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ABSTRACT

This study investigates the effects of creative marketing strategies on consumers’
perceived value of sea salt produced in Ratchaburi, Thailand, a region known for its high-
quality traditional sea salt products. In light of increasing competition and the need for
local producers to enhance product differentiation, understanding how innovative
marketing approaches influence consumer perception is crucial. This research adopts a
mixed-method design, combining quantitative and qualitative approaches, to provide a
comprehensive analysis. Data were collected from 385 sea salt consumers using
structured questionnaires that measured the impacts of online marketing, brand
storytelling, and creative promotional strategies on perceived value. Statistical analyses
included descriptive statistics to summarize demographic and behavioral data, t-tests
and ANOVA to compare group differences, MANOVA to assess multiple dependent
variables simultaneously, correlation analysis to explore relationships among variables,
and Stepwise Multiple Regression Analysis to identify the most influential factors.
The findings reveal that online marketing and creative promotional strategies significantly
enhance consumers’ perceived value, while brand storytelling also plays a meaningful
role by fostering emotional engagement and loyalty toward the product. These results
highlight the importance of integrating multiple creative marketing approaches to
strengthen product positioning and consumer appreciation in traditional and niche
markets.

The study provides practical insights for local producers and marketers, emphasizing
that a well-designed combination of digital marketing, storytelling, and promotional
creativity can increase market visibility, improve consumer perception, and ultimately
support sustainable business growth. This research contributes to the academic literature

by offering empirical evidence on the effectiveness of creative marketing strategies in the
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