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Abstract

This study aimed to: (1) examine the levels of creative marketing strategies, product
innovation, and competitive advantage; (2) investigate the influence of creative marketing strategies
on competitive advantage; and (3) examine the influence of product innovation on the competitive
advantage of entrepreneurs producing Geographical Indication (GI) products in the Lower Central
Region 2. The study population consisted of 294 entrepreneurs producing Geographical Indication (Gl)
products in the Lower Central Region 2. Data were collected using a questionnaire with an overall
reliability coefficient of 0.88. The statistical methods used included frequency, percentage, mean,
standard deviation, simple regression analysis, and multiple regression analysis.

The findings revealed that: (1) the overall levels of creative marketing strategies, product
innovation, and competitive advantage were high; (2) creative marketing strategies had a statistically
significant influence on competitive advantage and explained 49.1% of the variance. Among the
dimensions, creating superior product value exerted the strongest positive influence, whereas the
smart use of digital tools had a negative influence on competitive advantage; and (3) product
innovation had a statistically significant positive influence on competitive advantage at the .01 level,

explaining 52.9% of the variance.

Keywords: Creative Marketing Strategies, Product Innovation, Competitive Advantage, Geographical

Indication Products, Entrepreneurs
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o

ifpdrAgnsadanszau 0.01 *ldedAgnisadanszau 0.05
1NAN519W 2 FEYIINAENTNIAAINTIATETIA WA Aun1sasenaaliniondndui(Xea) wae

i
aa o
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4.5 wan1snadevanufguuianssundnduanisnsnanisuindeanulaTeunianisuyadu
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ﬁﬂ'wé’uﬂizﬁwémé’mﬁué (R) wiriv .728 TaediAuszansnmluniswensal wiadu (RY) windu .529 Arpanu
mmﬂaaummmu (S.EEST) wiriu 0.270 Taganunsaviuneanulaissunienisudaduvedusenaunis
wamm%awwmqnumamnaumﬂﬂmmaumq 2 ld%ovaz 52.9 wazilAdulse amﬁmiwmmmiuﬁﬂ
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Yoot = 1.048 + 0.761(Xinno)
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1. sunsasnualimilondndud T8vswamuindennulaiUSeunmenisudatuegnedited Ay
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3. punisldiadesiiendviasgamgyaain Tevsnansauseauliiuieunenisudstu Tnewnd
nslfiedestiodvaifindu 1 e wwvilfianaldiuieumensudstuanasUszanm 0.197 mie dso1aiin
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wuin Frunsaienudlimienindud fenadegean wandlifuiguszneunsldanuddguagsjai
nsa¥renmAmsensusiuardsnsliunnansugt ielfAnanunnituuasasnidaudite Ssaonadoei
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