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Development of e-Commerce Competencies Among

; %”% Community Enterprise and SMEs in the Northeastern
3 LQ - Region of Thailand
a/oolg

Pensri Jaroenwanit and Supot Deeboonmee

Abstract— This research aimed to investigate the understapdihe needs, and the development of e-Commerce
competencies among the community enterprise an8NHes in the Northeastern region of Thailand. Tésearch was
conducted by mixed-method approach and participatoesearch approach also. The research sample was
entrepreneurs who had computer skill and qualifiel stars of the product quality test, guarantegdh®e Department

of Community Development. Purposive sampling wad trs select 53 community entrepreneurs and SMIER®IrEt,
Khon Kaen, Mahasarakham, Kalasin, and Udon Thaovprces as the samples. Qualitative data was deleby in-
depth interviews and observations. Interview guimdelwas used as a research tool as well as thetiguesire in
guantitative data collection.

Research results found that most of community prisess and the SMEs had not experienced in therepr@ce
business. They needed to take the training course-@ommerce. Based on the pre-test of e-Commsaieng
course, found that the participants’ knowledge be e-Commerce was at low level. After providingoea@erce
training course to participants, their knowledge svat high level. The satisfaction of participants the training
course was at high level. In addition, e-Commermmmpetencies developing course gave a chance tepgrtreurs to
practice after the 8th week of the course basedntensively suggestion from the experts. Outputhef practice
showed that every participated entrepreneur coypgrate E-Commerce business by themselves bettey. dduld
understand e-Commerce concept, and had more salesg through e-Commerce..

Keywords— e-Commerce, Competencies, Community Enterprise, SE&.

in two years. eMarketer (2011) predicted that the e
commerce market would reach 323 billion euro
($407billion) in sales by 2011, accounting for 15.6
percent of overall retail sales. In addition, asstoners

) actively share information on products online, tiaye
[1]. In recent decades, the rapid dev_elopment ef th evolve)(; into active participantg who voice theiilﬁﬂs
Internet has qu to the great popularity of elettro regarding various marketing activities of firms ,[B],
commerce services [2]. With the advancement of e-[7_

commerce, people using the i_nternet for their pasels . Electronics-Commerce or-Commerce has taken
no Iong_er need to be physically present when the_|r lace in Thailand since the beginning period of the
transactions occur. nternet using. The ministry of Sciences conducted

1. INTRODUCTION

Globalization has accelerated commerce, and tleeniet
is the driving force for an inter-connected supphain

e-Commerce has created majo

changes in the retail and service industries. Tpday,,opsite $vww.nectec.co.th to contribute knowledge
customers can purchase products from their homes 95bout the Internet. E-commerce has begun to develop
offices. They are also a_ble o see _products onr thei gjnce the Internet was more popular, and spreaélyid
computer monitors, and view information about httm/.t to society especially on educational institutionkiok
produc_:ts are manufactured [3]. Moreover, onhnt_a were adopting the Internet as teaching and learoiolg.
shqp_plng IS be(_:ommg more Secure as more Securitys,yarpment thus tried to push on the business aiedu
policies are being enforced by many online market . o Internet 8], [9].

places [4]. e-Commerce business in Thailand is now growing

According to AC Nielsen's report (2010),
approximately 875 million people worldwide have
shopped online, and this percentage went up 40eperc
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steadily. Sale volumes through the e-Commerce basin
have increased. It was found that the B2B entreqanen
have sale volumes through the e-Commerce the most,
followed by the entrepreneurs of B2G and B2C,
respectively. Most of purchases are done domelstical
rather than internationally. A survey of the use of
Information and communications technology in
households in 2011, found that persons who weres mor
than 6 years old have ever experienced in purchasin
products or services via the Internet (3.8%) Thestmo
favorite item was costumes and jewelry (30.8%),
followed by e-Ticket (14.8%), books (13.4%), anaédo
& beverage (13.3%) respectivdyO].

