics:

In the first year (M.4), students will be taught the Person-
al Finance module, which will include topics on personal 
(household) budgeting, savings and debt management.  
This module will prepare a student to make wise financial 
decisions based on careful planning and goal setting.

In the second year (M.5), students will be taught the Busi-
ness Development module, which will introduce students 
to the process of turning an idea into a business proposal 
and all preparations before implementation. Students 
will be challenged to use their hands-on skills and tacit 
knowledge to develop a blueprint for a sustainable busi-
ness.  

 

3-Year Experiential Business Curriculum
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THE IMPORTANCE OF THE YOUNGER GENERATION 

Practical Experience Internship:

The vacation between the second and third year is 
crucial in our business education curriculum. Local 
high school students will have a chance to work closely 
with the business case competition (as detailed below) 
winners who will execute their solutions in local com-
munities in Doi Tung. Students who are interested in this 
internship will need to go through an application process 
that should be mediated by the Social Development 
Office. This process will begin in the second semester 
of M.5 and students selected will be introduced to their 
team and begin appropriate preparations in the second 
half of the semester. 

It is also a possibility for the students to have the oppor-
tunity to intern with the winning teams in the Business 
Incubator Program. 

Final Capstone Project:

In the last year, the students can either follow through 
with the summer internship project or start fresh and 
implement an idea of their own. Built on their previous 
training and experiences, students will work closely with 
a university mentor to implement their business propos-
als.  

A student can exhibit what they learned in a variety of 
ways. The most obvious would be for students to start 
their own business with seed funding. However, we un-
derstand that not all students want to be in business or 
would even enjoy the business curriculum. Still, we hope 
that beyond a successful business plan, students will be 
able to present not only their idea, but also themselves 
as a refined, confident, and clear-thinking individual.  
This is why the Final Capstone Project is so important.  
It will give a student the time necessary to thoroughly 
reflect on lessons learned from the program and how 
they want to present their main findings and insights to 
their classmates and teachers. The crucial piece here 
is that the final product does not have to be a business 
plan and can be justifiably anything that represents the 
essence of the individual. 

Business Plan Competition:

Every year, the Social Development Office at the Mae 
Fah Luang Foundation will write a case study identifying 
an issue in Doi Tung. This case study will be the basis 
for the Business Plan Competition that will be held in 
local Thai Universities (ie. Chiang Rai University, Chiang 
Mai University, Mae Fah Luang University, etc).  

University students will receive the case study from the 
Foundation and enter the competition as groups to pitch 
their plan to solve the social issue. Judges from MFLF, 
private sector companies, and the villages will carefully 
select a winner to come up to Doi Tung and implement 
their plan alongside the affected villagers and a select 
group of local high school students.  

These high school students will be a part of the                                 
vocational business education curriculum and will be 

interning for the University students in order to col-
laborate and explore the best solutions for the issue at 
hand.  Since many universities are interested in social 
entrepreneurship and business plan competitions there 
will be a demand for this type of competition. Similarly, 
private sector companies will want to participate as part 
of a CSR program and can assist in a variety of ways. 
For example, a local bank can provide the seed funding 
and stipends necessary to the students to facilitate the 
summer program.

Siam Commercial bank already has a program like the 
one described above and can be explored more here: 
http://www.scbchallenge.com/challenge2010/home.php.  
In addition, organizations like SIFE already specialize 
in this space and can provide salient information to help 
develop a competition with the Foundation and other 
sponsoring organizations.
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Implementation Plan for Business Incubator Program
PHASE 1: RESEARCH AND UNDERSTAND (Suggested 
timeframe is 1 year)

Begin conducting overview of the school system from 
Grade 1 - 12 in Doi Tung 

Conduct review of current school system in Doi • 
Tung - determine the number of schools, funding 
opportunities, etc

Gather demographic information about students • 
from these schools - number of students, academic 
& other performance, types of students/curricula, 
graduate surveys, etc 

Develop criteria for segmenting schools and under-• 
standing key concepts

Examine current school curriculum & activities in • 
schools

Review existing curricula and school activities that • 
are directly/indirectly related to business

Identify areas of development and room for integra-• 
tion in existing curricula

Collect feedback from students• 

Collect feedback on current curricula and teachers’ • 
teaching methods

Collect feedback on subjects that are directly or • 
indirectly related to business education

Assess students’ current knowledge in business• 

Gauge students’ interests in business education• 

Get An in-depth understanding of JA curriculum

Thoroughly understand all programs offered by JA • 

Carefully select programs from JA curriculum that • 
are most relevant to Doi Tung

