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Abstract

This research article aimed to analyze the factors affecting the success of online
business operations in the digital era among small entrepreneurs in the Bangkok Metropolitan
Region. This study employed a quantitative research approach. The sample consisted of
legally registered small e-commerce entrepreneurs operating online businesses. The sample
size was determined based on the criterion of 20 times the number of observed variables.
Given the 18 observed variables in this study, a sample of 360 participants was obtained. The
research instrument was a questionnaire, and the data were analyzed using Structural Equation
Modeling (SEM).

The research findings revealed the following: Entrepreneurial success was most directly
influenced by business strategies, followed by information technology, entrepreneurial
characteristics, management innovation, and digital knowledge and skills, respectively.
Regarding indirect effects, management innovation had the greatest indirect influence on
entrepreneurial success, followed by entrepreneurial characteristics, digital knowledge and
skills, and business strategies, respectively. In terms of total effects, business strategies exerted
the greatest overall influence on entrepreneurial success, followed by entrepreneurial
characteristics, management innovation, information technology, and digital knowledge and
skills, respectively. Furthermore, the model demonstrated a good fit with the empirical data.
This research provides significant benefits to small entrepreneurs by guiding them to adapt
business strategies and information technology to enhance their competitiveness, alongside
developing flexible entrepreneurial characteristics to navigate changes. It also highlights the
importance of utilizing management innovation and digital knowledge and skills to reduce
costs and mitigate weaknesses in the modern market. Concurrently, supporting agencies and
policymakers can utilize these findings to design tailored digital skills development programs,
foster proactive entrepreneurial traits, and facilitate precise access to technology.
Academically, this study validates a success model that confirms the structural relationships
among these five components, providing a robust foundation for future research and

reference.
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Figure 1: Conceptual Framework
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(BUSSTR) 3nnilga flvunndndnawindu 0.37 sesaaie andnvnzyesusenounts (ENTCHA)

TUUIRBNENAWINAU 0.27 ANUa1IeU
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Fofiansandviwasin wuin melulaBansauwme (INTECH) le3udvswasanainnagnsnia
5379 (BUSSTR) 1nilgn SuunadvEnainiu 0.75 sesaenie uinnssunsudmsdnnis (MANINN)
HYu1ndnSWaLiniu 0.60 YinweAUIAUATNA (DILISK) Hvwindniwaindu 0.49 uasaAnanyue
Y8 UTENBUNTS (ENTCHA) dvwindnswawiniu 0.27 audnu

WINNITUNITUTNITIANIT (MANINN) LaSUBNEnan19ns991nnagnsn19gsna (BUSSTR)
1niign fvuindvEnamiiiu 0.62 sesawnfe AudnvuzvesUsENEUNS (ENTCHA) fuwindvina
Wiy 0.54

BvBwannedaunUI wIANTINNTUIMIIANTT (MANINN) lasuBvsnadeunsanaanyuy
Y233U52NoUNNS (ENTCHA) HvunadnSnaiiniu 0.22

dofiansandvanasin wuin uinnssun1sunsdanis (MANINN) Tefudnsnasauain
AMENYANEYDIE UTENDUNIT (ENTCHA) J9u1n8nFnalvinfiu 0.76 589891170 NagNSNI9gIRa
(BUSSTR) dlvwndnswawiriu 0.62

NAENSN19GINA (BUSSTR) lasudnSnani1anseuasdvsnasinainaudnuaevasusenaunis
(ENTCHA) fivunmdvigwawiniu 0.54

29ARNFIn

nan1s3setlugmsairsesdanuilnsifiesurenalnmsiaunanuduevesiuszneunis
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vesffuszneumsioidugaiduduresnsiamn Wesnndusngruddyida asuliAnnsimun
nagmivnegsiaiivnzay wasidodensaineuinnssumsuivisdinnis sasfeitu nagvdniegana
vhuhildunalandnlunisudasdnen muesguszneunisTiiAsnadns Gagsia uazssdiondndu
nmsUszgnaldimaluladansaumeegaiusz@vsam dwalpensworudiiavesionis

wona1nil wimnssunisuimstanisfeiunuimdudag evddaiitrsenseiunisld
waluladansauma wazaiismansenunsdenssnmdnsavesussnounts vazfivinueaimg
suAdiavimiidutadeaiuayulinisussy ndldinaluladuagnsduiunagniiussansam
wnBetu uiiBviwanienssazligefian wilarwddgsoninasuaisnnumienesesdnsluszes
817

