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A STUDY OF DIFFERENCES BETWEEN PRODUCER AND CONSUMER GROUPS
REGARDING PRODUCT PUBLICITY IN ONE TAMBON ONE PRODUCT
CASE STUDY HAND WOVEN SILK PRODUCT OF SA KAEO PROVINCE
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ABSTRACT

This research aims to compare the differing factors between producers
and consumers regarding the product public relations of One Tambon One Product.
The case study focuses on hand-woven silk products from Sa Kaeo province.
The sample groups used include members of the entrepreneurial community,
customers, and individuals interested in hand-woven silk products. Data was collected
using a questionnaire as the primary tool through an online survey conducted from
June 1st, 2023, to August 31st, 2023, resulting in a collection of 150 sets. The statistics
used to analyze the data consist of descriptive statistics, including percentages,
averages, and standard deviations. The relationship between variables was tested using
a comparative method among variable groups. The analysis employed Chi-square
to categorize based on factors related to communication channels and perceptions
of information received from the product public relations of hand-woven silk products.

This research results revealed that factors related to communication channels
through social media significantly influence product public relations. Moreover, regarding
the perception of product information, respondents had varying opinions on product
public relations. These differences included perceptions regarding product reliability,
price perception, and the perceived distinctiveness of the product. This suggests that
the One Tambon One Product group specializing in hand-woven silk in Sa Kaeo Province

needs to enhance their products to align better with public relations requirements.
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Such improvements could consistently impact the sales of hand-woven silk products

over time.

Keywords: Product public relations, Hand woven silk, One Tambon One Product
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NAUAET F-test (One-Way ANOVA) uagnadeunuuansalusedseisues Schefft

Sum Mean

AMULUTUTIU df F Sig.
of Squares Square

1. MIFuiuusud FEWINNgY 0.640 20320 0224 0.799
WAEATIAUAT elungy 209.633 147 1.426

33U 210.273 149

2. msfuimnundede  sewinengy 14.868 2 7434 4426 0014
VBIAUA elungy 246.925 147  1.680

33U 261.793 149

3. MIFUIAUTIANEUAT  SEUINenGY 14.358 2 7179 4340 0.015
elungy 243142 147 1.654

33U 257.500 149

4. msfuitaanulaney sEninengy 12.803 2 6402 3482 0.033
VYBIAUA elungy 270270 147 1.839

33U 283.073 149

5. MsuiAudinaaln seminengy 1.935 2 0967 0.697 0500
elungy 203905 147  1.387

34U 205.840 149
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UM 19 aduil 1 WAT1AY - guigu 2567)
auufgiu Ho = Uadenddvanase  Jeaguleon Uedeniidvdnasdenisussanduius
nssuiteyadualiunnsiniu Auamilaiuanilawdndun aun1siuiveya
H1 = Jadenddvnsnasienisn1ssu  Auduuingugmavwuvasuniy lunmsu
Joyadumuansineiy fgvSwasianisldauuanseiu laua n1sus

NPT 7 NUN MvRFeUANETUS  ANUNTelavesEUM NTTUIANUTIAEUAT
sgvhaulsladesng  munisiuideyadum  wasmsSuiteanulaniduresdum
Tunnrudatesnii ated Ay neada 0.05

