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Abstract

A study of marketers’ abilities effect to efficiency online marketing of the textile
industry in Mueang Lampang District, Lampang Province aimed to study the relationship and
promotion between the ability of marketers and the effectiveness of online marketing in the
textile industry. In the district of Mueang Lampang, Lampang Province. The sample group
includes 150 directors, managers, and personnel of the local textile industry. The study
focuses on the five competencies of marketers and the effectiveness of online marketing.
Quantitative study using a questionnaire based on probability sampling, collection of specific
data (Purposive Sampling). The statistics used are frequency, percentage, average, and
standard deviation, correlation, and regression coefficients. Based on the correlation
coefficient test. It was found that the ability of marketers in all aspects is related to the
performance of online marketing in the textile industry. The regression coefficient test is
positive, moderate, and positive. The relationship is moderate and all are positive. The result
of regression coefficient test. It was found that the marketer's ability factor in terms of market
leadership and analysis and planning only affected the effectiveness of online marketing in

the textile industry at a significant level of 0.05.
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lusgdu 4,000 - 10,000 U Fegaz 52 lagUseinndmenguilnaidendeinunainidite Yeanszian

1Y

noUszasanddglunisveiiethluldies danldanundesiensslunisae fie 101 - 500 Um F1uu

e

' ¥
v ¥ 1

Tuifasandendedumdiulng teuni 2 asswetieu Insdnduladendedumdmeiufiiioiu
a v o & Aaa a ] v a & o @ A ! | & &
dum ellypranidnsnarensandulagediulngtududelavansiig 4 lngdisiailunisidene
diulngagluyianan 8.00 - 12.00 u. uvasdenyeduadmediulngu1anunawioniel uag
LHINNAITITERUA UL UNALATUTDIEUIANT

ATUANILAILITATDILNNITHAIN WUIIFIUAUAAATNATIATIUIN AB NIsHALINagnSluy
wagnsiuRaRduetlvd muiruaRRa fie n1sujuRnumeanuliderioneguassa daruyum
3939 dlanuiiviney UjuRnumeanuiteranaimve aun1sidndeny Asnisidivngnanlulaueduen
nsnrulunisiauevte nsaddndnvaldinuliidunsdnlungugndn Aunisiduddingg
n13nan Aesdanudlateyakaztunounisufunang o danulanguiiasessvaniunisel
Waguwladliogramngay AunTIATIERLaENITNWUEY FaRanutoyaY1Ias Mun1snatn

Y Y ¢ @ a Y] i A aw 1Y

pasAlIaT Aesviunedatunsal dnnseaadnsvawilulalnaniiaudu dvnvelunisuitymuas
Anuausalunsdnduladiomadym

Uszdnsnimmsnisnaineaulall wuitauaunsaninbiianailasuainnisvinnisnann

paulall WU anv1e A1l AuRanala N1SNFULT T N1SLTIVULALAIUTUBBU TUNITYIN

'
a

nsnatneeulatinuivlednsenuunanvesusng o Tnsaunsaidunislawun Ussmnduiusy i
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A e ulududn maiuvesmsdndminelifuilaa annsod dawdndueilaegaiafs
Han1sAnwIANFuRUSvRIANaINITavesinnIsAaIakarUsEANT AN TnaIneeulatves
gnamnssndme Tuwasuneillesdung dmindn

1. NaMIANYIANUANIUTTENTNAIINAINTOVRIUNNTAIA AUUTEEANTAIMNNITAAN

poulauvetgnavnsudme luwndnnailowdiu Smina1ung
ﬂqi']\‘i‘ﬁ 1

MsnaaudLUsEANSanaUnUS (Correlation)

ANEINTT AUANLEIUIN | WAuaRTin madndiay | madudiimng | n1sTiesei
2891NN1SNAA SRR LAZITIHY
AMUAALTIUIN 425%% .395%* 410%* 370**
TuARTIA 425%* A56%* .409%* 430%*
MSIEIAN .395%* A456%* A15%* 352%*
maduiilmnenseann | .410%* 409%* .145%* .484**
MMTUATITIUATINUNY | 3T0** A430%* .352%% A481%*

a szautedAgy 0.01
PNANTT 1 MaveaeuANEdTutesALaITaTnN1sRAIAT UUTEANS A1NN9NIS

pamoaulatl wuiAduUsyansavduiusauaninsavesinnsraInkarUsE AN AINTININNIAATA
voulay fenduussans anduiusseninaiinys faus seuing 0.352 e 0.456 flauduiugunn
nans wagiifimnisuaniionun o seduteddey 0.01 diu Seaguldhanuannsavesinnisnannd
ANUENTUSAUUsEAVENIIN1IaIneaulal

2. HanmsAnmANLEInIavesinnsnataiidasuliiAnUsEansannsnisnaineeulatives
gaamnssndme Tuwasuneiilesdung dmiadn

A15197 2

MInaasudulszdnsannae (Linear Regression)

Model Unstandardized Standardized
Coefficients Coefficients t Sig
B Std. Error Beta

Constant 2.215 0.443 5.00 0.000**
1. AUAALTIUIN 0.008 0.084 0.009 0.099 0.921
2. ﬁﬂuv-ﬁaﬁld 0.660 0.087 0.070 0.756 0.451
3. MSNFIAY -0.026 0.089 -0.26 -0.293 0.770
4. mmﬁué’ﬁ’]mimmm 0.123 0.093 0.123 1.639 0.018*
5. mﬁmiwﬁmmmmu 0.314 0.087 0.329 3.616 0.000**

