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ABSTRACT

Communication for promoting OTOP products in the digital era presents significant
challenges for local entrepreneurs. This article aims to analyze communication strategies and
brand building for OTOP products in the digital market context through the lens of local branding
concepts and digital marketing communications. The analysis reveals key success factors
including (1) creating brand identity that reflects local wisdom, (2) utilizing product storytelling
and value proposition in communication, (3) integrating various digital communication channels,
and (4) building consumer engagement through online platforms. Meanwhile, challenges were
identified in digital literacy, resource management, and local identity preservation. These findings
provide valuable insights for developing communication strategies for community products in the

digital age.

Keywords : OTOP Products, Digital Marketing Communication, Local Brand Building, Online Marketing,

Community Enterprise
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