Journal of Management and Development Ubon Ratchathani Rajabhat University
Vol.11 No.1 January — June 2024

nsassuusuALazduUsEaNNIIMIAAaNiinan1sIuianA
HAASaAYUTUVRITIM TR
Branding and Marketing Mix Towards the Perception of Community Product Value

in Lampang Province

83231 Wiy’ ¥a3dnA 29AI5? wela Amuns® Inun efde’

YA ngInsinn1g uning1desuinaun

“AazAvendnans wnIngrdusuigau

Atchara Meksuwan!" Kajohnsak Wongvirach? Porjai Singhanate® Pattama Apichais*

123Faculty of Management Sciences, Lampang Rajabhat University
“Faculty of Sciences, Lampang Rajabhat University
“Corresponding Author E-mail: atchara@g.\pru.ac.th

(Received: October 1, 2023; Revised: October 31, 2023 Accepted: November 3, 2023)

UNAnga

@ o

M1 UL I UssRIAL N aNAE@RUBNTNAVBINITAS 1 UTUA AL AIUUTEAUNIINITH AN AD

q

I3

nssuiauAmdndasigusy Smdndiune ngudiegie Aetnvisaiiedigdendndunyururesdmin
auns lurhaieungainiou fadeusuinay we. 2565 §1uau 385 au A3 elefldlunsivodu

wuvaauny wazadanldlumsimsieiteya lawn Anade dnndetuuninigiu wasnsinsien

Y

msamaawmmuw%’umau

NANISANYY WUIBVENATOIEIUUTZANNIINITRAIR LauA drulszaunianiseain (B = 352)

a 1% I a o ¢ v v o o w

waznsasiauusud (B = .230) daviswasenisiuiaumadndngigusy Jamindne sgradiduddgmnia

3 o

1Y 1% I3 £

atfAn sy .05 vibiwiudndnvieaiiesdnlnglasusnandusiguyuainnisnseduninisnainaes

duszneumsvilidadulaudendelddenindu egrslsinunisasrausdiidudadnduvenisde

AR YUYW LRI

ANENARY: NTASIUUTUA, druUsvaunnen1snann, Nssuinme, Kandnriyusy



219RITMFAAMSUATMINAIUY NWINEABSITADIUATITET
19 11 adun 1 uns1AN - Aguay 2567

Abstract

This research aims to test the influence of branding and marketing mix on the perceived
value of community products in Lampang Province. The sample group was tourists who
purchased community products in Lampang Province. During the month of November Until
December 2022, there are 385 people. The instrument used in the research is a questionnaire,
and statistics used in data analysis include mean, standard deviation. and stepwise multiple
regression analysis.

The results of the study found that the influence of the marketing mix
(B = .352) and branding (B = .230) influence the perceived value of community products in
Lampang Province with statistical significance at the .05 level. Most tourists are aware of
community products from the marketing incentives of entrepreneurs, making it easier to make

purchasing decisions. However, creating a brand is also a necessity of buying community products.
Keywords: Branding, Marketing Mix, Perceived Value, Community Products
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