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Abstract

This research aimed to study the customization of public relations channels through
websites and social media and the intention to purchase the products, and to study the acceptance
of tailoring public relations channels through websites and social media of the Tawan Si Thong of
organic agriculture community enterprise, Hua Hin district, Prachuap Khiri Khan province. The
research instrument used in this study was acceptance questionnaire. The population and sample
were general 400 internet users received from using random purposive sampling. The gathered data
were analyzed by descriptive statistics consisting of mean, standard deviation, and percentage. The
results showed that the created content such as motion graphics and infographics for quality reached
the users' needs. The content were then publicized through the website, Facebook, YouTube, and
Metaverse resulting in word-of-mouth dissemination through social media. Then assess acceptance
was done covering seven aspects: graphics and animation, speech and narration, audio and video
length, content, intention to purchase, metaverse, and buying behavior. The result of the analysis
of overall level of consumer acceptance was reported in high level. When considering each aspect,
it was found that buying behavior had the mean score of 4.248 (x_: 4.248), which came from the
recommendation of friends and word of mouth, spreads the product information of the community,
the use of Metaverse had the mean score of 4.197 (><_: 4.197), which was used as a modern
communication channel and is able to create awareness of the community's products, while the
use of speech and narration had the mean score of 4.195 (x_= 4.195) and the intention to purchase
had the mean score of 4.193 (x_: 4.193), with the reason that the community is willing to buy
products, given its good quality and reasonable price. Therefore, using public relations channels
through websites and social media possibly helped create the marketing opportunities through word
of mouth and more willingness to buy products from the community.

Keywords: public relations, community enterprises, organic agriculture, metaverse
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5. 5ULUUAITNYIUALIUIAYBIA I8 NYT  4.205 0.780 N

1115001998 warTaLaU

3 4.195 0.799 4N

1NA1T9 3 WU WANITUTELTUNITEBNTUATUAINALALAIUTIENY (Speech and Narration)
lngsamgaususyavann Weninnsanlusiede wui temdennuiaiugndes siuds Sileviussensnisi

fanuhaula way f5Uuuy YUV NETNAUTD UL AN ELATTALIU

a5edl 4: suresdeuazitle (Audio and Video Length)

318N13 Aade S.D. 32AUNITYUSU
1. Bosusseefldssnouiiemivde ooy 4.175 0.860 1A
1ls
2. Fususseneimudenadasiuiiiom 4.197 0.824 11N
3. L@8IUTTIEEOAARDINUNINLAZLEIAUAT 4.187 0.767 11N
Usznau
4. \FosnuniUsznovastennuuiaula v 4.190 0.781 11N
AR
5. LﬁENmum'%‘uwﬂaulaia%f'mﬂmmumuﬁuLﬁ”am 4.210 0.789 N

3 4.192 0.804 an
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1NM1519 4 1U31 wan1sUsEIiunnseausus1ureLdalasdfle (Audio and Video Length)
1R859U8USUSEAUNNN LaRANSaNIUS1890 WU LdesnunsUsenaullasneanusuniuiuiienn siudadl

WEeaussenenimnudannanaiuillan wagtdgsnunsusenaunasisnnutiaulasiuinnny

M15199 5: AuLilen (Content)

5789M135 Alade S.D. FLAUNTTIUTU

1. flemiliaueinisuiuusdlidutiagiu 4.185 0.788 110
2. dlomihinauefimumnzautuideiFes 4.145 0.866 1N
3. pwiilflunsiiauesirugniouas 4.173 0.818 10
Wy
4. fimsagtilomussiadoFes ednsdmiau 4.210 0.739 110
5. lomniiuTinaiimnauiazinaula 4.180 0.786 10

334 4.178 0.799 4N

1NAI519 5 WU HANISUSLLUNSEBUSUAULH DY (Content) Ta8sIUgausUSEAU 11N LB
a v A & v v oA ' ) o o & ° Py ) v
Asantumede wud Insaguillenmuasiindeisesedadaay sundilemnmsdiaueiinisusuleln

[ LY a a & t:l' !
Wutagdu wae dUSinanllemfmanzauiiauls

A15199 6: AIUANUAILAT (Intention to Purchase)

s18n1S ALRAY S.D. STAUNTSEDUSU

1. wWulafezanoduiudy windsulpauam - 4.222 0.731 110
wazAnUElevingeu
2. edweduiiwdliinsduaiunanisnain  4.185 0.798 110

WU N1SANSIAN

3. foaudilnglifiddenan fomszveule  4.180 0.799 11N
waladun1susnig
a. %@LW?’]%“UE]UV]GW&@Q“{JE)QSLMQ 9 4.177 0.736 N
5. fodudinsizmdelaine warlidesdum  4.200 0.782 170
Yayaunin

