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Abstract - Prachuap Khiri Khan Province is 
considered the province with the highest dairy 
production in the western region, with 979 dairy 
farmers. From the researcher’s field survey, it was 
found that farmers and producers of dairy and related 
products in Prachuap Khiri Khan Province are facing 
serious problems due to the economic situation and 
uncertain changes, marketing problems, a shortage of 
personnel and budget for public relations, and limited 
distribution channels. Therefore, this research 
developed a competency development curriculum to 
increase the competitiveness of dairy producers in 
selling dairy and related products online in the form of 
knowledge transfer and skill development for Small and 
Medium Enterprises (SMEs).  The evaluation results of 
three competency-based courses by five experts found 
that the competencies were appropriate and could be 
used for training. The training results indicated that 
participants successfully developed competencies in 
social media marketing communication strategies, 
online content creation, and social media advertising.  
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These findings suggest that the competency-based 
curriculum is effective in strengthening the practical 
capabilities of dairy producers and can contribute to 
enhancing their competitiveness in online product 
distribution.  
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1. Introduction

Dairy farming in Thailand is a livelihood for Thai 
farmers. It began with the cooperation between the 
Thai government and the Danish government in 
establishing the “Thai-Danish Dairy Farm and Dairy 
Farming Training Center” in Tambon Lam Mok Lek, 
Saraburi Province, in 1962. This initiative is 
considered the starting point at which Thai people 
began to engage seriously in commercial milk 
production. Later, it was established as the “Dairy 
Farming Organization of Thailand (DPO)” under the 
Ministry of Agriculture and Cooperatives. Its 
responsibility is to train and promote farmers in dairy 
farming, including the purchase of raw milk from 
them. In addition, in 1962, King Rama IX founded the 
“Chitralada Dairy Farm” [1]. Milk is a white liquid 
containing essential nutrients for infants or newborns, 
produced by the mammary glands of mammals. The 
term also includes beverages that serve as milk 
substitutes, such as soy milk, rice milk, corn milk, 
almond milk, and others. Dairy cow’s milk contains 
many essential nutrients, including protein, which 
supports growth and muscle strengthening. The 
calcium in milk is of high quality and is easily digested 
and absorbed, helping to strengthen bones and teeth, 
along with various vitamins and minerals. Therefore, 
dairy cow’s milk is a suitable beverage for all ages [2]. 
Milk in Thailand is considered a drink for children, 
resulting in the majority of consumers being children 
and teenagers, while adults choose to consume other 
types of beverages rather than milk and believe that 
drinking milk makes one fat.  
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For these reasons, the milk consumption rate of 
Thais is lower than the world average, i.e., the average 
milk consumption rate of the world’s population is 
113 liters per person per year, while Thais drink only 
18 liters of milk per person per year, or 2 glasses per 
week. According to the survey results of ready-to-
drink milk drinking behavior of Thais nationwide 
between April and May 2019 by Suan Dusit Poll, it 
was found that 1.1 percent of the sample group drank 
milk, while 13.86 percent of the sample group did not 
drink milk at all. The main reasons for not drinking 
milk were that they received nutrients from other 
sources, did not like drinking milk, felt uncomfortable 
after drinking, and thought it was unnecessary [2].  

Prachuap Khiri Khan Province is considered the 
province with the highest dairy production in the 
western region. According to the Department of 
Livestock Development’s Information and 
Communication Technology Center (2019), there are 
979 dairy farmers, 36,880 cows, 17,213 milking cows, 
and a daily production capacity of 195 tons of raw 
milk. Raw milk is sent for processing in dairy factories 
in the province, including the Dairy Farming 
Promotion Organization of Thailand (DPO) and two 
other schools producing milk products. The remaining 
milk is sold to private dairy factories. However, the 
raw milk production in Prachuap Khiri Khan Province 
shows that out of a total of 923 dairy farms, only 198, 
or 22 percent, of the total dairy farms in the province 
have been certified by Good Agricultural Practices 
(GAP). It can be seen that Prachuap Khiri Khan 
Province still has a small number of dairy farms that 
have received farm standard certification [3]. 