Contact JA for details about selected programs - • 
how they have been applied worldwide, resources 
requirement, operating mechanisms, feedback from 
existing schools/programs, site visits to current JA 
schools & programs, areas of development

Identify other programs that can complement JA • 
curricula

Develop implementation plan that engages all         
stakeholders

Review the needs of schools and students and • 
match them with potential curricula from JA

Prioritize schools and propose work plans on how • 
JA can complement/substitute the current curricula

Identify possible universities in Chiang Rai and pro-• 
pose ways of cooperation

Identify possible funding resources (CSR, donor, etc.)• 

PHASE 2: REACH OUT (2-3 Months)

Reach out to different stakeholders

Reach out to corporations interested in supporting • 
Doi Tung through a CSR program

Reach out to potential universities in Chiang Rai and • 
facilitate collaboration between JA and these univer-
sities

Begin collaboration between JA and MFLF research • 
team to modify the implementation proposal accord-
ing to needs of different parties

Bring all stakeholders involved consensus among all par-
ties

A forum that engages local government agencies, Doi • 
Tung Schools, MFLF, universities, JA and parents to 
discuss the implementation proposalReceive feed-
back from each party, modify the original plan and get 
all parties to arrive at a consensus

PHASE 3: REACH OUT (Develop) 

Pilot Projects 

Universities run pilot projects with JA in Doi Tung• 

University students provide an assessment report on • 
teaching and customize the curricula 

JA provides support in customizing the curricula and • 
modify the cooperation contract with universities if 
necessary

MFLF facilitates the pilot projects and provides feed-• 
back on modified curricula and proposal

Actual Operation 

University students run the programs with school • 
teachers and JA

CSR provides funding to the projects• 

MFLF initiates a supervising committee that involve • 
parents, governments and schools to supervise the 
operation

MFLF transfers ownership and exits• 
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Detailed Work-Plan for Implementation
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DEVELOPPart III: 
Developing the Future 
Leaders of Tomorrow

In an effort to develop the most comprehensive and valuable 3-year program for business 
education, we conducted a 3-week pilot program at the Huay Rai Samakee Secondary School 
with the theme Passion, Plan, Profit. The goal was to gauge students’ interest and current 
knowledge on business education and to excite the teachers about seeing the difference in 
the student’s engagement towards a new innovative business curriculum. The three work-
shops that we held during these three weeks proved to be very useful in reevaluating the 
structure of our proposed curriculum. This section includes further elaboration on our 3-year 
program as well as an in-depth look at how we structured our 3-week pilot program and what 
we learned from it. This section concludes with recommendations on how to ensure success 
in following-through with implementation by utilizing Mae Fah Luang Foundation staff as 
well as future internship programs. 

Includes:
LONG-TERM VISION
PILOT PROGRAM

Workshop #11. 
Workshop #22. 
Workshop #3 3. 

SUMMARY OF RESULTS
Measuring the Social Impact (Question-1. 
naires #1 and #2 & Discussion of Results, 
Analysis of 5 Interviews Conducted)
Moving Forward (Recommendations from 2. 
Pilot Program Leaders)
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VISIONLong Term Vision: 
The Transition from 3-Day to 3-Year

DEVELOPING THE FUTURE      
LEADERS OF DOI TUNG

The future of Doi Tung is in the 
hands of the younger generation.  
They will eventually take over 
management and ownership of 
the business units in Doi Tung. 
To ensure the long-term sustain-
ability of Doi Tung, the younger 
generation needs to have the 
experience, knowledge, and 
ambition to become the future 
leaders of Doi Tung.  We believe 
this starts in the classroom.  The 
Foundation’s guiding principles 
outline our long-term vision:

SIMPLE. Keeping simplicity in 
mind for the future, we envision 
a curriculum that is designed to 
play to a student’s natural skill set 
and works to build a more critical-
thinking and insightful individual.  

”“
-Buddha

To live a single day and hear a 
good teaching is better than to 
live a hundred years without 
knowing such teaching.
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Equipped with the tools necessary to succeed in the future, students graduating from school going through this cur-
riculum will be more apt to give back to society as productive and effective individuals.

PRACTICAL. The inconvenient truth of poverty is that the cycle never ends. We must approach this problem with 
practicality and actively sharpen the skills of the next generation. The time is now for students to begin discussing the 
most pressing issues and step up as inspiring leaders. It is imperative that the next generation is fully empowered and 
self-actualized to tackle the next set of challenges the future holds for them.  