374 4.193 0.769 4N

1A 6 WU HANISUSEEUNITRUSUAUANUATLTE TnesIneausuTEAuLNn Wanan sty

T1ede wui fuilaadinlafiezdeduiindumninsusuupnunnuwazanuselovilligeiu siufonde

Aunniiled AUADaLIT

glaifpsrumdeyauin uazardsiedumiudarliiinisduaiumenisnain Wy n1sansia
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A13197 7: nuwmalulad nsnaugin (Metaverse)

sN8n15 ALRAY S.D. STAUNISEDUSU

1. viuAadmudausanudilafesdiu 4.230 0.820 Tl
dnsMauglnuniestiiedle
2. NUAAIWINUFINYUBULINTUIINYDINIY 4.220 0.789 11N

Y 9

Usgyndunusnadnsnaugiie unJu

3. MUANIITNTINaURIR awnsaasianis 4.210 0.795 11N
i eUsznduiuslundnfusivesiavie

YN AUl

4. inuAnI1dInTNaugie awisadunldly  4.182 0.781 11N

nstaueduAtusUsuuiaiioussala
5. virufn3ndnsnaugde auisaensedu  4.143 0.808 110

HARSUIAMAIYTWN BATBUNS SNWUanTny

wardiauuraula

33U 4.197 0.798 4N

91NMI5N 7 WU wansUsziunseansumumalulagdnsnaugien (Metaverse) Inesiueousu
seau 1N Wesiasanlusede wui guslaaiinnuianudilaneiiu Snsnaugie saune 33ndemndly

N5l wazAndt Insnaugin @unsnasansdniavemaniuIRaviaguTLNYnTBUNIELA

A13197 8: AUNANTINNITB (Buying Behavior)

S80S ALRAY S.D. STAUNISEDUSU

1. nsuauedeyaluguuuude Motion 4.250 0.757 un
Graphics vl finnueenTenansu

inwasBuvsneluyuun iy

2. udninagdendndaeinniaviagury  4.230 0.789 N
\nenssunigainde Motion Graphics Tu

NTTUIUNITVILNEATUADAAITLAT VD9

nansfaurinntulusweg

3. vinuflaus hafiegldnansmeiiamie 4.240 0.720 3170
guruinuasduvuniulueuag

4. vuazkuzui eusaraseunlide  4.267 0.753 170
wAnSuTa AR NIl

5. Tnesauudavinusrdaduled ondnsael  4.255 0.745 110

A NN YA TBUNIS LU UNAN

33U 4.248 0.752 an
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91N91579 8 WU HaN15U T UNITERUTUAIUNGANTIUNITHD 1AUTINEONTUTEAY 11N 11D

| £

fisantunede wull guilnpaziusiniiaulasaseuaslidenandnueiandani Uy ¥a suNs ol

Y

suidlanuaAnnzdnaulagondndusiamnagurunuassunidlueuian wazinuidaniinisunaus

¥

Poyaluguuuudelutunsiiin viliguuiianusendendnsiueinunsdunsdneluguvuunniy

2. aAUseNa

' v

= v a (% L3

= U | 1 (% v 6 1 =3 & o L3 :Jl A
nsAnwIN1sUSULAeRInsUssndunusEuuleRnuEedianeaulal azaunslatondng e

v

Y9INFUIAMAYUTWNYATEUNTEINY VWAL TUENDY Lneatiu TaninUsea3uASTus {ITuaunse
Suunnan1Ideld feil

1. wannmswaundeiiielsinssfuanudesnisvesfidnuvedudeaiii uddsmaliAnnisuen
sio vidoutstudoyaiirivaudmosmuluasnhanniu eefauidemlusuuuuladunsiin uay Sulw
n91fin evieaty UseiRanuibunvesguey msfiferfunishnmsinensduds way invasUasndte
Bn13Ugn uawmgU wasu luaszuny duvey Tulnsenn fnadn LagluIn1anIsHALIHILIULUUNTS
vioufeadanuns alrayulng Huewns sfadugudiFeuinvnsasads udrduduniameunslu
gosmsla@eaiifie wu wada ayu uled wasdnsaugin

2. NANITIATIENNITEONTU FAUsTEY 7 91U WUNTALLULNITEBNTUNIN ATUNGRNITUNIITD

duA" (Buying Behavior) @efiluninsandsedunisuansuunn ( X = 4.248) Ingiilafiansansnedauainui

[

ol suiUayat11a15909NTULAI T UUTU LN B ULAZATOUASI VT ONEN T U9 91N T VA IYUIUNYAT

o—

dun3d anvvazdndularedunvesyuyuiinduluewian nsdnawedeyalusunuudslutunsiiin vl
AyuiliAnseeNTenanfnTiYIUINTY dennreiunuITeves A1 seulled. (2022).[11] Aildesulgd

