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Abstract

This research article aims to synthesize knowledge regarding the digital
transformation of Thai community enterprises. It is a qualitative study employing
research synthesis and content analysis methods. Data were collected from
research articles on the digital transformation of community enterprises published
in journals listed in the Thai Journals Online (ThaiJO) database starting from 2017
to 2024. A total of 73 articles were selected based on predetermined criteria.

The research findings indicate that community enterprises are in the early
stages of digital transformation, which can be categorized into five key aspects:
1. Technology Most community enterprises utilize basic technologies such as
social media (Facebook, Line) and digital payment systems (QR Code). However,
the adoption of advanced technologies, such as artificial intelligence (Al) and
automation, remains limited due to infrastructure constraints and a lack of digital
skills. 2. Operational Processes While some groups have adopted digital systems
such as inventory management and information systems, the majority still rely on
traditional processes, lack systematic databases, and face challenges in integrating
technology. 3. Customers and Market Digital marketing strategies, including online
advertising, customer relationship through online platforms, and influencer
marketing, have been adopted. However, content marketing remains ineffective,
and competition in the online market is high. 4. Business Model While most
community enterprises operate using traditional business models, only a few have
adapted by utilizing e-commerce platforms and integrating online and offline
channels. 5. Personnel and Knowledge While business leaders recognize the

importance of technology, most members possess only basic digital skills and
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have limited knowledge of online business management. Driving factors include
government support, market demand, and Participation in community enterprises.
In conclusion, the digital transformation of community enterprises faces several
challenges, particularly in infrastructure, digital skills, and the integration of
technology into business processes. Government support and involvement from
relevant organizations play a crucial role in enhancing the proficiencies of
community enterprises, enabling them to adapt and grow sustainably in the digital
era.

Keywords: Research Synthesis; Community Enterprises; Digital Transformation;

Digital Marketing; Digital Business Model
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