LOGICAL. The value of education is irrefutable. However, the benefits of education only become evident years after 
initial investment. Still, it is our whole-hearted belief that education is the most logical and valuable investment for on-
going sustainable development. It is in our long-term vision to develop the next generation of leaders who will have the 
foresight and confidence to continue developing thriving communities in the Doi Tung region.  



VISION PILOTPilot Program: 3-Day 
Business Entrepreneurship Workshop
OVERVIEW

To better assess the needs and knowledge of the students in school, we decided to run a pilot project, a three-day 
business entrepreneurship workshop, in the local high school. In teaching students simple business concepts through 
fun and interactive games, we wanted to arouse their interests in business and gauge their understanding of and 
exposure to business. We held this workshop series on July 9th, 16th, and 23rd at Huay Rai Samakkee Secondary 
School.  There were a total of 21 students in M.5-M.6 (18-19 years old) all of whom were on the cooking vocational 
track.  Each workshop lasted for two hours and twenty minutes. Each student received one booklet per session. 
These booklets include the key questions and concepts discussed in class and serve as a workbook where students 
can explore their interests and dreams.  

Below is a brief schedule of the three workshops, followed by a more detailed description of each event.

WORKSHOP 1

Icebreaker Activity – Game (30 mins)• 
Monopoly Game (2 hours)• 
Discussion of monopoly games (30 mins)• 

 -Checking the account balance
 -Share their experiences in the game and the        
  strategies their group used to play this game
Take-home activities

General questions on inspiring students to find their • 
dreams and passion
Optional reading on the suggestions for value-added • 
processes for bamboo business

WORKSHOP 2

Recap from the previous session – monopoly game • 
lessons (15 mins)
Watch video of an interview with owner of a local • 
bakery (15 mins)
Introduce the bakery game and illustrate basic busi-• 
ness principles in the framework of the game. (30 
mins)
Bakery Simulation Game (90 mins)• 
Summarize and give instructions for take-home as-• 
signment

Take home activity
Students form groups and work on their own busi-• 
ness proposal and prepare for the presentation 

WORKSHOP 3

Review of the key concepts from the bakery game • 
and homework from previous sessions. (20 mins)
More detailed background information on New Year • 
in Doi Tung and students finalize their presentations 
(40 mins)
Students present their business ideas to panel of • 
judges  (30 mins)
Comments from the judging panel and announce-• 
ment of the teams that won (30 mins)
Summarize of all 3 workshops (20mins)• 41



ONEWorkshop 1: FIND YOUR PASSION

SUMMARY OF PURPOSE

Ice breaking between the instructors and the students. • 

Introduce the concepts of keeping track of your cash flow and practice through the game.• 

Expose students to various business concepts and encourage them to make business decisions in groups.• 

Monopoly Game : Activites
TEAM BUILDING ACTIVITIES -  (30 MINS)

Cheek to cheek (20 mins)• 

Form teams (10 mins)• 

MONOPOLY GAME - (2 HOURS)

Detailed explanations of the game (please refer to the appendix for the rules of our game). Especially key rules • 
such as value-added processes for properties, savings and university. Demonstrate recording income & expenses 
in this game.

Students play the game in groups and keep track of income and expenses. • 

Students check their account balance with cash amount and also among each other. • 

MONOPOLY GAME DISCUSSION- (30 MINS)

How do you like this game? What is your favorite part of the game? Why do you like it? • 

What is the value of education in this game? (The instructor can compare the performance of a student who has • 
started his university education earlier than that of one who started later.)

What is your favorite property in this game? (Such a discussion helps students become aware of the existing & • 
potential business opportunities in Doi Tung. It also encourages them to be entrepreneurial and think about their 
business idea.)

 What do you learn from keeping track of the cash-flow, budgeting process? How has it helped you in becoming a • 
better player? Or what are some of the difficulties you find in using these tools?

What are some of the strategies that you used to get more money?• 

Value-added process?  (Students noticed that, when they bought only the land, the rental fee their friends • 
paid to them is not high. However, when they started to buy more machines or factory, the rental fee increases               
significantly. Thus, it teaches them to add value to their business.)42
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TWOWorkshop 2: PLAN YOUR BUSINESS

Bakery Simulation Game : Activites
RECAP FROM THE MONOPOLY GAME -  (15 MINS)

Life is not fair; people start with different level of wealth, however it does not mean that they will end up being • 
wealthy. (Highlight the importance of knowing how to manage your money.)

