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ABSTRACT

This research article aims to examine brand communication strategies for ethnic woven
fabric products, explore the development of multimedia contents for promoting these products,
and investigate consumer satisfaction with advertising and public relations media related to ethnic
woven fabrics. The research was conducted in the area of the Chang Pa Huai Khayeng Community
Enterprise Group, located in Thong Pha Phum District, Kanchanaburi Province, using purposive
sampling. Qualitative data were collected through in-depth interviews, while quantitative data were
obtained using structured questionnaires. The statistical tools employed for data analysis included
percentage, mean, and standard deviation. The research findings revealed the following. For Brand
Communication Strategy, the brand communication strategies aligned with sustainability marketing
principles, emphasizing the use of natural materials and environmentally friendly production
processes. This approach enhances brand credibility and appeals to environmentally conscious
consumers. The study introduced the E-CULTURE Model, which comprises seven key components
reflecting core cultural and sustainable brand values. For Multimedia Production, the content
creation included the production of short documentary videos and infographics, aiming to present
the community’s story, the fabric-making process, and the cultural value embedded in ethnic
textiles. For the Satisfaction with Multimedia Advertising and Public Relations, the participants
expressed high levels of satisfaction with the quality of multimedia presentations, particularly in
terms of visual clarity, graphic design, and storytelling that conveyed cultural significance.
The average satisfaction score for advertising and public relations media was 4.68, with a standard

deviation of 0.52, indicating a very high level of satisfaction.

Keywords: brand communication strategy, multimedia creation, creative economy concept,

ethnic woven fabric products
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