03AANTT AunusaansaeSuieledn s Uszneunisliuszauaiuduia
msiuiumsludnuuzvewinddaue Buannsiasuaisnudnuurvessyneuns wannlug
MsfvuAnagNsagsAafiiuszandaa mugiunisaiiauinnssunisuimsians msensedu
vinweAdva wazmsUszendlinalulafasaumaegaiuszuy GagneliiAnuadnsiumiudisa
vesfUszneumsessdsBunazanunsautstuldluanminndounsgsiaiiudsuulasesasoiiios
PN 2
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Figure 2: Model of Success of Small Business Owners Who Conduct Online Business

anUsI8NAN13INY

1. HanIseinudn udnuazvesiuszneunis fdvswadenudiiavesusznaunis
ooulatgaRdva el sz msidugsiaeeulatlutiagiufuanimadeniinisudedugs
AUtaainisdendiuiunn wagausailIeuiisuduai s1a1 saudsaanmnsliuinasia
o 9IS EUdeM9RITE ey fuszneunsiifiaudnuasenzilansugeniToniaainsa
wansitaazas e laussulunisuyedulauinndn #an15338A9NaN7 @ennR 0T uLUIAA
fussesssunazamlinngdaves Kotler & Keller (2016) fiofunein amnudednduazanuiniede
vesiUsznoumsidutadeddniiviliuilaaianudetulududuazuinig lnslanizgsna
soulai fuilanluamnsadudadudmionugvislnenss anud odndlunislidoyadud
N1SMMUATIAN Wazn1sIiuIMsvaan1sue Jsllnalagnseeauianelawazanudinavesuslan
JsaenndostunanITITeinudt anudedndvesiuszneunisdssasenuduiavesssivooulay
HanTITudaenndesiunAnaIuianelazesgna (Customer Satisfaction Theory) 484 Oliver
(1997) fieduned1 anuianelavesifuslaainainmsSeuifisussninennuaianiaiunadng
flFsuase mnduslaaldSudszaunsaifisiiunnumands szthluganuianelauagngingsu
n3nduUNG o9 Fedenadestunanisideiinudn audnvurvesdUsznounisiiAaunsaaiig
Usraunsaldainuiguslng auneliAnauinfuazarudeidesownsia wenant diaenados
ﬁ’uumﬁmmmﬁﬂﬁ%qaﬂéﬁ (Customer Loyalty Theory) va4 Reichheld (1996) flaSu1e31 3319
flanunsaasiannudediu anuilemele wasarudiiudsuiiugndils avdenaliignAninaimsng
uaauayuganalussezen feawrteuliiudn andnunzvesUsEnounsiaduauAnadsasse
Anujasy uazawdedng Srudutadeiivheaduainannuduiusiasevinsfusznaun 13
fuilan authluganudisavesssiaeeulaifluian
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NN TBaRAAd 03 UNI3AN®IYBa Phonthanukitithaworn et al. (2019) 7 @nw1tady
Audsave Usznounisesulallulssmelve laewuin audnuazeeUsenounis wu
Anuudefie muAnadieassd auaiusnlunisuinisdanis wazusegalalunisussau
Pwdisa demalauindernudisavesgsiesulay nsemsludunisadieeudediuazns
$nwgndn Geaenndeaiunanisitefinuin amnudednduazanuy wuvesduszneunsyaeli
quilnainmnulindauagfieladegsiaseulay ihlganuiniuazainuseieswesssia
Tuszezenn nansidedeaenndosiunsAnuiues Hamid et al. (2023) finudn ANAnaTIaTIA
uazALdefiovesusznounisludedinussulaiiunumddgsonnuiiswslauazannudiisa
vosffusznounisyaiavia TnefUsenounisiiaansaadadevuazmsdeasiiunndeazdaeiiunis
fuiideinuazademnuduiusiadugnd Jsazvieuliiiuin auAnadiassdvesuszneuns
lilédsunanzaoduduazuinswinty uidsdanadeuszaunisaivesuilonuaznisainenniy
HNNUAOLUTUABN A

