DOI: https://doi.org/10.55164/ecbajournal.v17i2.269763

Uadendamasannudniavesusznaunisgsnasaulaiijuens
Tunenavedfnenezan
Factors Affecting the Success of Young Online Business

Entrepreneurs in Yala Vocational College

suving yndlenfien’ waz 15dnwel adnafiua’

Thanatip Mooktokyo' and Woraluck Lalitsasivimol”

fuiuumeny - 26/09/2566
Juudlounany  : 03/12/2566 UNANED
JupausuuNAINY : 25/12/2566

nsidended BTnqusrasd (1) Wofnwissduanuduiavesfusznaunisgsna
oouladsueiluinendoeniiinwmezan (2) iiefnuiiadunudnvuzvesiusznouns Jade
nagndnsnameeulatuasdadensuImsgnindusiusiidsnasienudisaveusyneuns
ssnvesulauiueiluinerdeondifnuievan Usswnsnguidnanede Usenaunisgsia
poulatiuer (ndnwseduuszmadevasindndugmnarnien) Amdsdnvieylu
Inenduetaidnweran WuiihAnwiiszneugsieeeulal Muunvuanguiogidluniside
psillAsnmasumunangusiogne S1uau 202 au TngldiEnsduiedauuutisty Tneld
wovasuamidueiesilelunisise mslinseidoyadeaiflasnsmanade dudeauy
1RSI WA MTUATIEROANBINYAMLUUTURBY

HANISITY WU (1) szauanudniavesduszneunisgsiaeeulatueniluivede
aiAnweralagninsinegluszauinn (2) Jadeiunnudnuazesusenaums (uaiy
ndndes duamdudvesiies suanuldleluanudisa) Jasedunagnsnisnain
paulal (A1UI1A7 ANUYBINNITIATINUIY AUREATUI ATUNITEUATUNITNAA) Loz
Jadgsnumsuimsgnanduiug Gunsidilaanuamaniwegndi wag duduiusnimiy
anA1) dudeuinuanennudniavesiuszneunisgsisesulalsueniluine deendifinm
yranegdivddunadanseiu 01
ArdAsy: ANdSe Juszneunisgsiveeulaiuend enduendifinweran

Abstract
The objectives of this research were (1) to study the success level of young

online business entrepreneurs in Yala Vocational College (2) to study the factors and

characteristics of entrepreneurs. Factors of online marketing strategies and customer
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relationship management factors that affect the success of young online business
entrepreneurs in Yala Vocational College. The target population is young online business
entrepreneurs (students pursuing advanced vocational certificates in all professional
fields) who are currently studying at Yala Vocational College. The sample size for this
research is determined using the sample size calculation method, and it is set at 202
individuals and using the stratified sampling method. Using a questionnaire as a research
tool. Statistical data analysis by averaging Standard deviation and multiple regression
analysis (Stepwise Multiple Regression Analysis)

The results of the research found that 1. The overall level of success of young
online business entrepreneurs in Yala Vocational College is at a high level. 2. Positive
statistical significance is found in the factors related to entrepreneurs' characteristics (risk-
taking, self-identity, and aspiration for success), online marketing strategy factors (price,
distribution channels, product, and marketing promotion), and customer relationship
management factors (understanding customer expectations and building relationships
with customers) . This positively influences the success of young online business
entrepreneurs in Yala Vocational College at a significant statistical level of .01.

Keywords: Success of young online business, entrepreneurs, Yala Vocational College
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Table 1 Mean, Standard Deviation, Rank and Level of Overall Variable

Variables Level of Opinion
3 S.D. rank level
the success of young online business 4.05 0.33 4 high
entrepreneurs
Entrepreneur's characteristics 4.23 0.23 2 highest
online marketing strategy 4.19 0.21 3 high
Customer relationship management 4.31 0.23 1 highest
Total 4.19 0.25 high
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Table 2 Stepwise Multiple Regression Analysis of Entrepreneurial Characteristics Factors Affecting the

Success of Young Online Business Entrepreneurs in Yala Vocational College

Entrepreneur's characteristics R R’ Adj R SE sig
Risk-taking aspect .381 .145 141 309 .000
The courage to take risks the aspect of being
yourself 431 .186 77 302 .000
The risk-taking aspect the individuality aspect
the desire for success .452 .204 192 .300 .000

** p<.01, * p<.05
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a = T . . . a ° vo &
duq elifidayn Multicollinearity Tnvanuisadsuannisyinunglansil
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= 1.712+.242 Risk-taking aspect +.174 the individuality aspect +.140 the desire for success
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Table 3 Stepwise Multiple Regression Analysis of Online Marketing Strategy Factors that Affect the

Success of Young Online Business Entrepreneurs in Yala Vocational College.

Online marketing strategy R R’ Adj R? SE sig
Price .320 .102 .098 317 .000
Price, distribution channel .405 164 .155 .306 .000
Price, distribution channel, product .454 .206 .194 .299 .000
Price, distribution channel, product, marketing .491 241 .225 .293 .000
promotion

**p<.01, * p<.05
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Table 4 Stepwise Multiple Regression Analysis of Customer Relationship Management Factors

Affecting the Success of Young Online Business Entrepreneurs in Yala Vocational College

Customer relationship management R R’ Adj R? SE sig
Understanding customer expectations 277 077 072 321 .000
Understanding customer expectations, customer 320 102 .093 317 .000
relations

** p<.01
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