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Abstract

The Research development of digital commerce to promote market of product
one tambon one product (OTOP) mae rim district, chiangmai province aims 1) to create
marketing knowledge of the products-of One Tambon One Product (OTOP) in Mae Rim
district, Chiang Mai- and 2) to develop digital commerce to promote the marketing of
OTOP products in Mae Rim district, Chiang Mai province. The researcher conducted a
survey of 80 entrepreneurs, which most of them were female with the age between
40-50 years old, graduated in grade 6, and in a trading career. From the survey, we
found that in the topic of information technology’s behaviors, most of the respondents
use smartphones for using Facebook, using LINE, and reading news in websites. The
behaviors' which are not' popular-for -most.of respondents are using the following
mobile applications including Messenger, Instagram, Twitter, and YouTube, sending
email, and searching on search engines. Most of them have daily usage on mobile
applications. On the otherhand, most of them have no email account. The information
technology’s skills of the respondents-are as follows. The respondents have less skilled
in using computer-equipment, have less skilled in ‘'online media, and have a high
demand onusing online -media for digital marketing. The levels of training needs in
descending order are the topic of online marketing. applications, social media
technology, and the use of information technology in everyday life.

Based on the survey,; the researcher conducted three training sessions:
1)-marketing knowledge transfer, 2) digital literacy workshop, and 3) digital commerce
literacy: workshop. ‘After trainings, the training achievement was measured using pre-
test and post-test scores: For pre-test, the mean of the respondents” scores was 7.25
with the standard deviation of 2.286. The mean of post-test scores'was 15.76 with the
standard deviation of 1.553. From the t-test, the t-value was -47.382, df = 79, and Sig
= 0.000. For one-tailed t-test, the value of significant is less.than 0.05, which means
that the difference between the mean of pre-test scores and the mean of post-test
scores was statistically significant with the confident level of 95%. The result shows
that the trainers can clearly and effectively transfer knowledge to OTOP entrepreneurs.

After conducting a survey of the satisfaction of digital commerce workshop on
80 participants, the researchers found that the mean of overall satisfaction was 4.34,

rated at a high level of satisfaction.
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