Based on the researcher’s field survey, it was found 
that farmers and producers of dairy and related 
products in Prachuap Khiri Khan Province were 
facing serious problems due to the economic situation 
and changes caused by new epidemics, such as the 
COVID-19 pandemic that occurred in 2020, which 
caused retail and wholesale sales of products in the 
traditional format to decrease. Farmers and producers 
of dairy and related products have the same expenses 
but less income. Marketing problems, a shortage of 
personnel and budget for public relations, and limited 
distribution channels have become major challenge, 
because the products are not yet known to consumers. 
There is no budget for advertising and public relations, 
organizing brand launch events, or reaching 
consumers directly, which is now almost nonexistent 
due to the COVID-19 pandemic. Information for 
entrepreneurs is still out of date, and there is a lack of 
continuity in various activities. Marketing 
communication on social media has played a 
significant role and has a strong influence at present. 
Reaching consumers still depends on several factors 
that enable effective targeting and success through this 
form of marketing.  

However, for farmers and producers of dairy and 
related products, social media is still not widely used 
for marketing communication. This may be because 
farmers and producers of dairy and related products do 
not place much importance on marketing 
communication through this channel to reach target 
consumers and are unaware of the factors that 
influence consumer behavior after marketing 
communication. The characteristics, formats, and 
content of each type of social media therefore have 
different effects on consumer behavior. In addition, 
farmers and producers of dairy and related products in 
Prachuap Khiri Khan Province still lack the 
knowledge and skills needed to produce media 
including text, images, and videos to communicate 
directly with consumers through online channels in 
order to sell their products as effectively as they 
should.   

As stated above, this research has developed a 
competency development curriculum to increase the 
competitiveness of milk and related product producers 
in terms of online product distribution for medium and 
small enterprises in Prachuap Khiri Khan Province. 
This is to create a concrete form of using skills and 
knowledge from science, technology, research, and 
innovation to upskill the target group, which consists 
of farmers and producers of dairy and related 
products. The goal is for them to use the skills that 
have been transferred to transform themselves into 
“innovators” in order to transmit their ideas and actual 
practices to fellow farmers and other dairy producers 
in nearby areas. It will result in a mechanism to drive 
business models or development models in pilot 
provinces, creating “community innovation” learning 
centers to be used to, adapt to, and support crises and 
changes in the country and the digital world. 

 
2. Theories and Related Research 
 

The research focuses on enhancing the 
competitiveness of dairy producers and their related 
products through online sales for small and medium 
enterprises in Prachuap Khiri Khan Province. The 
researcher reviewed relevant literature and theories, 
and the following topics are summarized. 

 
2.1. Competency-Based Curriculum 

 
Competency-based curriculum (CBC), is a 

pedagogical approach that primarily focuses on 
developing the learner’s competence. Competency 
refers to the ability to effectively apply knowledge, 
skills, and personal attributes or attitudes to perform 
tasks or solve problems in real-world situations [4]. 
The main principle of a competency-based curriculum 
is its emphasis on what the learner can truly do.  
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The curriculum clearly defines the competencies 
learners should possess upon graduation or at each 
grade level, with a strong focus on assessing practical 
application [5]. It is also learner-centered, providing 
individuals with opportunities to learn according to 
their potential and aptitudes, allowing them to 
progress based on their abilities. Furthermore, it 
integrates knowledge, skills, and attitudes by 
designing learning content that is directly linked to 
real-life situations and career contexts [5]. 
Consequently, evaluation primarily involves 
observing behavior and practical application, rather 
than solely relying on knowledge-based tests. 
Assessment is therefore based on the learner’s clear 
demonstration of competence [4]. 

There have been many research projects related to 
competency-based curriculum. For example, [6] 
research presents the design of a competency-based 
curriculum for procurement and supply management 
(PSM) professionals, aiming to enhance their strategic 
role in creating sustainable solutions. The curriculum 
focuses on developing the necessary interpersonal 
skills, intrapersonal attitudes, and professional 
competencies for sustainability and innovation. In 
collaboration with educators, PSM professionals, and 
students, they developed a future-ready curriculum 
structure, including a Massive Open Online Course 
(MOOC), to meet the evolving demands of the labor 
market. This innovative educational framework is 
designed to prepare students to become leaders 
capable of driving sustainability and innovation 
within global supply chains. Likewise, research by [7] 
outlined the development, design, and implementation 
of a competency-based curriculum within a 
postgraduate fellowship program for practicing 
nurses. This program sought to enhance their 
competency, confidence, and role alignment during 
their first year of practice. Consistent with [8] 
research, another study proposed a top-down 
methodology for developing a competency-based 
curriculum in chemical engineering at the University 
of Campinas. This approach aims to meet the need for 
learner-centered education and to equip modern 
engineers with essential skills, utilizing an active 
learning approach to ensure graduates are truly 
competent in meeting societal needs. Similar to the 
research by [9], one study summarized the experience 
of implementing a competency-based medical 
education (CBME) curriculum, encompassing 
curriculum redesign, evaluation, and the development 
of supporting processes.  

