37
1158N58IALAIANTULAT TAIUETTH ) U7 8 atun 7 (nsngeAu 2567)
~io{Er )

UNANNITY

AMsNAUILNanNasunIalvgdLanNsatnd I NaNNYaIN19N15AaA

vasusEnaunsludwmingavan s’ HU MARKETING HUB
THE DEVELOPMENT OF ELECTRONIC COMMERCE PLATFORM TO INCREASE
MARKETING CHANNELS FOR ENTREPRENEURS IN SONGKHLA PROVINCE
THROUGH HU MARKETING HUB

adian Tnsduf ', g niadeuidn’, gmuna wsvauues’, nsnua gugassa’, Wisan g1v’, us wusiug',
sumad Juuasl, wiilu Faug’, suans waneiauunn’, snivin Bea3ess3R’, gwesdl vuinglas?,

allafiad wydn®

Kanida Kraisanti'’, Chutima Wangbenmad', Jutamas Prommontree!, Kornkamol Soonsuwon?, Farida Sasha!,

Natee Hemmant?!, Thanapong Wunsaeng!, Phafan Rattana’, Thanakorn Pruekrattananapa!, Chayathat Aiewruengsurat?,
Suphannee Mardyusoh?, Khanungnit Hnuchek®

'AMZUTINISING UnAmendenIaive aevan Usendlne

'Hatyai Business School, Hatyai University, Songkhla, Thailand
‘azAnwmansuasfalaans unmendenialng aevan Ussindlne
2Faculty of Education and Liberal Arts, Hatyai University, Songkhla, Thailand
*In3¥n59ase Winge Uszinalne

3Independent Scholar, Phatthalung, Thailand

“Corresponding author E-mail: kanida1982@gmail.com

UNANED

mdundsiitagusvasdiiie 1) ilosenuuuuaziamunanefumdvddidnnseindiflouiu
Y8a19N139A1 VeI UTENOUNTTIUTIndnaswal W1u HU Marketing HUB 2) Wefnwarufianelaves
Fldunanosumndvddidnnsedndilefingesmanisnatsvesguszneunistudminaswan sty HU
Marketing HUB 1Jun1s3deuuunaunau udeyalagldnisaunuingy fusznouns Iamnagusy
OTOP way SMEs ludeninavan 1neisn15ionnq U981 uulaeas 31UU 20 518 bazlhuy
wuvgeunuauiianelavesgnAdldunannesumaingdiannsetind lae3snsduauanuasaan
$1uau 400 9a AinseiteyalaeiBnsinnesidaiomuarinnesinisada 1 aranud erfesas
Anadey drudeauuinnsgiu aiavaaeuiinazaifinaaeuien nansidenuin nMseonuUULALTAIL
unanesumdlvd Bidnnsedndiiiorfiudosmianisnarnvesuszneumsludminasvan sy HU
Marketing HUB & st ugudnansnisdndimiredudvesgusznounsludwminasua fissuunis
fufumsiianmsiidiusmseninsusznounmsludminassan e191sduaziindnw anzuImsgsia
wnInedemalug 28euiuled Ao www.humarketinghub.com utsn1sviaudu 2 du Ae seuy
w31 uarszuunaeiy Anuianelavesdldunannesumduddiannsetind wuin nwsineglusedy
110 fiaedawindu 4.25 nsiidunannesy HU Marketing HUB w¥ouldaunaanian syuuldauld
avann Aumaudniifesnisldite fszuunmsudafiousionsddoduduazdissiu mvinisitldsuan
msfadediaudaaugnies Wensuifisuauiiselalunisléunanwosumdeddidnnsetind wud

“ Received 9 June 2024; Revised 6 July 2024; Accepted 8 July 2024



38
Journal of Social Science and Cultural e Vol.8 No.7 (July 2024)
b 0 (S

v '
A a ) (% L% o

918 wazgunsainldlunsdstedu Nuandreiudauienelalunsldnuwnnneiu Assdutudfy
N9ai .05
AaAey: unanesy, widvddiannseling, Yeanen1main

Abstract

The research aimed to 1) Design and develop an electronic commerce platform to
increase marketing channels for entrepreneurs in Songkhla province through HU Marketing HUB
2) Study the satisfaction of users of the electronic commerce platform to increase marketing
channels for entrepreneurs in Songkhla province through HU Marketing HUB. This is a mixed-
methods research study. Data were collected using focus groups with entrepreneurs, community
enterprises, OTOPs, and SMEs in Songkhla Province by selecting a purposive sample of 20 cases
and a satisfaction survey with 400 users of the e-commerce platform by convenience sampling.
Data were analyzed using content analysis and statistical analysis. Including frequency,
percentage, mean, standard deviation, T-test statistics and F-test statistics. The research results
found that for entrepreneurs in Songkhla Province through HU Marketing HUB, which is a product
distribution center for entrepreneurs in Songkhla Province, has a good operating system from the
participation of entrepreneurs in Songkhla province, lecturers, and students of Hatyai Business
School, Hatyai University. The website is www.humarketinghub.com and is divided into two parts:
the Front-end system and the Back-end system. The satisfaction of users of the electronic
commerce platform was found to be overall at a high level with a mean of 4.25. The Access to
the HU Marketing HUB platform is available at all times, the system was easy to use, it was easy
to find the products they wanted. There was a system to notify users of orders and payments,
and the service received when ordering was clear and accurate. When comparing satisfaction with
using electronic commerce platforms, it was found that age and the devices used to order
products different people had different levels of satisfaction, with a statistical significance level
of .05

Keywords: Platform, Electronic Commerce, Marketing Channels
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