A1319% 8 wanan1svageuauuanaInlusegiiedtues Schefft duiussenineiauls

AUNTTTUTTOLAFUA LUIRUNGUERDULUUABUATY

95% Confidence Interval

Dependent () Usztam  (J) Useeam Mean Std. Sig.
Difference (I-J) Error Lower Upper
Bound Bound
1. msfuduusud guszneuns  gnAndaguu 0.082 0248 0742 -0.41 0.57
WaEATIAUA Fieladudn 0.161 0.241  0.505 -0.32 0.64
gnendagiu  fuseneuns -0.082 0248  0.742 -0.57 0.41
Fieladudn 0.079 0231 0732 038 0.54
fiauladud  fusenoums 0.161 0241 0505  -0.64 0.2
anAtaqliu -0.079 0231 0732 -0.54 0.38
2. mMs¥u3 duszneums  gnAndagliu -0.138 0270 0.609 -0.67 0.39
Anadedie Faladud 0.565* 0.262  0.033 0.05 1.08
vosduA  gnAdagliu  fuszneums 0.138 0270 0.609 -0.39 0.67
Hialadud 0.703* 0251  0.006 0.21 1.20
gieuledud fuszneums 0565 0262 0033  -1.08 -0.05
anmdagdu -0.703* 0251  0.006 -1.20 -0.21
3. MIsug duszneums  gnArdagdu 0.646* 0.267  0.017 0.12 117
FusIAN Fialaduin 0.712* 0.260  0.007 0.20 1.23
dud gnindagiu  fuseneuns -0.646* 0267  0.017 -1.17 -0.12

Fialaduin 0.066 0249 0791 0.43 0.56
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Mean

95% Confidence Interval
Std.

Dependent (1) Uszkn  (J) Usean Sig.
Difference (I-J) Error Lower Upper
Bound Bound
gieledudn  fuszneunis -0.712* 0.260  0.007 -1.23 -0.20
anArlaqlu -0.066 0249  0.791 -0.56 0.43
4. m3fuite  Juszneums  gnAdaqiu 0.683* 0282  0.017 0.13 1.24
Pnailanusu auladud 0.128 0274 0642  -0.41 0.67
vesduA  anArlagtu fuszneunis -0.683* 0.282  0.017 -1.24 -0.13
fieledudn  -0.555¢ 0263 0036  -1.07 -0.04
fiededudn  fuszneuns -0.128 0274  0.642 -0.67 0.41
anmdagdu 0.555* 0.263  0.036 0.04 1.07
5. M3 duszneums  gnAndagiu -0.226 0245  0.358 -0.71 0.26
dudn fauladui 0.024 0238 0918  -0.45 0.49
fndnlmi  gnéndegdu  usznaums 0.226 0245  0.358 -0.26 0.71
auladui 0.251 0228 0274  -0.20 0.70
fieleduin  fuszneuns -0.024 0238 0918 -0.49 0.45
anAaqliu -0.251 0228 0274 -0.70 0.20

MAANIET 8 wudmalIeuliioy
MsUssduiusaud vl uantadn s
AUNTFUITOLAAUAT TMUNAUNGUERBY
WUUARUNIY Wi UBUTEAUAIULANGIY

v
v A

186 fail

funsfuiteyaninuniniefieves
duen

- 519 fusgnaunsiIeuiiguiy
fitauladu danutnazdu wiiu 0.033

- 5199 gnéndagtuiUSsuiiisuiugi

auladuan fananudtazdu wiadu 0.006

AuUNsFUITeMuTIAEUAT

- 5196 fuszneunsieuiiguiy
fitauledud farniazdu widu 0.007

- 5186 JuszneunsilIeuiieuiu

[

igndndagiu danuniandu wiiu 0.017

@2y

AUN1TFUITIRIUlARALAUY BRI

- 5196 HusgnaunsiIeuiiguiy
andndaqiu fanuiesdu widu 0.017

- 5198 anArdagtusguinguniy

Anauladue danutasdu wiriu 0.036
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HAAINNSEUTE UL UTILUNAUNEY

