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ABSTRACT

The image of hand-woven silk fabrics in Pak Thong Chai district, Nakhon Ratchasima province,

with brand communication in this research article focuses on proposing important four issues on 1)
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the brand image by creating perception, recognition, remembrance, appreciation for products and
goods through a digital storefront using customer's information value management principles, 2)
the effective brand communication with content marketing principles in building and promoting
the brand value, and attracting customers through digital marketing commmunication channels,
continuously adapt to the situation, and data was evaluated from demographic variables, and psychology
through the central and peripheral paths, 3) the brand decoding with additional supporting factors
that rely on the driving force of the brand position to differentiate and difficulty to imitate and
brand’s personality that needs to be planned, and gradual changed to indicate proper prominence and
a long-lasting distinction from competitors, and finally 4) brand responsibility should be taken
into account the dimensions, values, ethics, protection through the fair application of the law to
all stakeholders, responsive and social dimensions provide clarity in the management of guidelines,
plans and objectives, including popularity, communication, and ethics. There is an educated audit
and certification training and has responsibilities that do not relate to money.

Keywords : Brand image, Brand communication, Brand decoding, Brand responsibility, Hand-woven silk
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3) MIadIANILANGNILYAAINT RNTINANANTR ANaNNTD Amugameeulou Avundedold
anulinalale nsmouauesiognd uazn1sinsedeas 4) nsadisanuLandsiunmdnyal
Ailaderuininen 91sual nanwal USuN wiedyanuwal ﬁwms%ymmmﬂé’mé’ﬂmj & alaunu
AniauTRATIAmy Aolavan UTIOIMA UazivNTal (Event) WA 5) MIasemsuAnAsutamaiadming
dieliAnmsvenendnsiast finsannnanuasounq ALdEITY uaznsidunuiiuends (Aaker,
2001, p. 154) fasogenguitannssusilvathugdinetinssty Sminunssmwdin Afmsdnuninusss
nsneilranauluguyy vlddndesusiilaasu 1Wuendnwal annisdnassidulvunmunind
NuNTEUILNSEoudfie TngAusTIuuE 19U A%e AT WaenTinn LUFNNENA WiuLy wAuH
\Hufinssiodunden v lilddluauiidanumey fuan unmd Ifuasdadnuainszmumu
“ungedtnin” Huedosniull uaraedmesuuduiu Ao mevnenszsen dauemaadosuuuidle

vuduled thuihindee wasiindesniansiiuinisiu facebook

n
Al

[

ATNFYANWEINTEIINIU “UNYIFUITY”

[

awd 5 dulnudendsssurflasnindyanuainge s1vu

fian : Villages made for trading, n.d., online.
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dwsunagnsn1saseeuuAnATiUsTauAImdNS e (Successful differentiation strategies)
Ieiun 1) n1sadrenaAdmsugndn (Generate customer value) sgninsnaATiulddaauLaz AR

Fuirsadude AuYuTnauaINTIVRININNT KAZAINETAIN 2) N15INMIAMAINITTUS (Provide

cal

perceived value) ¥liAnaudoiie dnmmavia faudidy wazegluaunsasiveagnin
way 3) nMsasslieindenisideuwuy (Be difficult to copy) Turdndamivieusnis insudlelsfinny
ﬁﬁjLLﬂda%’ummmLﬁauLLwlﬁ AsLAnsstuRazsualy (Aaker & Adler, 2001, p. 155)

2. yadnaMATIAUA (Brand personality) fmuaynandnunizvesauldesloatniunsdud
UaNAMUIANALLAZUANAINAINAKYIBENTARY AN uIeanuuesUdnual dandnsduel s1an
Aasandd uagnguidvane lnegramuzan anunsaegdiunsiduailaeniuny (Pichedpan, 2007, p. 16)
Fuduiifinadnuuzyadnaminzauiunmdnualinlmumeiiesnetnssds fmiauassivdun
Ao yadnamaila (Sincerity) fufnfu (Down-to-earth) §adne (Honest) A (Wholesome) ag31139
(Cheerful) wanzAuinlyamedlefiiiannnisinegieuudsiuilaaiimuduirsuazauldlinnlona
TuinUseaniu uag ypdnamling (Sophistication) AuAudsEAy (Upper class) wagdliaus (Charming)
dwisuanudssmsaruwiesyAuaniugmadny annsedwadsnuveukazdunmadentinugusing
a1ansaestey 9eren153nT1 waziinfiald (Aaker, 1997, pp. 347-356) WAiRawiN15LHURE1ITALIY
ldmsfinaasuuaneituiuvievesads mneasyinliguilnaduau dmadeniside uloamsndud

voeEuUsInAld lngdnuiuivanzaumisegn 2-4 Audnvulviiy (Temporal, 2002, p. 169)

