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Abstract

The objectives of this research were (1) to develop a short-term training course on online
marketing using the Marketing Mix theory (4Ps) to enhance knowledge and understanding for new
entrepreneurs in the Bangkok area, and (2) to evaluate the satisfaction of participants with the
training course in terms of its effectiveness in improving the knowledge and understanding of online
marketing for new entrepreneurs in Bangkok. The study involved 25 participants, all of whom were new
entrepreneurs based in the Bangkok area. The findings of the study revealed that, after the training,
participants demonstrated a significant improvement in their knowledge and understanding of online
marketing. The average score from the pre-test was 7.20 (SD=1.658), which increased to 9.88 (SD=0.440)
after the training. This indicates a clear development in knowledge, understanding, and the ability to
apply the 4Ps theory of online marketing. An evaluation of participants’ satisfaction in various areas
showed the highest levels of satisfaction across all dimensions, including Input, Process, Output, and
Outcome. Notably, the participants were particularly satisfied with the clarity of the course content,
the expertise of the instructors, and their ability to apply the knowledge in practical online marketing
activities. The results also showed that the majority of participants had a bachelor’s degree and 1-5
years of work experience, reflecting the diverse backgrounds of the learners. This diversity indicates
that the training course enabled participants to effectively apply the knowledge gained to enhance
their businesses. Based on these findings, it can be concluded that the developed training course is
of high quality and effectively enhances knowledge, understanding, and skills in online marketing for

new entrepreneurs.

Keywords: Short-term training course; Online marketing; 4Ps theory; New entrepreneurs; Skill

development
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Ausgnaun1suiilual (New Entrepreneur)
vnefs UTEnvdegsiafiiauduniousnsanain
paAnslng lawasrsfinvuiaidnaiuanuntdnues
AuLes Handnfiananisdenisiauiuanssulug
fanunsoudlatymdsenls Fegfusznaunisniiiln
fnauantfiviu laun nalugsiafnalm (Newly
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o o 1

dfyodranndenngsia dsaelinisinmsnaiady
fenguihmngldhouarannsoanmadndifnannis
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NANAY NUIAMNNEUALAEAITUINISEANUEATY
aetensindulede Fszdud fdad wasdywun
nAuien (2562) Anmsianngunuudeyssundunius
wazn1snatneeulatdmsudud OTOP lagnuing
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L‘%mﬁuﬁqiﬁf\] (Uthayan, Klaydang, & Paivimut, 2016)
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naneeulatlagld OTA wazdediauesuladidu
wuIMeTiUsEavEaIw sunge Rududy, Ussvnums
JUNSBUNS wazAnden Uz e (2563) AnwiAany
FUNUsIEMI9NIsUIUISNNsRaInesulatiualuy
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daasunisAne1dnngians lauaziidnaninly
nsademuaulalugruisely Akhmetshin et al.
(2019) ﬂ’]iﬁﬂﬂ:ﬂLﬁIEJ’Jﬁ'Uﬂﬁiﬁ%ﬂ’]%ﬁﬂ@@lﬁﬁmﬁm
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Tun1sandulanieasesssy Bentley et al. (2012)
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AdUsdoARNIN

Aadsny

npufdulsEaunInIsnaia

v P ) P
AIUJ augnla wagvineeA1u

(4Ps Marketing Mix) p nsnanneauladvesdusznau

o A15PBALUULAZLLIBNIVDY SR
1. U M gnamsineusafiaseuna s Insifiindundenns

v s

2. 9101 . . ; ) Wsunisiineusy :

: o . NqW 4Ps Marketing Mix - e
3. YBN19N5IRT MY 1. nsfiuANAuNITRAaIn
4. ASEUESHANTHAN ooulall

2. msnauanudnladdnly
4Ps Marketing

3. msuszegnAliegililugsi
YDIAULDY

A 4
a = ¥
n'lstlizl,uuﬂ'nuwawa’lwm@

Wrsunsaususanangas

AN 1 NTOULYIANNITIVE

NSBULUIAANITIVYAIMSUUNAMUUEIUITANINTUN
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1. fuls9ase (Independent Variables) A

=

naudrulszaunan1snain 4Ps Marketing Mix &
Usgnaulushe 1) Fufn (Product) Wumnuiiien
funanfasivndeusnsigusznounsiosnisvinng
nameaulay 2) 1A (Price) Wuarudlafeaf
nagnsmsmisalunaineaulal 3) Yemenisda
$1mi1e (Place) AufiRerfudamanisindimine
waznsidinfsgnanlunaineeulall uay 4) n1sduasy
N1359a1A (Promotion) N33 1MUNULAZNTIANITNIT
duasunismerulwanesusaulatnig

2. fwUsaanunsn (Mediating Variables)
mssenuuLLasievmemdngnsfinousuiinsounau
veud] 4Ps Marketing Mix fidenndafugusznaunis
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o LLazL“‘fJuéhLLU'ﬁﬁﬂé’igﬁumﬂﬁ'ﬁsm%u’qﬁ

3. dawUsn1u (Dependent Variables)
Au3 Al waginveatunsnaneeulatives
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' dy v aa L3
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lasuannmsdsunisiineusy

ABandun1sidy
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U 1 v v a o gj Yaa
Aaeg19ved ideyalidnuiuianun 25 au 1433
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NNFUAIDENNRBINITOUTULA YN TameiTe
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mMegunsaanesulauniianuazmnuazitlanay
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Wounaau U w.a. 2565 Duflouiuggy w.e. 2566
(NFURAIUITININITAN, 2566) TIUIU 25 AU
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A X
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nsiusausiudoya
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e 5 Funou 1éun
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(Pre-Test) WuuUTelllunasnN150UsH (Post-Test) uay
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(4Ps Marketing Mix) lun1siasuasneaiiug Ay
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lugUuuures Google Form
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