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Abstract

The purposes of this research were to study the needs and factors relating to using seamless learning
to enhance creativity and innovation skills by using local wisdom as a basis for entrepreneurs. The sample group
consisted of 422 local entrepreneurs in Thailand from volunteer sampling. The research instrument was a
questionnaire of the needs and factors relating to using seamless learning to enhance creativity and innovation
skills by using local wisdom as a basis for entrepreneurs. The data were analyzed by percentages, means, S.D.,
T-test, one-way ANOVA and Pearson Correlation. The results showed that 1) most of the local entrepreneurs
were female (71.3%), aged between 50-64 years old, of which 44.4% held undergraduate degree level; 2) the
need to apply local wisdom to create value or economic value for their industrial and handicraft business was
50.0%; 3) the need for seamless learning to enhance the creative and innovative skills of the local entrepreneurs
was at a high level (mean = 4.30); and 4) the study of the correlations between seamless learning access and
need for the seamless learning of the local entrepreneurs indicated that the seamless learning accessibility
level of the local entrepreneurs correlated with their need for seamless learning to enhance their creative and
innovative skills.
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U 2544 Taudluan fUsznounsviesiu 91U 87,468 ndu/318 (Office of the Promotion of Local Wisdom and
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1.1 dayanluiieafiugudn §usznaunis OTOP

Table 1 Number and percentage of personal information of local entrepreneurs

Personal information of local entrepreneurs

Quantity (n=422) Percentage (100.0)

1. Sex
Female
Male
2. Age
Under 35 years
Between 35 - 49 years
Between 50 - 64 years
Over 64 years old
3. Highest level of education
Primary education
Junior high school
high school
Vocational Certificate / Vocational Certificate
Bachelor's degree
Posteraduate
4. Duty of local entrepreneurs
Manufacturer / Entrepreneur / Owner

Member / Team Member

301
121

65
168
170
19

22
31
79
63
186
38

385
35

71.3
28.7

154
39.8
40.3
4.5

53
7.4
18.9
15.0
444
9.1

91.7
8.3

910 Table 1 uansdoyanaluifeanulndn {Usznounsviesdu wuitdnde fuszneunisiiesiudulngidu

wiends Sovazr 71.3 Jorgeglurisdlugnoutats 50-64 U Sewuay 40.3 sosande sewing 35 -49 U Anluseway

39.8 uaztiosndt 35 U Anduderay 15.4 aud1du sedunsinwigeaniuseduuiagins Andudesas 44.4 sovasun
Ao seudnwineulats Anluiesaz 18.9 uazuw. / Ua. Andufesaz 15.0 audrdu unum wihilunisilududs

Ausznounts OTOP Wudwdn / dusznounts / Wveswnnndt Andusesay 91.3 uwasiduaundn / fiueu Anduiey

Ay 8.3
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Table 2 Number and percentage of types of local entrepreneurs, operation area, and processing time

Types of local entrepreneurs, operation area, and processin
t.yp P P P $ Quantity (n=422) Percentage (100.0)
ime

1. Type of local entrepreneurs

Manufacturer of Owner 212 50.2
Manufacturer of community 147 34.8
Manufacturer of small and medium enterprises 63 14.9

2. Operation area

Central region 136 32.2
Northeast 82 19.4
The North 74 17.5
South 58 13.7
Eastern region 52 12.3
Western Region 20 a.7
3. Processing time

Less than 5 years 93 22.0
Between 5 - 10 years 142 33.6
More than 10 years 187 44.3

910 Table 2 uanstoyaiioaiulseianvesinan fUsznenn1s OTOP Mufl warsveviariuidunis wui
UssLaminan §uszneunts OTOP duluaidudnanyuvuiidudvesseifior Andudesas 50.2 sesaun Ao ngu
Aranguvy Andusosay 34.8 LLawﬁ’wémﬁL.‘ﬁuiamﬁwumnmmawmmﬁiau Amdudesay 14.9 audu Wil
suiunu dnlngiifuisiiunulunianans Andudesay 32.2 sesaun Ao mansfuseniounile Andudesar
19.4 waznawile Andudoway 17.5 mudwiu szezasiiiuns dlugaidunsuaandnisiniuaannnit 10 U
Anduseuay 44.3 sevaun Ao sewine 5 - 10 U Amduieway 33.6 uazteunin 5 U Aaduieway 22.0 awaau

