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Abstract

This research aimed to (1) to develop a public relations strategy; (2) to design and produce
materials for public relations of sriracha pineapple products in the province of Chonburi; (3) to
develop educational materials for producers of sriracha pineapple in the province of Chonburi; and
(4) to test the educational materials and public relations media for effectiveness. The medias was
developed in 4 phases: Phase 1 -public relations strategy formulation; Phase 2 production of public
relations media and learning materials; Phase 3 -media dissemination; and Phase 4 -transfer of
knowledge to farmers by training projects. The results from the public relations strategy showed that
the sriracha pineapple had unique features and potential for further promoting a more contemporary
look to attract a wider new market. The study used a holistic approach by integrating branding
strategy, packaging strategy and public relations media strategy, as a result the new brand identity
and new packaging were developed and the on-line public relations media through a Facebook
Page including cover photos, profile photos and 10 banner images to promote products were

designed in a way that each one of them share a common style meant to achieve brand recognition.



NMTATNANRISAUNA 1 32 Uy 1 ANTIAN — NQUILY 2569 52

In terms of an innovative learning media, the information from the research and development
process, which contained of concepts, theories and recommendations from scholars and the
practitioners were drafted two online learning manual (E-book) (1) "Digital Smart Farm &
Entrepreneurs: Smart Agriculture to be Smart Entrepreneurs in the Digital Age, Upgrading OTOP
Standards and Exporting Sriracha Pineapple and Related Products", and (2) "Circular Economy for
Value-Added Sriracha Pineapple and Good for the Environment Biochar Kilns." The review and
appraisal for the trademark design, packaging, online PR media, and learning tools showed that the
experts and target group were satisfied at the highest level in both. After the investigation, the

trademark was assigned to the community company for the application of the trademark.

Keywords: Public Relations Strategy ,Innovative learning media , Sriracha Pineapple
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