ﬂ'J']ﬁJ%’UEIﬂ?IE]UﬂJENLLﬂiuﬁ

UsTLAUa3E55IUNeNNTRAaTR (The marketing ethics) %ﬁmmﬁm%’mﬁwﬁﬁﬂuﬁmmmuﬁ
Tufifmssuianuddguestiesssuuazanuiuinveuiedsaunuesdusznou Fuilsllutmsnedid iy
widunaunn n1sfest A 015 UAYASE5IIN (Rao & Singhapakd, 1997, pp. 409-426) i AN UITETTTY
oarnsgana Wumsuntiosendnuainsaud wesmurunsuansmnuduieg s wu melidonsidudi
13 pavanen13An Aedey & des “a e waiiane uasilenuimilldlaglbildueynn Aasayld
nguuneidanstunisazidedvssananegiadauia e tesiuliliiAnanudsmesonsiad udn
Tumemds (Bunchutima & Roongwimolsin, 2017, p. 54) fiinsdeansiugidaulsidudennnay eguuitugu
aalusila msaununaniUasudeenuaiasle sudufanssuadsassdamAlmAnduudusssu Tan
uaguanils (People, Planet, and Porfit: 3Ps) (Amaladoss & Manohar, 2011, pp. 65-80) uazdRfuA
nsdeansfigniios wnzay Wesssy gisssy msdluasan Undefie aenrdesiuruusssuouseimdl
wazdasssu fmdnnis denudeau Safernudednd aanud dausssu wazmisisdnivosynnadu
(Barker & Gaut, 2001, p. 17; Hybels & Weaver, 2004, p. 23)

agslsfinu NMInaUAUDI aUSEW UV IALUBIIANTTIAY WenanvzadslsElemilinud sy
wagdmusmuda fadugandeinisaiuairenmdnvallfiduedied st snsAasnuSURnYeu
finovauosioUssiumsdiny Taedilas 1) duuudmsianssmiuissuureesnsanyanannszdy

W aNANAUIIARUSETENS MNLATE U 2) MaukuTnau fawiad Tl vinng wagiuymandaauy 3) aula Anmw
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o

AAUNITHBNANTENUNINIEIY A18UBNBIRNTAUNLNEITBINNENY kazUssr1vunibl 4) @5193ndiin

Y 9

v

Anusuiinveusiadiny dofiisitecetinsaieds selasn uazdnenan uas 5) weouns Yeya 11ians
doensiFesnsneauaiaassd siawmiaiginmileglidadenguneg Weduwuuetaiddedany
(marketplus, n.d., pp. 92, 94) uenanil infesilesumziiiensdoansauiuinTeureauusud A3
ey 1) 9338705304 (Code of conduct) Fitsuendsnasg L A1 (Vinimum standards) fiesdnsldidu
e tunsadunisiug Tdulddiuide 2) n13n519Usziiunagn133uTes (Monitoring and
certification) ifunuamaugnamas1smnusiilaiie madamenanisnsaUszsdiunelulaznszuiuns
AIUNUIDIDIANIRaENE ST Lazlgion1slinsSuTesdase (Independent certification) MNBIANTDaATY
meueniiundetie iummilsiviedomsnisufifnuasserussaesnsliosad 3) msiinousuuayns
g (Training and education) fixalunmsianmnasgududruuarawindeulgelu way 4) n1s
semumusuiaveuiiliiieatun1sdu (Non-financial reporting) luiAdosiiofiugiudmiuningaa
SuseslaunnAdiann (Third party assurance) fidanudndedie asrvaeuldlunisnevauesousyifiu
madapsuazdaindon (Ziek, 2009, pp. 137-145)

Usziutnedu foldindumnuiuinveuvesuusudiiironuadosssulunsuntosudnsiosi
wazasAudlaelinguuneidusssudugiidaulddmudennnguuazynussian luvasidortuifesding
novauswarldladedny nsdidwimuimdans nusegsdumaesdnneidanuegisaula
Annmansznuieladnenailedeassennuaiessd aiwssleniuasnudliiudeunnmsdafiangsy
MIL0AN MaHEusI M sUssndiusiansauiledemseasisauld unnumugludunsiidnsu
Junuvegiidlunmsusamigmdsaileaglidadengrane iuedesiiefiiumsdomsasseiussa

LR

@PsIudus) ARUssduuaeSuTes @S eenuiilamuasseussaiimnld) Ineusuliaanug (Wawn

WnsguaudauLarAsundeuligadu) waranusudavoun luldiTealu (@sasusedaendiian)

lugmsasuazdoansuusuaiignias winzau daou WusssunudasssuuazUsenglsuny

G
nannsdeasuusuAilanmanwaliin luumeiiednednssds Jamdiauassadun Wumsasa
Andnwal LinYenenisdeans vliguslaasuiuavidilaluguainisdeansuandadiuaznsidu

nflanudaauninevausuasldladedsauniglinsundedinenguune aguisununmlanasieluil
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