= a A o v & o w ' P v oA ' a
AIUN 2 Quﬂwuiuu'nwau'm'flmﬂug'mmmumiﬂaﬂaﬂLwaas'mqmmmayjammamwgm

Table 3 Number and percentage of wisdom and knowledge to be used to create value or economic value

Wisdom and knowledge are to be used to create value or economic Quantity Percentage

value (More than 1 answer can be given) (n=422) (100.0)
Industry and handicrafts 211 50.0
Agriculture 193 457
Natural resource and environmental management 107 254
Fine arts 78 18.5
Funds and community businesses 74 17.5
Religion and traditions 63 14.9
Organization management 60 14.2
Thai traditional medicine 41 9.7
Welfare benefit 34 8.1

Language and literature 21 0.5
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Table 4 Mean and standard deviation of the needs of seamless learning to enhance creativity and innovation
skills by using wisdom knowledge

The needs of seamless learning Mean SD Opinion level
1. Developing the ability to create new products or services. 4.41 0.71 High
2. Learning to use programs or applications to develop new 4.36 0.72 High

products or services.

3. A source of knowledge to support the creation of new things in 4.36 0.73 High
product or service development.

4. Applying information from the real environment with online 4.33 0.75 High
systems to develop new products or services.

5. An online learning space for developing new products or services 4.33 0.72 High
that can be accessed anywhere, anytime.

6. Person who recommends or gives advice in developing new 4.33 0.74 High
products or services

7. Creating a network of local entrepreneurs to develop new 4.32 0.74 High
products and services.

8. Assistance system for using the online learning space. 4.27 0.75 High
9. Online learning space to support the creation of new things in 4.26 0.76 High
product or service development.

10. An online learning space that allows everyone to talk, 4.26 0.75 High
exchange, and do activities together.

11. Regular news notifications via the online system. 4.26 0.77 High
12. A space for talking, exchanging time via synchronized and 4.13 0.80 High
asynchronous.

Overall 4.30 0.64 High

910 Table 4 uaninwFosnslunisisouduuulisesseiioduaiuinuemsaiaassauazuinnssulagldind
Py ndugrudmiugnan fuszneunisviosdiu wui fudn fUsznoumsviesiuliarmdesnislunsouiuuylisesse
iledaasuvinuensadassduazuinnsslasldnityadugudmivdnds fusznounmsviesdulasninsnilusseu
170 (Mean = 4.30) waziflefasanidunede wuin fuszneunsviesiuianudesnislussfuinnynte Tasuniian
TAA AUABINITAITHAILIAMUEILNTOlUAS 9dTTARNARA YN oUIN1TTN 9 (Mean = 4.41) 898911 A AW
FosnsmsiFeudnislinulusunsuvieusunainduilensimumansusividouinislnd o uazanudesnisunasnmg
Wieatiuayunisaisassaddlmilunsiamundudvounig (Mean = 4.36) soaaaun loud anusissnisnsthdeyass
1 Mnanadeniiiuvesatundszyndlisiuiussuvesulationsiaumansusivieuinsln q amnudesns
ﬁyuﬁﬂ1iL’%Elu';faauiaﬂl,ﬁamﬁﬂ’wmwﬁmﬁm%ﬁaﬁmﬂm q fannsatldnuldvniinana wazanudeansgiuzi
soliAUsnwlunsiaunaadaaisousnislu 9 (Mean = 4.33) auaisu
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Table 5 The correlations between seamless learning access and the needs of the seamless learning of the local

