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Abstract

Doi Chaang Coffee is a brand to represents the world-class coffee brand in
terms of the best Arabica coffee which came from the only one origin, Baan Doi Chang
village, Chaiang Rai province in Thailand based on 8,000 acres of growing area.
The premium quality Arabica coffee under this brand emerged from the managing of
the whole processing such as planting, harvesting, containing, packing, distributing, and
retailing to maintain the signature and quality of Arabica coffee from upstream to
downstream.

Corporate social responsibility (CSR) is the significant issue that Doi Chaang
Coffee is concerned more than the quality of coffee. For instance, building the strength
and unity in the community among coffee growers of Doi Chaang based on maintaining
a higher than market buying price for coffee cherries. Returning the benefits from
performing business to improve the livelihood and general well-being among
the farmers or coffee growers in Baan Doi Chang village. Encourage the coffee growers in
terms of their knowledge of high-quality cultivation. Obviously, Doi Chaang Coffee has
been recognized by several national and international organization which related to
the corporate social responsibility such as EU Organic farming, USDA ORGANIC, and
Fairtrade.

Over 15 years that several customers trusted and recognized this brand not
only in the local market but also in the international market. If the success of this
business is based on CSR activities rather than quality. What does the factors or forces
behind the CSR activities to drive this brand worldwide?
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Current Company Overview

Doi Chaang Coffee is a brand to represent the world-class coffee brand
in terms of the best Arabica coffee based on Doi Chaang Coffee Original Co., Ltd.
This company involved and performed their business from planting, harvesting,
containing, packing, distributing, and retailing to maintain the signature and quality of
Arabica coffee from upstream to downstream. The unique concept of this company
was presenting the best Arabica coffee which came from the only one origin, Baan Doi
Chang village, Chaiang Rai province in Thailand based on 8,000 acres of growing area
and deliver this value to national and international market over than 15 years.
The four founders of this company including 1. Mr. Pikor Phisailert as a person who
provided the vision of Doi Chaang Coffee, a co-founder and logo man, 2. Mr. Wicha
Phaomyong a president in 2003-2014 and co-founder, 3. Mr. Panachai Phisailert
a managing director and co-founder, and 4. Mr.Phitsanuchai Kaewphichai a business

advisor and advisory chairman (Figure 1).

Mr.Pikor Phisailert Mr.Wicha Phromyong Mr.Panachai Phisailert Mr.Phitsanuchai
Kaewphichai

Figure 1: Founders of Company (Doi Chaange Coffee, 2020).

The product of Doi Chaang Coffee Original Co., Ltd. is categorized into four
categories (Figure 2). Firstly, the coffee bean, this company continuously improved
and developed the signature of Doi Chaang Coffee and extended to the international
market to deliver the value and serve a variety of products to several tastes of
customers based on nine types of product. For instance, Doi Chaang Coffee
DRIP-Peaberry Classic, Organic Signature, Espresso Supreme, Premium Classic. Secondly,

the coffee machine, this category not only focused on business to business (B2B)

NIDA Case Research Journal Vol. 12 No. 2 (July-December 2020)
106



Chakrit Srisakun

market but also business to customer (B2C) market. Such as Fiorenzato-Lido Energy
(2 GR) a commercial machine that contains a net weight equal to 62 kg provided
for a coffee marker for business while Perfect Shot-Multi Capsule Coffee Maker
contains 3 kg of net weight for coffee makers in the office or end-user. Thirdly,
Doi Chaang-Wild Civet Coffee is a premium coffee bean that contains natural
enzymes and authentic flavored from natural civets. Lastly, Macadamia nuts and

T-shirt of Doi Chaang Coffee includes seven types and seven styles.

