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Abstract

This study aimed to 1) examine the online marketing operations of community enterprises in Khlong
Khuean Subdistrict, and 2) investigate creative online marketing strategies that impact the increase in product
sales of community enterprises in Khlong Khuean Subdistrict. The research employed a mixed-methods
approach, combining quantitative and qualitative methods. The quantitative sample consisted of 400 individuals
who had purchased products online and resided in Chachoengsao Province selected using convenience
sampling. Data were collected using questionnaires. The qualitative sample comprised 24 community enterprise

members from Khlong Khuean Subdistrict selected through purposive sampling with data collected via
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interviews. Statistical analyses included percentages means standard deviations multiple correlation and
multiple regression analysis.

The Qualitative results indicated that online marketing operations lacked sufficient online sales skills
and management personnel. The Quantitative qualitative findings revealed that online shoppers had an overall
high level of satisfaction (X = 4.14). The top three aspects ranked by mean scores were 1) e-satisfaction (X =
4.24) 2) product characteristics and e-trust (X = 4.23) and 3) online market quality (X = 4.17). Moreover creative
online marketing strategies that significantly influenced the increase in product sales of community enterprises
in Khlong Khuean Subdistrict included e-trust e-loyalty social information e-satisfaction and online marketing

tools all statistically significant at the .05 level.

Keywords: creative online marketing strategies, increasing product sales, community enterprises
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Figure 1 Conceptual framework for research
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Table 1 shows the mean standard deviation and overall respondents’ opinions on online

marketing strategies

Channels for marketing through social media X S.D. Level of Opinion

1. Product Characteristics 4.23 0.49 High
2. Online Market Quality 4.17 0.57 High
3. Perceived Customer Value 4.08 0.38 High
4. Social Information 4.16 0.41 High
5. Electronic Satisfaction 4.24 0.56 High
6. Electronic Trust 4.23 0.51 High
7. Electronic Loyalty 4.06 0.62 High
8. Marketing Tools 4.03 0,42 High
9. Online Reputation and Complaints 4.07 0.61 High

Overall Mean 4.14 0.34 High
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Table 2 presents the coefficients of online marketing strategies influencing the increase in

sales of community enterprise products

fianus B S.E.b B t P-value
ﬂlﬁﬂﬁﬁ a 1.628 0.026 12.249 <.001
Electronic Trust 0.159 0.133 0.233 4.161 <.001
Electronic Loyalty 0.198 0.038 0.355 8.413 <.001
Social Information 0.187 0.024 0.221 6.224 <.001
Electronic Satisfaction 0.108 0.030 0.176 4.202 <.001
Online Marketing Tools 0.077 0.026 0.093 3.374 <.001

*P<0.01, R= 0.845, R?= 0.714, Adj. R?= 0.710
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Table 3 presents the relationship between online marketing strategies and the increase in

sales of community enterprise products

fiauUs CES PC oMQ CvpP ISI ES ET EL OMT RA
CES 1.000 0.274%* 0.627** 0.273%* 0.643** 0.658%* 0.745%* 0.745%* 0.108* 0.626™*
pC 0.274** 1.000 0.235%* 0.235** 0.350** 0.272** 0.256** 0.282** 0.247** 0.235%*

oMQ 0.627** | 0.235%* 1.000 0.161%* 0.553** 0.597** 0.698** 0.745%* 0.118% 1.000

Cvp 0.273* | 0.235%* 0.161%* 1.000 0.266** 0.196** 0.235%* 0.233** 0.301** 0.161%*
1SI 0.643** | 0.350** 0.553** 0.266** 1.000 0.516** 0.625"* 0.545%* 0.385** 0.553**
ES 0.658* | 0.272** 0.597** 0.196** 0.516%* 1.000 0.724%* 0.518** 0.203* 0.597**
ET 0.745** | 0.256™* 0.698** 0.235** 0.625** 0.724** 1.000 0.750%* 0.232* 0.698**
EL 0.745% | 0.282** 0.745%* 0.233%* 0.545%* 0.518%* 0.750%* 1.000 0.255%* 0.745%*

OMT 0.108* | 0.247* 0.188* 0.301* 0.385** 0.203** 0.232** 0.255** 1.000 0.188*

RA 0.275** | 0.235%* 0.161** 1.000 0.266™* 0.196** 0.235"* 0.233** 0.301** 0.159**
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