2. NaMTITBTINUI naensvegsna Tdvnasemnudnsavesiuszneunisesulatyafiia
q U

fiail Humsrzdn anuannsavesiusznaunislunsiinuauuimisnisdudugsialiaenadasiu
ngfnssuesiuilnauarnisutstuiivdsundasedmniiludsaudia dudu fussnounisid
nagMeMNsgsAfi FalauLamnzan douansnaiisnuliuieulunisutady wazilug
mudsavesgsialduinni nansidedingnn denadesiunuAnnagnnisutadu Mesutein
n1safreauldilisunianisutsduress shaanunsaind uldainnisadieaanuuanaia
(Differentiation Strategy) dadunsvilidud vsans MiegUnuumsiiugsiafimulandunas
LANFIN9NAKYITU (Porter, 1985) Iagnan1s3denudn nsasisanuwansslunisaiunisyelv
AUSInAINdNgIRa nAuUseiule wavihludganuianelanazanudndressiaeeuladl asvieulv
ugshefianusaairsendnuaiianzauldgouiloniauszaumudniagsninluaniwnisudedu
gARIYIa HAN1TITUEIARnATRsTUKLIAANITYTNgNAT (Customer-Oriented Concept) ¥4 Kotler
and Keller (2016) fiefu1871 g3iaazdszaunwdisalsidleannsansuaussnimdonisuazaing
AauAbiLAgnATlafnIIAuYady denndesiun1sAnyives Eggers et al. (2013) wuin gsiavwIadn
fiansaiamnagnsauuanAaLazFUMAuALFansveInatald asinanisdnduny
finiuazilemasnungiugninlige deaenadesiunanisiseiinuin msatisanuuansndlunns
aiunsrgliguilnafinauiisnelanazauinfdegsna nanidediaenaqeiunisinyives
Foss and Saebi (2017) fie5u1871 JULUUgsAATiaINsANDUALBIANLFBINTYBIgNATLFBE s
danguuazsainig udadeddniivielvgsfied dvaaunsasnevinnuaiunsalunisudsduuay
afunnuitswelaliurignénld Tnelamzssheooulatfideandyiunginssuduilaniiudsuntaser
paBAna GeaenndesiunamsITefinud1 JULUUTsRITnoUaUsALABINTYBIgNAT IBvENasD
anuitanelanaranuinavesuslnnegadniauy

3. waMIefinUIn FinweanuiuAdva fvdnadenuduievesiuszneunisesulat

LY

aa v [ ! o a a o dAaa v < o v
gARIva Lumsedn nsanliugsivesuladludigdudesondumalulagfdviadunalndAgylunis