Interest rate-saving in the monopoly game: Deposit 200 each round, get 50 back. Interest rate = 50 / 200 = 25%.• 

Life/fortune cards: Emergencies happen in life and savings for these emergencies are necessary. • 

The value-added process is very important• 

(Refer to the appendix for a list of lessons that you can learn from monopoly)• 

VIDEO - (20 MINS)

Interview with an owner of a bakery shop in the Doi Tung Region• 

BAKERY - (2 HOURS)

Detailed explanations of the key business concepts. Supply & demand, market size, income statement, sales fore-• 
cast, variable & fixed cost, marketing and production capacity. 

Making initial investment decisions: Students are presented with bakery of three different sizes (small, medium • 
and large – with different cost of installation, capacity and operating cost) and have to decide on the size they will 
invest in. 

Instructors then play a demo round with students and show how the game is played. For each round, students will • 
be given various market scenarios that indicate the fluctuation in the market demand. Students then need to bid 
twice in each round/scenario. In the first bid, they need to list out the amount of flour they would like to purchase 
and the price. Total flour supply will be distributed to the highest bid first until the all supply of flour is old out.  In 
the second bid, students will then decide on the amount and price of cakes they wish to sell. Market demand will 
be allocated in increasing prices. 

After each round, students are required to fill in information in the cost sheet, revenue sheet and the profit sheet. • 

Different scenarios will be delivered in the form of pieces of news. • 

After the game is over, students will calculate their total profits and the team with the highest profit is the winner. • 

Take-home Assignment: Students are asked to develop a business proposal for the Thai New Year, during which • 
they will have a chance to sell to the large amount of tourists visiting the region.  (Below is the template and in-
structors can take the parts that are most relevant. 

44



Pictures from 

Workshop
the 

45



THREEWorkshop 3: 

Presentation Day : Activites
RECAP FROM TAKE-HOME ASSIGNMENT OF THE FIRST WEEK -  (30 MINS)

Value-added process of the bamboo business• 

Share some of the answers from the students on their dreams and ambitions• 

Some paintings of the students of their dream business venture• 

Important business concepts taught in the last session • 

BUSINESS IDEA DEVELOPMENT Q & A - (60 MINS)

All students are given more detailed information about tourists to the Doi Tung development project in the past few • 
years, which they can base their projections on.

Students discuss with instructors some of the difficulties they had in developing their own business proposals. • 

Students will also be provided a presentation template that can be used as reference for how they can present. • 

PLAN & COMPETITION - (1 HOUR)

Students present in groups their business ideas• 

Judging panel select the best team based on applications of knowledge taught, creativity, and teamwork.• 

The judging panel remarks on the participants’ performance and possibilities for their future development.• 

Follow-up on the completion of all three workshops.• 

TURN YOUR DREAMS 
INTO A REALITY
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IMPACTMeasuring the Social Impact: 
QUESTIONNAIRE RESULTS

Questionnaire Results
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IMPACT IMPACTGrowing the Social Impact: 
RECOMMENDATIONS FROM 
PILOT PROGRAM TEACHERS

Workshop 1 Recommendations
LEADER FEEDBACK FROM WORKSHOP 1

Why did we choose the monopoly game?

While designing our workshops for the students, our 
group discussed with the teacher about the best way to 
engage students in the learning process. The teachers 
commented that students get bored easily if the teach-
ing session is too long and one-sided. “They love to do 
it, not just listen to it!” the teacher exclaimed. We there-
fore believe that it’s a necessity for us to introduce more 
interactive and creative tools of teaching in our sessions 
- perhaps some fun and inspiring games that provide a 
quality learning experience. 

The first idea we came up with is a customized “Mo-
nopoly” game since the game can be easily customized 
to teach concepts of personal finance and business 
development. Based on the original version, we made 
the following changes based on our teaching needs. 

The students have to pick one life card in the begin-• 
ning. This card will decide their family background 
and initial wealth. This teaches the students that 
life is unfair sometimes and that we cannot choose 
where we were born, but we can choose what we 
are going to be in the future.

Students can choose to save the money in the bank • 
and accumulate interest. This teaches the students 
the concept of savings and interest.

Students can choose to go to University. They need • 
to invest in University education and will have to 
stop for two rounds during education. However, once 
they graduate, they will receive double the amount 
of income for every round thereafter. This teaches 
the student the value of education. (Please see 
more special rules in workshop #1 booklet)
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Value-added process in the property cards  (below is • 
an example of a property card)

As can be seen through this card, we aim to teach 
students the importance of adding value to their existing 
business and how they can move up the value chain. -> 
This emphasizes the importance of long-term vision in 
business development. 

