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Abstract

Background and Objective: Wisdom in creating and producing traditional Thai woven fabrics serve as a
foundation especially for enhancing marketing platforms for processed local woven fabric products in Buriram Province
for consumers in Generation Z (Gen Z). The objective of this research aims to analyze their needs, assess various products
based on a creative economy model, and design relevant digital marketing platforms using appropriate technologies.

Methodology: This mixed-method study employed purposive selection. A sample of 1,000 tourists were drawn
from aged 12-27, and a group of 12 key informants consisting of the head and members of the natural silk group.
Data was analyzed using a camera for product imagery, a questionnaire with a reliability coefficient of 0.926 for
gathering data at cultural tourism sites, and an unstructured group discussion recording form. Descriptive statistics
were employed to determine fequency and percentage, content analysis was applied for interpretation, and digital
marketing channels were designed using digital platforms.

Discussion: 1) Shirts are the highest in-demand item purchased at tourist attractions, especially as souvenirs,
and gifts depending on their quality. TikTok is the extremely preferred digital platform for purchasing, and respondents
favored Design 16, a blouse and skirt of one-piece outfit. 2) Various patterns in products are expressions of the consumers,
wishing preserve natural silk and handwoven patterns using continuous supplementary weft waving technique and
produced by traditional looms which are still present and largely used in the community. 3) According to this survey,
Gen Z mostly use TikTok as an ideal digital platform as a digital marketing and makes their successful campaigns on it.

Suggestion: Gen Z are influenced to wear casual fashion styles since they like a variety of cultural products.
These modified items are infused with original local wisdom that has been passed down through the ages. They were born
in the era of social media and naturally favours TikTok for its marketing purposes.

Recommendations: It is advisable to assess how local woven fabric products modified for the digital market
have an effect on enterprises and communities, especially of income and preservation of local wisdom in all areas
of Buriram Province.

Keywords: Processed Local Woven Fabric Products; Creative Economy; Appropriate Technology; Generation Z;
Digital Marketing Platform
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(Development of Processed Local Woven Fabric Products for the Generation Z Tourist Market in Buriram Province

Based on a Creative Economy)
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Figure 1. Research Conceptual Framework
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Source: Analysis by the Researchers
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Table 1. Perception and Decision on Processed Local Woven Fabric Products from Buriram Province

18115 1IN Sauaz 518115 I Sauay
(Items) (Amounts) (Percentage) (Items) (Amount) (Percentage)
ATNABINTS (Needs) MUsEaIA (Purposes)
1. @B (Clothe) 648 648  |1. Zaiterinlul Buy for use) 333 333
2. nnane (Trouser) 485 485 |2 Faieduresnn vesdy wiswssfisydn 532 53.2
3. nazllss (Dresse) 453 45.3 (Buy as a souvenir, gift, or keepsake)
4. iN9N (Hat) 416 41.6 3. %@Lﬁmﬂu‘umﬂmu (Buy for collecting) 119 11.9
5. ngzitlnas3 (Woman bag) 402 40.2 4. FafemassndunsadasBremAaiimaness e 16 1.6
6. ﬂ'ﬂ"rNﬁ‘ﬁ“Q (Tissue box) 384 38.4 (Buy to conserve and promote Thai arts and crafts)
7. #ns (Curtain) 374 37.4 ﬂ@ﬁ'ﬂﬂ"l’ﬂﬁﬂﬂ%ﬂ (Factors in purchase decisions)
8. finAguing (Shawl) 350 35.0 1. gUunu/gUns3 (Design/form) 528 52.8
9. ﬁﬁyiﬁz (Table cloth) 315 31.5 2. a9A[Y (Pattern) 637 63.7
10. saawinganTuting (Slippers) 307 30.7 3. & (Color) 565 56.5
1. fuaauAnusianis (Wall cloth) 282 282 4. AW (Quality) 759 75.9
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Table 1. (Continues)

78019 14U Saumy 518119 IIUIU Saumy
(Items) (Amounts) (Percentage) (Items) (Amount) (Percentage)
12. INBUBY (Cushion) 280 28.0 5. 91A1 (Price) 697 69.7
13. finsmsamauazifimin (Cooster and cupholder) 267 26.7  |6. Uszlemilams (Practical use) 575 57.5
14. nagaldves (Box) 258 25.8 7. e tun1sguasnen (Eose of maintenance) 475 475
15. Uaannuey (Pilowcase) 254 25.4 8. I NITIA9EIe (Distribution channels) 377 37.7
16. Unlpaa (Daily cover) 251 25.1 B — (Purchase platforms)
17. ﬂﬁ’m_lgﬂ (Frame) 248 24.8 1. Shopee 181 18.1
18. Tl (Lamp) 235 23.5 2. Lazada 106 10.6
19. fimyfirion (Bedsheet) 227 227 |3. Facebook 74 7.4
20. dindn (Belt) 212 21.2 4. Instagram 49 49
21. AFuasBan (Hot holder) 211 21.1 5. Twitter 83 8.3
22. findmian (Napkin) 198 19.8 6. TikTok 401 401
23. gasldmadnyisiadia (Mobile phone sleeve) 155 15.5 7. Line 66 6.6
mwﬁ’:ﬁ@%’ﬂ (Purchase Intentions) 8. Kaidee 40 4.0
1. flasndendenansasiinfiutinidagannz 350 35.0
(Specifically intending to buy local fdbric products)
2. Fopmmomadivieadien (Buying at: tourist locations) 650 65.0
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4
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Table 2. Satisfaction with the Design of Processed Local Woven Fabric Products from Buriram Province

AduiigUuuunRasiout anuianwala (Satifactions) AduiigUuuunRasiout anuRawala (Satifactions)
(Sequence of Product Designs) 91173 %pumz  57A7 (Price) (Sequence of Product TN %pmz  57A" (Price)
(Amount) (Percentage) Designs) (Amount)  (Percentage)
1. 414 414 39 12. 615 61.5 59

523 52.3 39 638 63.8 199

576 57.6 99 575 57.5 299
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Table 2. (continues)

é’]ﬁ'uﬁgﬂuuumﬁmﬁmﬁ aauRewala (Satifactions) ﬁﬂﬁuﬁgﬂuuuuﬁmﬁ’mﬁ annewata (Satifactions)
(Sequence of Product Designs)  41%47% Sanay 91A1 (Price) (Sequence of Product ITHIN Saaay 41A1 (Price)
(Amount) (Percentage) Designs) (Amount)  (Percentage)
497 49.7 39 611 61.1 999
b2 5b.2 39 667 66.7 299
577 B57.7 39 655 65.5 199
7. 558 55.8 199 652 65.2 199
8. 609 60.9 99 648 64.8 199
9. 529 52.9 299 558 55.8 299
546 54.6 299 502 50.2 99
651 65.1 299 629 62.9 199

~ o = A & 1 o 1 =) = Aa a o 4
FAINAVTWNN 2 uﬂﬂﬂﬂLWﬂQﬂuL@u%V]LﬂuﬂQNWQ@ﬂqQN ﬂ']’]NW\‘lW@T@VINm@;j‘lJLL‘LI‘LINﬂmﬂm"W

1
4 P

WU maRuluTIndnyasud wnniige As JULLLT 16 91494 667 AN (3BT 66.7) LAY

51A1 299 UMFIBTI
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