A159¢9N158 U8 0aUla L ARl A NLAANIAUAINANNNSALALANUABINITUIDANUBENNTDFUALA 891N

' [ '
v A a Y v a

Iﬁ[{g’u‘%‘lﬂﬂﬁiamaﬁ%m%aaumuu 7 nndu sefuniseensusesaunie frumaluladdnsnaugin
(Metaverse) Tngsameausiuann (X = 4.197) lutsziiudin denadlafieaduinsnaugiin Sangumsuann
Funndewnensidnudnsmaugie Snisdadndnsmaugin awsaadresnisidhiedeussunduiusly
HanAugiveiamtagurwnunsBuVsle aenndesiunuIfeves RakGun and MinKyung. (2022).[12] 14
gnihnlfludesdinussdriunuiainmsigsfiednsnaunda iliuslneeeulatdusnn@nwinagidun

THnudnsnaugiaioguuinisnsimuiseluluewian dmsulududmauazaiusses (Speech and

Narration) vesdeuseduiusluningiu fszaunisvensuunn (X = 4.195) luseallomilaiugnaes &
deaussengiaula Wandnladng warsluuudsnusiasuuiaiidnyssude Weliaumunsauuas
F0ARABINUNN danARBINUNUIFBBY Azahari, N. A. et al. (2020) [13] AB5UNENA AITTVLIALAZET
ibienulaing waslisuldgndes agvilgeuianuidnianansasliegdulma Tudiuimuanunsla
& . ~ ) o = A = 3 an' ' a
%9 (Intention to Purchase) Tunmsiuiiszduniseausuunn (X = 4.193) luisedianudulanaziie s
N = o a v cd £ a & a v & vy
dinmnguwuinisusuussnunnduduasanussleving @y Snvstedudmvesyuvuimszmielainy

a ¥ =

lnglddosdumdayaunn sulufasdedudvosyuyuiuiazliinigd wasunamsnain wu nsan
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1M1 @enAReIiUNWITeves W3 F3Aan uazamy.(2564). [14] laAnwussgelauagngAnssunisvedud

guyuvesruslnalunatneeulal lngduuindusianiiaudAnysesnuuselovivesdud 1 s1a77

wngauuaun A lus o Content) Tnsmuszdunisseniuann (X = 4.178) luFosnisagy
LﬁfamuazﬁﬁaL'%"aﬂumiﬁwLaua%yjaiuﬁamm@uiwﬂ'ﬁﬁ\lﬂ way ludunsfineedniau wasiiemni
diauafnsusuussliviuads suluissinandomdenumuganinauls uagldnwidiladie
AonAdasiuaiidoes Hanif (2020)[15]. WWasuiszavsnmuesinle warludunsfimfudosidondu
faulauaziiuay wwrelfaiunisiuideyavosesdnsléfuasdusyaninmuniu uazauideves Sacala,
S, et al.(2020).[16] leAnwimsldludunfindmsunand olawanuszaduiusausiliasisnny
wiaamauls wazluduvesiiunsiinuazueiliugy (Graphics and Animation) AMWsIuiseAuNITENSU
170 (X = 4.175) ilofiansansedeudmuin mssenuuuredluduniin Sulvnsiiin fanumenuuas
Yaula gULLUUﬁﬁumaﬂmwﬁmmmmzauﬁ’m‘ﬁy@m A9AAABINUIWITLYDY Vahidreza, et al.(2020).[17]
§Anwiladefiduadeanuisladoduduesgnd fadevniitnaues saufedomnslunisussandusiug
sufsismslunisdeasteyatmasiegluguuuuiaiiouass dwalviaianuaulafugnin aenndoiu
NUIT8U89 Nusawat, P, et al.(2020).[18] 16’1’13’1LauasﬁayjamiﬁaqLﬁa’sﬁaaLwﬂiu‘laﬁmmﬁua% ViRl
tnvisadieafeanisindanudivieadiennsa medensiinueduduiirmsiamussneviiaisny fganinu

aulavesuula

dyuna
MsEnEINIsUSUBAIR U ss sl vladtudedsaussulay wazanudslavenanne

a faa v A

VYBINFUIANNIYUVUN WA TBUNTETDYUBUAL TUFNDY SNnavifiu JaminuseaiuAstus lneimudeludu

q

N3N Bulrnsfin wdmeunsiiwdvled wale enu wag Snsnaugie vliinyszdnsaanlunis

YR

Usgnduiusliunniu uaslinnsuense saufwdsdudeys dnuivled wae dodinuseulall dwmaliin
nssuideyarenguiamiayusunun B unIeIn YL UR Tudnes dalunsuTuussomnassunduiug
duiuleduazdodenueaulay virldasnslenianisniseann dwaliinnsdedusveagusunniu uag

Wudnweusululaduaiineduagif
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