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ABSTRACT

The objectives of this research are (1) to study the importance of online marketing and
One Tambon One Product readiness through community product quality certification and (2) to
study the effect of online marketing toward One Tambon One Product readiness through
community product quality certification. The sample group consisted of 385 entrepreneurs
registered as community enterprise operators with the Lampang Provincial Commerce Department.
The tool used in the study was a questionnaire. Data were analyzed using descriptive statistics and
inferential statistics using multiple regression analysis. The research results found that the overall
importance of online marketing was rated highly by entrepreneurs. The most crucial aspect was
the product itself, followed by price, the distribution channel, promotion, personalization, and
privacy. The study also found that promotion, personalization, and privacy statistically influenced
the readiness of OTOP products for community product quality certification among entrepreneurs

in Lampang Province. These effects were statistically significant at the 0.05 level..

Keywords: Online Marketing, Community Enterprise Operators, Quality Assurance of Community

Products, Community Products
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RIREIL ARG
Unstandardized Standardized
iUy Coefficients Coefficients t Sig.
B Std. Error. Beta
?i”lmﬁ (Constant) .457 122 3.736 .000
PIUNBRAUN (X1) .158 .058 AT 3.598 .000
FUIIAN (x2) .062 .044 .070 1.418 157
AUTDINNNITINTINUY (x3) .070 048 074 1.461 145
FUNITAAATUNNITAAA (Xa) .289 .065 .318%** 1.053 .000
aun1sliusnisauana (xs) 261 079 278 5.376 .000
AunsSnANUT LI (x6) .038 036 043 6.510 . 293

e AdjiR’= 0.707, F = 155.66, R°= 712, R =0.844,
*** Significant at 0.01
** Significant at 0.05
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Tusnsduyana 9w 3 dudwasedudvisivaniadnduailaisunisiusesnuninndnsioue
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avduius 0.278 wardduiiany fie Funde s Sanduussansanduius 0.171 dutadedusni do
mamsinsmeuazmssnanududiumlifided gy seia

el ArduUsEANE nMsivuedia Adj R annaunisiauusiiansingu 0.707 denandusius
WiAuAas (R Wi 0.712 wieAadudosar 71.20 aunsaleuUaunisnensalvesfusznounis
OTOP AfuszasdsoAufmilsuanisnandusiilifunisiusosnanmuansaeiguy aun1sinsz
nsannosnvgal lugUnzuLUAY wargURsIuLINASEIY (Fams1ei 1) il

¥ = 158 xq+ 289 +.261 x5

Z =171 x1+ 318 x4+.278 xs
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nsefUTenan1sIde vetausuazafuTeNan N ingUsyasasaluil
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Frustmdudiaud Ry sERuIn msEnnsReAuA i sauasaTlead1enang
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auddnegndddunsainsmiudifauasarmdiduvessiia
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Frudemisnisdnsmieduisnsfasiiauedudmiovimadu q ludsuslnadeliiudenin
Fesnsuieuinsgiuslaaninutesmdladssimnganuiniian srudauuiAnues Porter (1980) fufls
AnudAyveamdiadmelunsauluiAnves “Value Chain” 3o “vislgnnm1” Famsdnsavine
duddudiuniavesfanssuiiazifivyaaliivauduazuinig nasnau McCarthy (1960) iuiaue
WUIAA 4Ps T8IN1INANTeTINT Place (Woemednsiniie) tneldnanidemudifyvesnisidendang
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sunssnunadudiui SanudAyseiuann wsizmssneanududiuiivieainuas
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