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A1 adR 1T981989 adAild Ao n1snAdeULUUT (Independent Samples t-test)
N193LAS1ZMAINUUTUIIURUUNILA YD (One-Way Analysis of Variance: ANOVA)
msAAsiandasiug (Correlation Analysis) uagnsAas esinisanaoenvRaLUUTURDL
(Stepwise Multiple Regression Analysis) HaN15398: Lmeamiﬁwmﬂaqwémsmmm
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naugnAludmianse a1usian (x2) de1 P-value Wiy 0.001 Weoeundn 0.05 (0.000
< 0.05) uag MuNTInImIg (x3) df1 P-value Wiy 0.001 tieendn 0.05 (0.000 < 0.05)

aA1usaeuduannIsNITIATIZINIsannulaRItl Y=181.516 + 1.344 (X2) + 2.312 (X3)
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ABSTRACT

Background and Aims: Research on Guidelines for developing marketing
strategies to create awareness of the value of food science In Trang Province
According to the concept of creative economy, This research has the objective (1) to
study behavior and perception of the value of food science in Trang Province (2) to
compare the perception of value and perception of value of food science In Trang
Province Classified according to personal factors (3) to study factors affecting the
perception of the value of food science. in Trang Province (4) to study strategies for
developing marketing strategies to create awareness of the value of food science In
Trang Province According to the concept of creative economy. Methodology: The
subjects used are frequency, percentage, mean and standard deviation, and
Reference statistical analysis. The measurements utilized are a t-test, One-Way
Examination of Change (ANOVA), relationship examination, and examination. Stepwise
Different Relapse Examination. Results: the research found that Guidelines for
developing marketing strategies to create awareness of the value of food science In
Trang Province According to the creative economy concept (Y1), the customer group
in Trang Province in terms of price (x2) has a P-value equal to 0.001, less than 0.05
(0.000 < 0.05) and in terms of distribution (x-3) has a P-value equal to 0.001. than
0.05 (0.000 < 0.05) can be written as a regression analysis equation as follows. The

relapse investigation is as follows: Y=181.516 + 1.344 (X2) + 2.312 (X3).

Keywords: Developing, marketing strategies, create awareness of the value of food

science, Trang Province, creative economy.