However, e-Commerce business is still facing with
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many obstacles. For instant, some customers wer@ersonality. The hidden characteristics can be show
deceived by sellers, real products were not theesasn and creates good individual performance [20].United
on the advertisement, complicating of purchasingNations Development Program (UNDP) defined the
process, lack of security on personal data or tieatd meaning of competency that; process which congbut
information, delaying of product delivery, etc [JQ]L]. individuals, organizations, institutions, and stie to
Nevertheless, e-Commerce business is an opportiamity present the development of abilities (either indiislly
those who would like to have their own businesse Th or collectively) to solve the problem and to impkmto
concept of e-Commerce is to realize and give pyiaf achieve the objectives [21].

personal data security to customers, and conductin
website which is easy to access. These conditioas a
keys that help the business achieve the goalsiii],] Based on David C. McClelland, competencies cortiste
According to rationale and the significance of gedy, of 5 elements as followed;

this paper attempted to investigate the developroént 1) Knowledgewhich is the knowledge on specific
competency on the e-Commerce business among tharea such as knowledge on construction, knowledge o
SMEs in Thailand. The Northeastern region of Tmaila research, knowledge on astrology, and etc.

was selected as a research area because this asea w 2) Skill which is a tool that individuals can use

region where contained a large number of SMES.gynertly to achieve the goals such as computet, skil
Research findings would be expected for creatiom ne cooking skill, speaking skill, and etc. skills heeken

knowledge on the e-Commerce and also applied fors|ace from basic knowledge and good practice.
creating guideline of the e-Commerce competency
development for entrepreneurs in the future [12jug]
research objective is to examine the understandime,
needs, and the development of e-Commerce competenc
among the community entrepreneurs and the SMEs in 4) Traits; is what which can describes personal

% 2.2 Elements of the Competencies

3) Self — imageis presented as the attitudes, values,
and opinions about their appearance, or what aopers
elieves such as the self-confidence.

Northeastern region. characteristics such as a trustworthy and reliable,
leadership.
2. LITERATURE REVIEW 5) Motivation / Attitude ; is an internal driving

2 1 e-Commece factors that make individuals show their behavaward
' a goal or the success [22],[23],[24].

2.1.1 Definition of e-Commece ) )
) . . 2.2.3 Competencies on the e-Commerce of the Thai
e-Commerce is the process of buying, selling, orsmEes

exchanging products, service and information via
computer networks, including the Internet [13],[14] Thailand has the strong competency of competitisene
response to the recent rapid growth of e-commercejn micro level. The strong competency of Thai SMEs
many online e-Commerce platforms have developedmicro level is essential to run the SMEs and conityiun
Web-based information search service systems teenterprises [25] particularly the applying of infeation
process the enormous number of transactions thatr oc technology for the business management [26]. Theofis
via the Internet [14],[15],[16]. e-Commerce will increase the marketing and advedis
channels wider. Products and services of the SMifls a
community enterprises will spread out to domestic
With the development of e-Commerce and online market and international market effectively [27heTe-
shopping, internet consumers face a dizzying aoly Commerce will also enhance the competitiveneshef t
product choices and consequently suffer from Thai private sector in international trade (OffafeSmall
information overload [14],[17],[18]. The principal and Medium Enterprises Promotion 2009).

element of the contemporary way of doing businass o Therefore, applying of e-Commerce in their business
the internet, a crucial factor that affects botre th Wwill improve enterprise’s competency skills, anciove
existence and the progress of Internet companibe. T skills and quality of the management to the SMEg an
complexity to face and cope with this challengeven community enterprises, and increase the competency
bigger, knowing the fact that e-Commerce web sesvic Skill of Thai enterprises in domestic and interoal

rely heavily on large-scale systems, consisting ofmarkets [28],[29].

thousands of computers, netwo.rks, software COMMASNEN 5 3 gall and Medium Enterprises: SMEs

and users. Large systems are inherently compleistwh

the randomness in the way customers demand thdse we2.3.1Definition of SMEs

services initiate the problem of managing and plamn
the capacity of hardware resources [19].

2.1.2 Development e-Commerce

SMEs or Small and Medium Enterprises are defined as
independent, private owned business which contains

2.2 Competencies costs of operation and small number of employeé} [3
Size of the SMEs is determined by the value ofdixe
assets of each type of enterprises as followedjymtion
Competency in the definition of David C. McClellaisd ~ and service enterprise: the medium-size is not @€

the characteristics which are hidden under indi@idu million Baht and the small-size is not over 50 il
Baht. Trading enterprises: the medium-size of whalke

2.2.1 Definition of Competencies
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trading is not over 100 million Baht and the snsifle of in October 2011. Import value in October, 2012 was
wholesale trading is not over 50 million Baht. The 187,390.08 million baht, increased from Octoberl 20
medium-size of retail trading is not over 60 mitliBaht about 1.49% [40].