STUDENT FEEDBACK FROM WORKSHOP 1

After the workshop ended, we found that:

Students were enthusiastic about playing monopoly. • 
They actively discussed their strategies in their 
groups before making every decision. 

Almost all of the students realized the benefit of sav-• 
ings and understood the concept clearly. For exam-
ple, most of the students actually enjoyed accounting, 
which was very different from our initial assumption! 
Surprisingly, they learned very fast. Even at the end 
of the game, they were very eager to find out why 
their accounts werent balanced and even suggested 
they could figure it out as homework.

Most of the students bought only one or two proper-• 
ties and added more value to their existing proper-
ties, rather than aggressively purchasing properties. 

ROOM FOR IMPROVEMENT?

Even though the workshop turned out better than we 
expected, there is a lot that we can improve on:

We still lack experience in teaching, and can provoke • 
more discussion in the classroom. We need to ask 
them questions, which will provoke them to think 
more critically, in hopes of establishing a more long-
term perspective.



Workshop 2 
Recommendations
LEADER FEEDBACK FROM WORKSHOP 1

Why did we choose the bakery simulation game?

Our success in the first workshop reaffirmed us of the 
importance of using interactive platform in our teaching, 
so for our second workshop, we designed a game for 
business development. 

Our bakery simulation game is originally from “The enter-
prise”, a business simulation game played in Thammasat 
Business School (initiated by Ajarn Somchai Supattarakul 
and Angsana Techatassanasoontorn, Faculty of Com-
merce and Accountancy, Thammasat University). Since 
the original game is very complicated and is computer-
based game, we adapted its framework and simplified the 
platform to meet our teaching needs. 

STUDENT FEEDBACK FROM WORKSHOP 1

To our surprise, students understand demand and • 
supply really well. They can analyze the news and 
use it to forecast the market trend. 

Students know how to set the price by considering • 
cost and the market demand.

Each student in all groups has a clear role in the • 
group work. In all groups, one student stepped up 
and became the natural leader. We can see their 
leadership role very clearly.

Students still enjoy doing accounting! Although the • 
templates used in this game is much more complicat-
ed than last workshop, students were more engaged 
and truly enjoyed the process of keeping track of and 
analyzing their profit and loss. 

ROOM FOR IMPROVEMENT?

Instructors should slow down in illustrating the con-• 
cepts and walk through the examples with them step 
by step. 

We still cannot push them more by ask them the right • 
questions so they can think further.

We need better time management skills. • 

The game takes longer than 3 hours and students • 
need more time to play for this game. And the more 
they practice, the better they will understand the 
concepts. 
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The events in the workshop can be more organized • 
and coherent. 

Instructors have to speak more slowly and clearly.• 

It is more effective to teach them the concepts while • 
they are playing the games. And sometimes we 
forgot to mention the lessons learned when they 
played the game. 

2 INSPIRATIONAL DRAWINGS                                                        
from student workbooks



Workshop 3 
Recommendations
LEADER FEEDBACK FROM WORKSHOP 3

Why presentation?

This time, we told the students to come up with the busi-
ness plan. We offered a place to sell their products at 
Doi Tung during the New Years festival for free, and an 
opportunity to get initial funding to start the business. 

This presentation has the following objectives:

Students are able to apply lessons learned from the 1. 
previous 2 workshops

 -Business plan

 -Demand and Supply

 -Production plan

 -Basic Marketing

 -Basic Accounting

 -Saving for Investment

Students are incentivized to form groups2. 

To promote creativity among students3. 

Students are able to think about adding value to the 4. 
local resources

Students are able to turn their skills into money5. 

To promote a team-oriented environment so stu-6. 
dents can manage their existing human resources

To stimulate students to have more confidence and 7. 
presentation skills

To promote analytical skill8. 

To promote youth leadership9. 

To provide opportunity to students to present their 10. 
dreams

To promote an entrepreneurial mindset11. 

Students divided themselves into groups of 2-5 and 
presented their business plans in front of their friends 
and judging panels. We scored all of the groups and se-
lected the best business plan. However, all of the groups 
will get the opportunity to sell their products at the Doi 
Tung New Years festival. The winning group will be the 
key management team and the other groups can be the 
members.

STUDENT FEEDBACK FROM WORKSHOP 3

Students are excited about the business plan com-• 
petition

Each group has different strengths and weaknesses. • 
Some are good at accounting, but not good at de-
mand forecasting.

Their ideas are good, however, they need more • 

business and analytical skills

Some groups still lack confidence• 

Every group wants to try selling for the first day to • 
observe the market demand. They cannot forecast 
the demand if they do not see by their eyes

Students have wit to answer the question• 
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