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Abstract

The objective of this academic article is to investigate the concepts and guidelines
for developing integrated digital media for public relations and marketing of the Red
Tamarind Processing Community Enterprise in Samut Sakhon Province. The study was
conducted through an analysis of media development undertaken as part of a community
enterprise capacity-building project.

The findings reveal four integrated dimensions guiding the development of the
community enterprise’s digital media across online platforms 1) Message Consistency:
Emphasizing three core values—nutritional value, local wisdom or traditional knowledge,
and flavor/taste value. 2) Platform Prioritization: Utilizing social media as the primary
channel to build awareness and attract consumer interest. 3) Engaging Content
Production: Focusing on storytelling that links the product's nutritional benefits with its
inherent local wisdom or traditional knowledge. 4) Continuous Measurement and
Improvement: Integrating online platform data to refine the community enterprise's
communication strategies, thereby enhancing competitive capability and fostering long-
term business sustainability.

This integrated approach to digital media development is crucial for community
enterprises seeking to optimize their communication effectiveness and secure a

sustainable market position.
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