and the small-size of retail trading is not overr3illion
Baht. Size of SMEs which is determined by the numbe
of employees as per detail; production and service2.4.1 Definition of Community Enterprise
enterprise: medium-size is not over 200 staffs, toed
small-size is not over 50 staffs. Trading entemoris
medium-size wholesale trading is not over 50 stz
not over 25 staffs for the small-size wholesalelitrg.
Regarding to retail trading, medium-size retaitling is
not over 30 staffs, and not over 15 staffs for sheall-

2.4 Community Enterprise

Community enterprise represents the business of the
community which related to the production and sersi

The production and services are operated by groups
individuals who are bound with the way of life, and
group themselves to start the business [41]. Conitgnun
size retail trading31]. enterprise is an economic activity that drives loca

In Thailand, a business law related to the SMEs has-conomic development by_ applying cor!cepts of
announced officially which called “the Small and community economy or sustainable economy in thalloc
Medium Enterprises Promotidkct B.E.2543" [30], [32], business systematically [42].

[33]. This act gave priority to the Minister of imstry to 2.4.Development a€ommunity Enterprise

clarify any business which related to the SMEs. The
SMEs business would be grouped as 3 major group
included 1) Production sector which covered the
production in the agricultural processing, manufent
and mining processing. 2)Trading sector which ceger
wholesale trading and retail trading, and 3) Servic

n effective development of community enterprises ha
to change some perspectives of the community [d3] t
develop manufacturers who can response to localsnee
and to upgrade manufacturer's competency to
international standard. The most priority is to elep the

sector [34], [35]. al_aility to run a business which est_ablishes (_:rditybi(_)
clients, contractors, or even financial instituson
2.3.2Development of SMEs Standard of management, Information Technology

adopting, market channels creating, and developing
(production capacity to handle large volume ordees a
essential to develop the community enterprise [44].

Developing of SMEs is essential to rely on the
cooperation among both government agencies an
private agencies in regional level to issue prattman
and development policy [36], [37Pimensions of
development will focus on the priority and operatio 3. METHODOLOGY
which can divided into 5 dimensions, including 1) The research has conducted by the Mixed-Method
Human Resource Development and Capacity Building,approach and participatory research approach also.
2) Enhancing Marketing Capabilities, 3) Access to Research sample was 53 enterprises of the SMEs in
Financing, 4) Access to Technology, and 5) CreatingNortheastern region of Thailand. Since the number o
Conducive Policy Environment. These 5 dimensio®s ar entrepreneurs who have qualified the 4-5 star v fi
adopt to reduce process of business registratieveldp  provinces as study areas (research populationytave
a policy and regulatory framework that promotes the enterprises. The researchers determined the sasizgle
development of enterprises, and promote theof 10 per cent of all entrepreneurs, which will baa
empowerment and partnership between the governmeniample of 42 people, but to be more accurate, glsam
sector and the private sector in the integratedof 53 cases has been chosen. Purposive sampling was
development of enterprise [38]. adopted which consisted of 2 enterprises from Roi E
2 3.3SMEs situation in Thailand Provinc_e, 22 enterprises from Khon I_<aen Province,_ 7
enterprises from Mahasarakham Province, 7 entespris

According to current business situation in Thailahdai from Kalasin Province, and 15 enterprises from Udon
SMEs entrepreneurs are still facing with many Thani Province.
challenges from both domestic and internationalketsar Moreover, the sample had to have computer skitl, an
such as high competition in the market, state gpbnd  qualified 4-5 stars of the product quality testagunteed
etc. Effects from external factors such as the Add by the Department of Community Development. The
world economic system also are strongly increasaed,  study selected this group of entrepreneurs bectese
affected to the SMEs directly. Therefore, Thai SMEs SMEs had competency to develop products and bissines
have to use their advantages of being a basedastrial commercially. They could produce products and sesvi
and agricultural suppliers, and a hub of transpiorian with good quality and standard, and made satisfadt
the ASEAN to strengthen their business [39]. customers [45].

