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Abstract

This research aims to study the level of consumer opinions. and relationship building
brand value marketing strategy development to success in marketing Sriracha Pineapple
Community Enterprise Chonburi Province from a sample group of 400 people who participated
in the product market testing activities from the Sriracha pineapple brand. The research tool
was a questionnaire. Data was analyzed by descriptive statistics. and inferential statistics The
results showed that (1) Consumers have opinions on brand value creation. The overall average
was at a high level. with details on other assets of the brand had the highest average, followed
by brand recognition. Product quality perception Linking and Brand Awareness and brand
loyalty, respectively. (2) Marketing strategy development The overall average was at a high
level. by looking for markets that are future-proof with the highest average and finding allies in
the commercial market had the lowest average. (3) The overall average of marketing success
was at a high level. With the highest average satisfaction with products from the brand. and
suggest/tell products from brands had the lowest average. (4) Hypothesis testing found that
building brand value was correlated with marketing success. And the development of marketing
strategies is related to marketing success. Statistically significant at the 0.01 level, the
relationship was in the same direction and was at the moderate level.

Keywords: Brand Value, Marketing Strategy, Marketing Success, Sriracha Pineapple
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