Figure 2: Four Categories of Product (Doi Chaang, 2020)

Recently, Doi Chaang Coffee extended the business via the franchise
system called “Doi Chaang Caffe” to provide their know-how and support franchisees
in terms of operating and managing the business under the brand of Doi Chaang
Coffee in Thai and overseas market (see Table 1). A franchisor can select the types
of Doi Chaang Caffe depends on the location and size of the Caffé such as the coffee
venue required at least 30 square meters for the interior area while the stand-alone
required at least 60 square meters for the outer area excluded garden and parking lot.
43 Doi Chaang Caffe located in Thailand while 4 companies collaborated as
the master franchise such as Doi Chaang Coffee Singapore, Doi Chaang Coffee Malaysia
Doi Chaang Coffee South Korea, and Doi Chaang Coffee Canada. Under the brand of
Doi Chaang Coffee also contains the four companies to drive this brand includes
Doi Chaang Coffee Original Co., Ltd. focused on the full process of coffee, Thai-ltal
Tech & Services Co., Ltd. concentrated on coffee machine and production, Doi Chaang
Holding Corporation Co., Ltd. responded in the marketing and collaborating in
Thailand and oversea market, and Doi Chaang Franchise Management Co., Ltd.

supported the franchise system and activities.
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Category

Investment Cost
in Thailand (Baht)

Investment Cost
in Overseas (USD)

Franchise fees

Brand deposit costs

Design fee 1,370 / SQM.

Coffee Machine, Freezer, cake
display, POS

Selling equipment and initial stock
costs

Miscellaneous costs

Coffee Venue 30-100 SQM. (Start)
Stand Alone 60-130 SQM. (Start)
Royalty Fees (Monthly fee)

Marketing Fees

Contract duration

300,000
100,000
41,100-137,000
800,000

50,000
30,000
400,000-1,500,000

1,000,000-2,000,000

5 years

20,000
10,000

Technical/ Set Up /
Pre-Opening Cost
10,000 USD. / Project
(Estimated) Option

Small (S) 320 USD.
Medium (M) 480 USD
Large (L) 680USD
3% of net sale

5 years

**The cost of decoration will depend on design, space, decoration and materials used. (excluding garden)

Note: Doi Chaang Caffe franchise outlets from Doi Chaang Coffee (2020)

Business Goals

Doi Chaang Coffee purposed the three main business objective as follows:

1. To build strength and unity in the community and among coffee
growers of Doi Chaang, by maintaining a higher than market buying price for coffee
cherries. Over than 15 years that Doi Chaang Coffee buy coffee cherries from
farmers or coffee growers in Baan Doi Chang village higher than 20-30% from
market buying price or set the price floor was equal to 18-20 baht per kilogram

while the equilibrium price was lower than 18 baht per kilogram.

2. Assisting coffee growers in furthering their knowledge and development
in sustainable and high-quality cultivation. “From earth to cup” was the concept
that represented the processing to produce the best Arabica in the world of Doi Chaang

Coffee has been asked the farmers or coffee growers and local peoples in Baan
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Doi Chang village to involve and share the knowledge in every process as well.
For instance, the process of washing and density sorting included the process of
harvesting the fresh coffee cherries. The process of green bean production,
although Doi Chaang Coffee employed the high efficiency to produce the best Arabica
in the world but the final stage of grading the coffee bean is based on hand sorting.
Doi Chaang Coffee also had the place to provide and share in-depth knowledge of

the whole process of Arabica coffee called “Doi Chaang Coffee Academy of Coffee”.

3. Returning benefits from company operations to improve the livelihood
of growers through the Doi Chaang Coffee Foundation. The purpose of the foundation
to improve the healthcare issue, quality of their lives, and encouraging the preservation
of the local culture of external stakeholders especially for Baan Doi Chang village
and nearby area. For instance, providing scholarships to students, supporting several

activities related to encourage the local culture and community (Figure 3).

DOI CHAANG COFFEE

FOUNDATION

Figure 3: Doi Chaang Coffee Foundation (Doi Chaange Coffee, 2020)

4. To produce and distribute the highest quality coffee in various markets
locally and abroad. Although, Doi Chaang Coffee was operated, managed, and
extended via franchise system more than 43 shops in Thailand and overseas market
but the source of coffee bean which contains the uniqueness of aroma with balanced
acidity and low caffeine came from only one place that perfectly grows condition,
Baan Doi Chang village, Chaiang Rai province in Thailand based on 8,000 acres of

growing area.
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Significant Recognition

The six certifications that Doi Chaang Coffee obtained by national and

international organizations as follows:

G)

FAIRTRADE

Figure 4: FAIRTRADE (2020)

1. FAIRTRADE. The FAIRTRADE is the mark that refers to protect a fair or better
deal for workers and farmers (Figure 4). Fairtrade Foundation (2020) also reported that
in the UK context, 83% of customers trust and decided whether this product was

produced from ethical activities and 93% were recognized.