Regarding on the export and import of Thai SMEs in  Qualitative data was collected by in-depth intemge
the first 10 months of 2012 (January-October), tbthat  and observations. Interview guideline was used as a
the export values of Thai SMEs was 1,669,116.76research tool as same as the questionnaire initptaet
million baht. In October 2012, total export valuetiee  data collection. The questionnaire was tested for
SMEs was 156,712.24 million baht, which was reliability and found that the Cronbach’s Alphahigher
increasing from October, 2011 about 2.06%. Reggrdin than 0.7, it means that the questionnaire is rigiab
to import value, total import value of Thai SMEs swva The data obtained from the questionnaire was
1,816,539.72 million baht, which increased 0.29%fr
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analyzed by using fundamental descriptive methdee T
meaning of the mean value in table 1, 2, 3 is difdras
follow:

1.00-1.80 refers to lowest

1.81-2.60 refers to low

2.61-3.40 refers to moderate

3.41-4.20 refers to high

4.21-5.00 refers to highest

4. FINDINGS
Research findings were presented as followed;

A. Personal Data of Test Subjects

It was found that most entrepreneurs were women
(67.74%), the age of entrepreneurs was between041-5
years old (35.48%), education background was belo

undergrad (50.00%), and most of them were communityk

enterprises and food SMEs (33.87%). Business rgnnin
period was 6-10 years (43.55%), and most of theun di
not experience in online business (87.10%)

B. Understanding and needs about e-Commerce

It was found that most community enterprises are th
SMEs did not experience in e-Commerce businessy The
needed to take the training course on e-Commerce
Knowledge on e-Commerce before training was at low

level (X= 2.34) Average score of knowledge on various
perspectives as per details; knowledge on e-Conemerc
was at medium level X= 2.65). Knowledge on
transportation and billing in e-Commerce was at low
level, knowledge on basic computer skill for e-
Commerce business and social network was at loel,lev
knowledge on business administration, marketing atas
low level and knowledge on public relation and

W,

included 1) opening business world: from OTOP to e-
Commerce business, course period: 1 hour and 15
minutes, 2) implementing OTOP business for the best
competencies, course period: 1 hour and 45 minBjes
technique on the online communication marketing,
course period: 1 hour and 45 minutes, ajplying
computer skill for e-Commerce business, courseoperi

1 hour and 30 minutes, Bhoto Shooting on products,
course period: 1 hour and 30 minutes, BOTOP,
course period: 1 hour and 45 minut&$,technique on
promoting the online shop, course peritéchour and 45
minutes, 8) online marketing strategies for OTOP
business; course period: 1 hour and 30 minuté3,
online marketing in the 3.0 Web era, course peri®d:
hour and 15 minutesind10) building credit and security

in e-Commerce business, course period: 1 hour &nd 4
minutes. When the training courses finished, fotirat,
nowledge on e-Commerce among entrepreneurs was at

high level (X= 3.79) as same as the others. Knowledge
on e-Commerce was at high level. Knowledge on
transportation and billing in e-Commerce was athhig
level, knowledge on public relation and advertiseime
through an internet and extended to a wider mankaet

at high level, knowledge on basic computer skill éo
Commerce business and social network was at high
level, and knowledge on business administration,
marketing was at high levelXE 3.9§ X= 3.90, X=
3.87, X= 3.75 and X= 3.68 respectively) Overall

satisfaction on training course was at high lev&kE(
4.06). The results are shown in Table 2

The average rate of satisfaction could be divited
perspectives included; satisfaction on expertsanase
contents was the most, satisfaction on place and

convenience was the mostX¢ 4.25 X= 4.20

advertisement through an internet and extended to &espectively). Satisfactions on officer service,blpu

wider market was at low levelXE 2.46, X= 2.38, X=

2.14 andX = 2.11 respectivelyJThe results are shown in
Table 1.

Table 1 The understanding and the needs on the e-Commerce
Knowledge level before
training
course provided
Average Knowledge

Level
Medium
Low

Issues

1. Knowledge on e-Commerce.
2.Knowledge on basic computer skill
for e-Commerce business and social
network.

3.Knowledge on business 2.14 Low
administration, marketing.
4.Knowledge on transportation and 246 Low

billing in e-Commerce.

5. knowledge on public relation and
advertisement through an intemet and
extended to a wider market.

Average knoledge level before
training course provided

C. Training course on e-Commerce competencies
development

Training course on e-Commerce competencies

relation, course documentation and materials, dadep
and time of training were muchXgE 4.15,X= 4.06,X=

4.02, andX= 3.80 respectively). The results are shown
in Table3.

