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Abstract

One Tambon One Product (OTOP) Baan Hattasilp, located in Khlong Luang
district, Pathum Thani province of Thailand, is @ manufacturer specializing in art paintings
on fabrics for women's apparel and clothing. The products showcase unique patterns
representing Pathum Thani province. To enhance its competitiveness, the OTOP Baan
Hattasilp entrepreneur aimed to establish a digital business that incorporates innovation,
contemporary technology, and develops distribution channels and online marketing
strategies. This research involved four main steps: 1) problem study, planning, and
business model creation; 2) establishment of digital business channels and online
marketing promotions; 3) training the entrepreneur in utilizing social media technology
as a sales and marketing tool; and 4) testing the digital business operations and online
marketing strategies. The results demonstrated that, with an increase in total costs of
30 USD per month, the average monthly sales increased to 747 USD, and the net
average profit increased by 717 USD per month. Furthermore, OTOP Baan Hattasilp
participated in the One Tambon One Thai Product selection project in 2022, and their
women's clothing products received a 4-star certification for community product standards.
This study showcases how the implementation of digital business practices and online
marketing strategies positively impacted OTOP Baan Hattasilp. The findings contribute
to the improvement of digital business skills among entrepreneurs by providing insights

into business planning, digital advertising, and sales promotion campaigns.
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Figure 1 OTOP Baan Hattasilp Cloth products; (a) Women’s clothing and apparel products, (b) One Tambon One Thai Product

selection project in 2019 women’s blouse made of linen with lotus pattern and (c) Trading fair booth displays
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Figure 2 (a) Packaging and (b) Stories on packaging
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Figure 4 (a) Shaw! with rose ivy pattern and (b) Shaw! with golden shower pattern
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Figure 7 (a) Promotional video: Teaching how to make hand-painted cloth and (b) Promotional video: Baan Hattasilp hand-painted

cloth story telling
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Figure 8 (a) Promotional images to be used for online advertising and (b) Online product catalogs to generate opportunities for

future sales
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) thukanAal
. Baanhattasilp

Baanhattaslip Handicraft since 2007 at 33/352 Moo 16, Khlong Nueng
Sub-district Khlong Luang District Pathum Thani Province is registered as an
OTOP productof Bhlong Luang District Pathum Thani province in category of
clothing and garment. Start from manufacturer has experienced in the fashion
industry and combined with enpertise from the study of art institutions.

Start from manufacturer has expertenced in the fashion industry and combined
with expertise from the study of art institutions. In the concept of "Mind to
art, art of happiness” those made the handicrafts are outstanding and looks
creative. Which additional "embroidery art” to decorated make simple clothes
will become stylish and elegant clothes suitable for everyone who love in art.
The products were wearing comfortable and fascinating

Baanhattaslip handicraft has constantly developed products, both in ferms
of preduct quality, packaging, and marketing by expand new marketing charnels
and receiing more support from various government agencies. The brand of
Baanhattaslip handicraft in category of clothing product and costume which
been certified for community product standards from the Minisiry of Industry in
uomen's clothing sup-category. the different techniques using in “embroidery art”
by drawing a guideline - patterns with various eolor in nature such as different
types of flowers, animals or shapes ke you seen on the product to make it
amazing contrast. The color used has been standardized as safe color. Have a
design and cut neatly by ewperts make the products finest quality. These craft
products were selected to be a product of green OTOP in terms of selecting
raw materials with natural raw materials from water hyacinth weaving, linen,
cotton and silk, etc. for reduce the climate change and global warming.

Baanhattaslip handicraft more than being a place for production and
business, is also a place that provides education for who interested and love
in art. There is a study visit of students in many institutions has transferred
knowledge of art to children, youth, people of all genders, all ages, benefiting
learners both mentally and increase income for their family, another way is to
help society. Overall, Baanhattaslip handicraft based on the principle of sharing,
creation and sincerity under the concept Mind to art, Art of happiness.

(b)

Figure 9 (a) Branding and (b) Storytelling on packaging in Thai and English
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Figure 10 Advertising published on social media; (a) Campaign published on Facebook page “Pha Ken Lai Baan Hattasilp” and

(b) Advertising for Facebook target groups
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AABNNTUE (Hawaldar et al., 2022; Matosas-Lopez, 2021)
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WARAUNINNITHRTA (Dimitrios et al., 2023)
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Table 1 Comparison of income of OTOP Baan Hattasilp
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(Table 1) 1Hav91nfUsznaunsinUfiRn19Usenaugsna
Aaviafaanue aenaligUsynaunsdinle uunugsiafara
uazaH1saniiugsiansasiaiinuz tunnssuunugsia
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HANSSYULAZATNEI 98I
Aa9N150 U RS RUURY

Hisznaunislenediiinafallfsunissuses
NPT IUHARS T g2y 4 ana BSunsaiuaniidindon
IHEBNEIUUFAIAUAIZBINTHNTTAINUIgH WL U W T
Fnl¥anenaBATzaan 2 T [8UW STHUAASAWSN OTOP midyear
uaz OTOP city iugiu uazmiaenmuniasgaasdaiilonefin

Year Average sales (Baht) Average cost (Baht) Average net profit (Baht)
Before 2021 82,090 62,967 19,123
2022 107,730 64,000 47,730
Total difference (%) 25,640 (31.24) 1,033 (1.64) 28,607 (149.55)
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