q
1
1 v v 4 aa v 1 a

ety et Jusegnaunshiimnuiuasrinvemuidviagenaiunsaaiiugsialaegliusednzam
UINNTT WATAINITONDUANDIRBNGANTINYBI VT LAY ARTAlAANT1 aulugAuiianela
ANUANAYRIUTINA KAXAUABLLBIUBINITUTENBUNT HANTIRLHBAADITULLIANAINANTT
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M19737a (Digital Competency Theory) fieSunein AuuazinveauRdviaduruaunsad ey
YaayAnatun19dnde s 1o wazdszgndldinalulagidiasg1elivsed@niam (Gilster,
1997) eaenndesfunansidefinudt fuszneunsndvinuesunagmssInaRaviaLas inweALNg
a3 esileddsia aunsauimsinnisgsivesulaldegaduszdniaim wazamsoneuauos
sornudesnsvesuslnalddddy auhluganufimelaasausnfvesiuilag nanside
FeaenndestunuifAnniseensuimalulad (Technology Acceptance Model: TAM) 7951871
nsushelstleviuaranudglunisldvalulad avdamasionisveansuwaznsuimaluladunldau
0¢UszANSA M (Davis, 1989) Fsanunsnedunslédn fuszneunisiiiinuedunisldiaiesile
Advia AzanunsadentarUssyndldimalulaglmvanzauiunisaiugsna dewalinislvuinisd
ATUTIANET AXAIN uagmaUAUBIAINFDINTTRIgNATIFRBTY Suhlugarufenelavesuilna
LazANdEIved5IAa Waznan1TIsuaDAAdaiUNSANYIVEs Nuseir (2020) 7iAnwIHANTENY
vosmsiasusugAdviadonansidunuesgiia SMEs Taewuin anufuasvinueiudiaves
fusznaunsiiunumadsonsimuinagndgsiaesulal mafindszansamansiuiuau uas
nsafrannuiimelaliungnd Tnslawizduszneunsianunsaldmaluladfdvalunisdeans
N139819 WagN15UIMIsgnAlaegaliusednsain aranunsaaieaulawievlunsudsduas
Snwngrugndnléingt Ssaenadostunanisidensiinudn WnwedunagndgsRanivianasinue
funsldiaiesiloddsia dawarenufiswelanazanusnfveduilnn aonndesiunisdn
Y94 Kane et al. (2015) finuin ssAnsvizefUsznounsiifimuannsasuidags azannsauiud
semsiUasuuvasveanaluladuaznginssuduilaaldsniinit dewaldamisaiamnguuy
nsliuinmsiinevaussarmdesnsvesgnéldognediussanam sddedainanatividiuin awd
sddvaifutaduddylunisaiennuannsonamsudiduiagasoiliomesgsialuszezen
Faaoandesiunanisideiinudn VinvesuAdsiadansnasenudeil osveanisusznounisved
Ausznaunsesulall

4. nams39efinudn uinnssunisuimsdanis dansnadennudnsevesuszneunis
soulavgafda iilesnnnisddugsiveeulavlutiagiudoandyiunisudsdud sunsinas
wAnssuguslaafiluAsuuUasesssnig fusznoumsissndudosusuduasinmisnsdniu
gsinetesaiiies elianunsonevauasienudesnisvesmaialdegneiuszansam fady
fuszneumsitlinrmddgyfuninnssunsudmsians devanusaaiisanaldiuieulunsusdedu
waziluganudiiavesgsialduinndt nansideaenndesiuiuifnuinnssuves Schumpeter
(1934) fieure7 uimnssudunalndrdnlunmsaienuldiusunmanisudadusasadnduligsia
Aantsiiule Tnsufanssuaunsafad uldvsluguresmsiaundadusilng n1suYuuse
nszUIUMIANTUNY Wz saLNgULUUMSTUS S Feaenadesiunanisiderinudn mswmun
wAn STz TS TINTEUIuM I uhefiuUse v nmuesgsiaesulal wagyiiguslneLin
aufisneladeduduazuinisinndu nansiteanndosiunsfinuives Liu et al. (2020) fidnw
nslduinnssududeyauazmaluladiioniseenuuuuasiauindnsasilugsia SMEs Taenuin
geRefiannsnthdeyaddnvesgniunldlumsiaunsdafusinasufuugmsdniiunu azamnse
dunaliudduduagmevaussaudiasnmsvasfuilnalddty dwmalignéninaiufionsla
wagtfinanuasolunsudaduresssia nuidednanasandesiunanisidefinuin mswamn
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wAndneiddninadonnudifavesuszneunisesulay ilesaintagliigsiaanunsonevaussie
AnufaIMsvewmanfidsundased1ssindildedieliussansam aeandesiunsineves Hoyer
et al. (2020) fiFnwrumumveamaluladlusisonisaiisszaumsalgnd Tnewudn ssfafiansa
dunaluladuazuinnssundsuldlunisliuing asdasensedulszaunisaivest uslnavianon
sewig uasndnstedud dwalvignduineufisnelawasaugniusenusudunty asveul
it nsadUszaumsaifinudgnénlaleifissnisuimsiiugiu uiidunssuiunsianagrsiidae
A319ANUUANAININTUATY
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M5Anw1Ye Trainor et al. (2014) fidnwnsldinaluladd edsnuosulavsudusruuuims
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Anudsavesuszneunisesulall
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