Table 2 The level of knowledge after training course
Knowledge level after
training course

Issues

Average Knowledge

Level
1. Knowledge on e-Commerce. 3.98 High
2. Knowledge on basic computer skill for e- 3.87 High
Commerce business and social network.
3. Knowledge on business administration, 3.68 High
marketing.
4. Knowledge on transportation and billing in 3.90 High
e-Commerce.
5. knowledge on public relation and 3.87 High
advertisement through an intemet and
extended to a wider market.
Average knowledge level after training 3.79 High

course

development operated for 3 days with several topics
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Table 3 Satisfaction of participants on the training course

Satisfaction level
Issues

Average Level

1. Satisfaction on experts and course contents 425 Highest
was the most.

2. Satisfactions on officer service, public 4.15 High
relation.

3. Place and time of training were much. 3.80 High
4. Course documentation and materials. 4.06 High
5. Satisfaction on place and convenience was 420 Highest
the most.

Average satisfaction level 4.06 High

D. Output of the self-practice after training course

or obstacles which might harm to business in thar ne
future.

After the workshop, found that level of knowledge o
e-Commerce was high. This reflected that the SMEs
could improve their knowledge easily, and did raktet
long time to learn. However, the training coursestrie
developed and fit to entrepreneurs. Course ingruwd
to survey the needs of entrepreneurs before demglop
the training course. As well, entrepreneurs musiebey
to learn and have some basic skills, such as camput
skill. Basic skill would help entrepreneurs leain
quickly. It was also reflected that if the coursesw
designed based on the needs of entrepreneursptingec
resulted in the benefit and satisfaction to entrepurs.

e-Commerce competencies developing course gave &lowever, the entrepreneurs had to takes time teldpv
chance to entrepreneurs to practice after8theweek of some skills such as photo retouching and online
the training course based on intensively suggestimn marketing. It can be concluded that entrepreneausdc

the experts. Output of the practice showed tharyeve create more communication channels for their entag
participated entrepreneur could operate e-Commerceand higher sale volume by using efficient e-Commerc
business by themselves. They could understand eTherefore, agencies related to business development
Commerce concept, and had more sales volume througbhould give opportunity of training course partatipn,
e-Commerce. For instant, number of person whoedsit with the suggestions from the experts to entrepnene

the online shop was totally 78,821 times or avedage
1,392.85 times/ enterpriseNumber of person who

for creating the business competency.

contacted the shop through telephone and online6. RECOMMENDATIONS

channels was 5,323 persons or averaged 100.43
enterprise.Total purchase order was316, 400THB or
averaged 43,705.66 THB / enterprideor enterprise
which had not had purchase order yet, there was
positive sign to increase purchase order in theréutin
addition, based on 53 participated enterprisesethvere

12 enterprises which got purchase order through e
Commerce (22.64%) .

E. Discussions

The results are interesting and leading to disoussi
issues as follows.

The development of E-commerce training workshops
from this research is consistent with the pastaeteof
Chanin and Wasin(2013, 38 — 48) [46], which was

found that exchange of knowledge among co-workers

makes them work more efficiently. When involving th
customers in the knowledge exchange process, lb&nefi
can be achieved for both parties. The integratibn o
customer knowledge into organization knowledge can
improve products and services, can lead to optithize
business processes and a higher numbers of innavati
Thereby, knowledge management is very important for
improving good relationships with customers.

Satisfaction on implementation of e-Commerce from
this research is consistent with the research tresful
Sasiwimon, Varasiri and Suphak#012) [47], which has
found that the samples had overall high satisfactih
using e-Commerce.

5. CONCLUSIONS
The SMEs in the Northeastern region still lack loé t

understanding on e-Commerce. They need to be

developed their e-Commerce knowledge, information,

marketing channels, and finance. The development

should conduct as soon as possible to eliminatel@ns

a

Iﬂesearch suggestions for e-Commerce competencies
development included:

Basic knowledge should be provided to participated

entrepreneurs  before starting the e-Commerce

competencies developing course such as basic cemput

skill, internet, e-mail, photo editing skill, Engfi skill,

international marketing and finance. Expert comsglt
should be provided to entrepreneurs during thetiggc
and it is good to remind entrepreneurs to set uppeder
and internet system promptly while the experts are
giving some recommendations.

Monitoringand evaluating should be operated at least
1 year after launching the training course to msile
that entrepreneurs have sufficient good skill, aod
support more related business knowledge and exmerie
to them continuously.
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