* ) sEaudpdIA 0.05 ** a seautlediAty 0.01

R = 0.433 R Square = 0.187 Adjusted R Square = 0.159 Std. Error = 0.368
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PN 2 NUINSedeUdNUsE AV annDALAILN TR NS RANA AN T A LESY
ThAnUszAnSammensnaineeulatvesgramnssudmeluunsineilesdiune Smind1u
Tnesuusauaunsaesuiodudsmuladosas 0.18 Tnsesuieldlusysudos sadn1snsnes
fuUsyansanany (Coefficients) Wuinauaunsavesinmsnatniiduasalfindssansaimma
mMsmanooulatvegravnssudmelunsnneiiiodiune fmindiune Aemsiasziuaznns

o o A

My (B=0.314) waznsdudihnieniseain (B=0.123) a szauiledAeyi 0.05
2AUI18NANITIVY

ynuansinwilulumunguiiumiuansavesinniseain wasnisuszauaudnsaly
fruntsnatneaulay (Kotler, & Armstrong, 2010 Lag Omar & Atteya, 2020) Tautdulunny
auufgiuded 1 mwannsavestinnsnmadauduiusiuussansaweunsnatneeulad uas
auuAgIuded 2 AmnuaINNTIYINNNIAAIAAILANTIATIZILAEANTIAUNY warnTiTugtinig
n1saatndsnanaUsz@nsninnieniseataveuladlud1un1si9199 (Reach) n1sdaaus
(Engagement) Snsndruvesriinouausselaiwan (Conversion) MImsunnumiemlsannnisamu
(Return on Investment) §edonndasiun1sfinen dasn$al walsd (2565) 16@nwseanagns

cal

nmsnatnesulauiiddninanennuduiaveaiusznounsnlasusesquninndndadiguey Ywin

[y LY s a a v faa

905514 aenAdeIiyU algned RIYANTNEET uwazame (2567) lavin1sfinwinisdeasnienisnaie
Hudedentosulatfdwmasion1ssuinsdum wardwasionsruiunsinaulateiderieoulal uaz
dannaedny LN AR (2566) nagnsnisnaineaulatindinanenisandulagedunwnduriu

aananansmdlvddianvseiindvesiuslaalunguauneludmindedml

GELY

1) 99NN15ANYIANEINTVRENNTAAIR dANUFNRUS UsEanS aunisnsaaineaulail
vedgaavnssndmeluunsneiieadiuns Smiad1une nudimnuannsavesinnisnaini
auduiudlussiudiunans wasifiameuiniun Sadesdmsananuansavestnsan
sgsraiflosmmeiiauduiudiussansamnaniseaineeulatlnense

2) 1INNSANEIMUIIAMNEINISaTesNNIRaInT arunsadaas T AnUseAns amnia
nsnanoeulavvesgaamnssudmelulwnsnaeidesdiuig Smindramuiinsndudiims
A1IRBNALAZANT AT IR RaY NI NRLTNansTnUdeUsEanE nweeuladsiuihnsnain TR os
yhendlatoyauardunounisufoisng q SaruBanguiiosesiuanumsnivdsundasldesn
wnzay Snvlunisuddamisazanuanunsalunisseauladewetgm Snstiusuanldaud

LAZUSNIS
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mMsAnwdeamsAnwarmansnvesinnsmaafiduasailiiAnussansammis manann
soulavvosgravnssudmelulundiinoiilesdiune Smindiune anunsoviliiAnauenay
Usglowidsdl anuanunsovesinnisnanndanuduiusfutseAnsammanisnainooulat
msddunsdsd funsfianufnaiieassd lunstaunagnslue fiusmnnisuasinuglunis
penuUU MsUAsuuUasnelussdns mswaundnSeilmivay nsdaaiunisligueiunyd
ANuAnaiNaTSA suriruaRfia TnginmsraadeslfjiRnusennulideviedeguassa Tany
v 93933 sesndiviney uazUftRauseniitergname funsididsen lunmsidvngndnly
Mstauedud myneflunisiausue msaisndnvaimelnduiiinlungugnd My
Tiynraduintodud uasiimubuududuiing sognén

satamadufimanimarslunsvharindlateyauasduneunisufifisng q Saanu
'Swsjwﬁaaaa%’uamuﬂﬁaimﬁauLLﬂaﬂlﬁaﬂNmmsﬁu annsaundgmang o laegramnzauias
viumnnsaliinsimuauuimanisiduanuds warasnsaussailmaneidesntsle dauns
TATIENRAZNITINUAY AORANNTEYAYIATAIUNITRAIN Tusaan1uN1TainaeALIaT dn1Tiau
Wldlnandnaudu finwrlumsudtymuazauannsalunsdaduladlowetiym dnsthuiuin
Tauduazuimasdorndunszihmiuansavesinnmna sannsoduadulvifnssansnm
nan1snaneaulal Wi n15iAsIEviveya (Data Analytics) nAsa¥raiienn (Content Creation)
uaznsinnisdedenuesulat (Social Media Management) HheligsAaanunsnisgangugnAnle
g flUszAnSannuazaiemuyniuiugndt dnnsmaiaiidanudeavglumsldinalulad

N15RAINAINA LazN1TIANITLAYAINIUEREIAL (Social Media Advertising) AganunsaLiiueanve

v v} 4 v ] a a a v & 1
WAYAS N INANWAVBILUTUA b og19TIUSEANS e un1seaneaulausaly
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