entrepreneurs
Seamless learning access and the needs of seamless learning Results
Ability to learn from various media on your own. Pearson Correlation 391"
(For example, study video clips from YouTube. Sig. (2-tailed) .000
Read information from the website or social media. N 422
Ability to talk, exchange knowledge, and Pearson Correlation 487"
experience via synchronized and asynchronous. Sig. (2-tailed) .000
N 422
Ability to use the internet anytime, anywhere. Pearson Correlation 4707
Sig. (2-tailed) .000
N 422
Ability to search for information or access various Pearson Correlation 504"
knowledge sources from the Internet as desired. Sig. (2-tailed) .000
N 422
Ability to take information from the real Pearson Correlation 507"
environment and apply it online. (For example, Sig. (2-tailed) .000
take photos or record video clips and post on N 422
social media.)
Ability to use a variety of different devices. (such Pearson Correlation 462"
as computers, tablets, smartphones) Sig. (2-tailed) .000
N 422
Ability to work in many roles. (For example, selling  Pearson Correlation 449"
products, accounting, coordinating, designing Sig. (2-tailed) .000
logos, making advertising, and public relations N 422
media.)
The ability to use previous knowledge to create Pearson Correlation 554"
new things. Sig. (2-tailed) .000
N 422
Ability to independently create new products, Pearson Correlation 533"
new services, and new operating processes. Sig. (2-tailed) .000
N 422
Ability to independently create new products, Pearson Correlation 596"
new services, and new operating processes. Sig. (2-tailed) .000
N 422

* Statistically significant at the 0.05 level.

310 Table 5 wanansfnwianuduiussenitamadiinisseuiuuulisessen duanudesnislunisiseus
LLUUl%fﬁawiaLﬁadqLa'%uﬁﬂwmiaﬁ"waaﬁﬁuaxui’mﬂssuimal%qﬁﬁzyzgwLﬂugﬂuﬁm%’wﬁwﬁm Qﬂﬁgﬂaumﬁﬁmﬁu WU
mnudesslunsdouiuuulfsosdaifloduaiuinuensaisassduaruinnssulaeldnidyyndug danuduius
fumsidndenisieusuuulisesdomodaaiuinuznisadisassnazuinnssilagldgd vy ndugu walusu
anuamnsalunisiseuiaindesis q Ifdenuies (9u gravaingyy sruteyaniiuled nieludeaiiie)
mmmmaﬂumﬁﬁqmaLLaﬂLU?{&JuLﬁaLLﬂdﬂummiuasﬂisaumiaﬁiwﬁ’uﬁgmuuﬂszmunm (Uanuneiunaziian)
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dudn vhod Uszauau senuulald shdslavanuazusyandusiug) anuannsalunsihanufiduidunldaseds
Tumile awauisalunisadsassarndndudilng vinstul waznszuiunisadunulndlasenuies wazlaen ngy
ognadidddqmainfiszdu 0.05 tufte fudn fusznounsiesduiiinmadhdnindoudiuulisessomntu axdiau
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AwdtusAnuTiaseiug
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1) mamiﬂﬂwwamawuﬁmmmmmam FusznauN ey Auandviviuinduszneunisdilugdengeglutis
dlnaineutans (45-64 V) azvieubiiuislaseadanisuszainsvesUszmelngindgdinudaseny (Aged Society)
weduulssninseny 60 Jiuld Andufeses 17.1 Tasandiludn 20 Sdemidusemalnensddndiuvesdaseny
Uszana 1 Tu 3 vesUssynaiadszna dufenaitigdinugeonyseduansen (Super-Aged Society) (Office of the
National Economic and Social Development Council, 2018) Feududsuiuiiivhetiidewsseundouaulng L
aumFeaduraeengiifdnenm (Active Aging) iszidedn “ggeeny” Wuninensifinuauazanunsaainausslovd
Trifuausunds 168nu1n (Department of Older Persons, 2019) Taglannzegadansiimundnenwgnan fusznouns
vioadu fleglutisiodanan Wilawausauariiinuglunsdminedudlunainesulat Wunisinguszasdnis
Fuipdeunsiidurunilshua nilsdnsos Faniauuny3 UsednUauuseanad w.e. 2566

Ay a v

2) nans@nwgidagyuiedunlfifugiudmiunmsdeseaieainsnumieyarmsigudn fusznounis
viosduaula e lifyandugnavinssuuazinanssy INwAInNTsN wazn1sinnmIneInssssumAuasdunnden du
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