Figure 5: European Commission (2020a)

2. EU Organic farming. European Commission (2020a) mentions the purpose
of organic farming of this mark to respond and utilize the natural resources and energy
efficiently, maintains the quality of water, soil, biodiversity, and preserving the regional
ecological balances to declare the organic product sold in the European Union (EU)
(Figure 5).
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Figure 6: United States Department of Agriculture (2020)

3. United States Department of Agriculture or (USDA) as a logo to represent
the three perspective of a standard that business must achieve includes the organic
crop production, livestock and poultry standards, and handling standards. For instance,
USDA (2020) stated “Land must have had no prohibited substances applied to it
for at least 3 years before the harvest of an organic crop” and “Operations must

use organic seeds and other planting stock when available” (Figure 6).

Figure 7: European Commission (2020b)

4. This logo refers to identify a product as originating in the territory of
a particular country, region, or locality where its quality and the reputation or other

characteristic was related to the geographical origin (Figure 7).
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Figure 8: Department of Intellectual Property (2016)

5. Geographical Indication (Gl) refers to the production of a product based on
a specific geographical location or origin with the uniqueness of quality or special
characteristic which certified by the Department of Intellectual Property (DIP) in Thailand
(Figure 8).

Specialty
Coffee
Association

A\

MEMBER
2017

Figure 9: Specialty Coffee Association (2020)

6. The purpose of the Specialty Coffee Association (SCA) to create a global
coffee community and promote activity-based concept of sustainability of the value
chain as well as to share the knowledge of thousands of coffee professionals from

producers to baristas around the world (Figure 9).
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What Does the Factors or Forces behind the CSR Activities to Drive
this Brand Worldwide?

Over 15 years of Doi Chaang Coffee had proved the quality of product
and claimed as one of the world-class coffee brands in terms of the best Arabica
coffee which came from the only one origin. Furthermore, this brand is not only
recognized and trusted by the national market but also the international market.
Although the quality of Arabica coffee of Doi Chaang Coffee was good enough to
drive this brand globally, Doi Chaang Coffee has been concerned about several
activities of corporate social responsibility (CSR). The appropriate question would be
“what do the factors or forces behind the CSR activities drive this brand worldwide

rather than why do people around the world recognize the Doi Chaang Coffee?”.

Teaching Note

1. Learning objective
1.1 Identify the factors or forces behind the CSR activities of Doi Chaang
Coffee.
1.2 Suggest the further CSR activities of Doi Chaang Coffee.

2. Pedagogy
2.1 Audience of the case: This case study was appropriated to
undergraduate and graduate students who educated in the fields of business
administration or tourism and hospitality program.
2.2 Prerequisites: Principle of Management, Organization and Management,

Strategic Management.

3. Case Analysis
This case analysis is concentrated on the five driving forces behind CSR
to identify the five major trends behind the CSR phenomenon to prove the concept

of more than quality is corporate social responsibility.

Vol. 12 No. 2 (July-December 2020) NIDA Case Research Journal
113



Doi Chaang Coffee: More than Quality is Corporate Social Responsibility

References

Department of Intellectual Property. (2016). Thai Geographical Indication. Retrieved
10, 2020 from http://www.ipthailand.go.th/th/gi-002.html
Doi Chaang Coffee. (2020). Doi Chaang Coffee. Retrieved May 1, 2020, from https://

doichaangcoffee.co.th/en

European Commission. (2020a). Organics at a glance. Retrieved 4, 2020, from https://
ec.europa.eu/info/food-farming-fisheries/farming/organic-farming/oreanics-

glance en

European Commission. (2020b). Geographical indications. Retrieved 5, 2020, from
https://europa.eu/youreurope/business/running-business/intellectual-property/
geographical-indications/index_en.htm

FAIRTRADE. (2020). The Core Fairtrade Mark. Retrieved 7, 2020, from https://www.
fairtrade.org.uk/What-is-Fairtrade/Using-the-FAIRTRADE-Mark

Specialty Coffee Association. (2020). Who We Are. Retrieved 6, 2020, from https://sca.

coffee/

United States Department of Agriculture. (2020). Organic Standards. Retrieved 3,

2020, from https://www.ams.usda.gov/grades-standards/organic-standards

NIDA Case Research Journal Vol. 12 No. 2 (July-December 2020)
114



Call for Case Studies
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