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Abstract 

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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3. 
 

 

 

Linear Regression) 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

 

t 

 

Sig 

 B Std. Error Beta   

Constant 2.215 0.443  5.00 0.000** 

 0.008 0.084 0.009 0.099 0.921 

 0.660 0.087 0.070 0.756 0.451 

 -0.026 0.089 -0.26 -0.293  

 0.123 0.093 0.123 1.639  

 0.314 0.087 0.329 3.616  

* 0.05 ** 0.01  

R = 0.433 R Square = 0.187 Adjusted R Square = 0.159 Std. Error = 0.368 
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