v [

HRBULUUABUATN ANN1TUTEIEUITUS AU

wilsiuantilndnsiag sunisiuiveyaiu

5
fanuAniuuaneeiy egeivedfgmnsana
fisestu 0.05 fail

1. msfuimnnindefiovesdudn il
auladud fanufamiuianssiugndleqiu
wazdfUsenounis Aduduiienadumszgnén
Jagtunaziusznoumadugiifiuszaunisal
Tunsteussliuilyametiondouudn dafu
olsuimsussnduiusaudi uiilvigni
Jagtusianudeiovesdudiliegisiniia
Jeaenndasriunuafnuas Kotler (1965) Isosune
fansiiangAnsTuveEuslaa (S-R Theory)
finelaTonanfainiousdn duasonginssu
aendsnistevesiuilng (Post Purchase
Behavior) agvhlwilanudedeluduiuay
snaladelundwialulfinetu uaziiaenndos
fluuIdevee Kimaro (2022) laesuieda
mwanvalvazaulindaveuusuniidnsna
sengAnssuiuilaa AnuLdeiievesdudn
aduegfunginssuvesfuslan a1ntade
duyaralazdunnden nginssuvesiuilan
Tnefuguudidesihunsdsuutasisidy
Tugranaiifeingd edevaneusennsiidema
MoNgANTTNYRIUSLIAA WU a3AUIENOU
druyana ANUsENda Awinden uaz
psdUsEnauiAedes azfesimuinnuAsuudas
Tuseauiidnilsie vildgninusagsneusundeu
neANIIULAL TNV INUY
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ag19lsAnunanisfnuinuinduys
dasy 2 fildnsnasongAnsTuuIlnaluY
1a3a-19

2. M3FUITIAEUA NAUEUTENOUNS
fmnuAnTuuanssiugialaduiuasgni
JagtuiBurud oraidumngnguissnauns
iUsvaunsallaensesiunIsnanduaT way
fanudnlalusiuyueing 9 veansudnduala
\Huetned wnnsnsnngnéntagtusazsiiauls
i azUspdiumAannsnuwivdu deali
ANNARLTURENITTUSTIAAUALANG AT
A0AARDINULLIAAYBY Thomson & Coe (1997)
I¥oSurefanisiasnandudt waginadea
N151ATIENAMAIVEIAUAT (value-based
pricing) laggnAlazUseiiiusimdunilag
nsiilsfaganuazdedilduuseloviann
dudniu q wazthluseudleusuauday o
Afeddndtuudninnussdiuduaududde
$1PAUAN uardsaenndosfuLLAARNSATIAN
93 Weyl (2019) lfoduneifetunuana
nsmenaauifiazfesddmalieudieu
duAlurdiafefunsolnaiAesiu dalud
N1388NLULYININITARIATITlLLAZ BN
Uszine

3. M3fuinenulaaiauvesdunn
ngugnAdagiuiininufniunanm19an
fusznoumsuasdianladudn duioraduwee
n133uivayaannnisusemduiusaunives
wiazuAAa AANAMANIINNITSUT WA

AUFANTLANANAY donAdBIAULUIAR
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UAAA
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Jadoifidonsuszurduiusdunn
wilsiuanilndndng nsddnwinguiilu
neile JaninaTELAY HRBULUUABUNY
faudniuiidudadeiidninane

MUssrdunusEn il wun Muteang

'
U aaa a

MsAeasulydeaiive Wudadenisnsna

a [

agluszAuNIN LazAIuNITTUIToyadurn

Y
=

WU NFUEROULUUARUANILAINAALTIY
Aan1sUsrvIduus AuAwan19iY lawa
1. thdsmssuimnuhdeievesdum 2. tady
mssuznandue 3. Jademsiuitanulaasiu
Y99FUAT TeaonndafuNaIuITeves
Kongarchaphat (2023) wuindumileneUlne
feflqngeudidny 3 d1u Ae n1skasian
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NSNBAITANIAY LAZINATOIVNINTI MUY
Fnu1zay LardIdonnd oIt uLLIANYD
Mary & Bernard (1981) laadunefistoanis
nssvitnefiusuue Wuteamiddy
A o

PVNIAANSNDEUA wazdINananIsAnaula

FRAUANTLDINFILNUVIYLIAIY FUNUS

v

gupnaiusealalunisdedun

Farausuuzlunisidendesely

1. psfinsfnwiieauanudonis
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