The article highlights the challenges encountered, 
the solutions applied, and the resulting outcomes, 
intending to provide guidelines for other institutions 
considering CBME implementation.  

 

In line with the research of [10], which emphasized 
the need for continuously updated competency-based 
curricula (CBC) in Industrial Engineering and 
Management (IEM) to meet evolving industry 
demands, their work demonstrated the use of Artificial 
Intelligence (AI) in CBC formulation. This represents 
a pioneering step toward human-AI collaboration in 
curriculum design. The results indicate that AI is a 
valuable partner in creating competitive curricula, 
particularly for regional universities. Similar to the 
research by [11], one study focused on developing 
competency models within educational curricula and 
their application using semantic technology. The 
proposed model is characterized by a hierarchical 
organization of competencies within its data structure 
and defines initial learning requirements for each 
subject through the relationships between that 
subject’s competencies and those of other courses. As 
a result, this research created an ontological model of 
competency-based curricula, developed algorithms 
for data addition and retrieval, and analyzed 
curriculum consistency. These findings will be useful 
for developing information systems for managing 
educational processes and for calibrating various 
curricula for academic exchange. Consistent with the 
research by [12], another study described the 
integration of a portfolio coaching program into a 
competency-based curriculum as a strategic approach 
to promoting lifelong learning among students. In this 
model, each student is paired with a dedicated faculty 
coach upon matriculation, establishing a continuous 
mentoring relationship that extends throughout their 
academic journey until graduation. Regular meetings 
between students and coaches provide structured 
opportunities for reflection, feedback, and 
personalized guidance. The program is intentionally 
designed not only to inspire and motivate students to 
reach their full potential, but also to support them in 
setting clear, achievable academic and professional 
goals. Through ongoing dialogue and portfolio 
review, students are encouraged to engage in informed 
self-evaluation, enabling them to better understand 
their strengths and areas for improvement. This 
reflective process plays a critical role in cultivating 
self-regulation skills, fostering a sense of ownership 
over their learning, and ultimately supporting the 
development of habits essential for continuous, 
lifelong learning. 

To summarize, the implementation of a 
competency-based curriculum offers significant 
benefits by fostering efficient, autonomous learners 
who are capable of continuous knowledge 
development. Moreover, this approach enables the 
concrete assessment of learners’ competencies. 
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2.2. Online Product Sales 
 
Online Product Sales (OPS) refers to the process of 

buying and selling goods and services over the 
Internet, enabling consumers to access and purchase 
products from websites, applications, or e-commerce 
platforms [13], [14]. The transaction encompasses the 
entire process, from product search, ordering, and 
payment to product delivery to consumers [15]. The 
growth of online product sales is driven by the 
convenience of accessing a wider market, reduced 
operating costs for retailers, and evolving consumer 
behavior that favors digital channels [16], [17]. 

There are many research projects related to online 
product sales aimed at making products most relevant 
to the target group, such as: The research by [18] 
analyzed factors affecting B2C product purchase 
decisions on Tmall, focusing on sweaters and pants. It 
was found that consumers tend to choose products 
with favorable reviews and low prices. Gender 
influences the relationship between product images 
and sales, particularly for men’s clothing, where 
images exert significant influence. Additionally, the 
study revealed that brand logos in images negatively 
affect men’s clothing sales, contrary to conventional 
wisdom. The use of models in images did not 
significantly increase sales for either men’s or 
women’s clothing. Similarly, [19] compared online 
sales models, specifically agency selling and reselling, 
where suppliers can select their distribution channels 
on e-commerce platforms. Their findings indicate that 
agency selling generally leads to lower sales than 
reselling. However, the negative impact of agency 
selling is diminished for high-priced, search, non-
durable products, and those with fewer reviews. It 
aligns with the research of [20], which explored the 
relationship between online product accessibility and 
global consumer purchasing behavior, considering 
global corporate social responsibility and international 
differences. Data from South Korean and Japanese 
consumers showed that corporate social participation 
positively enhances the indirect effect of online 
product accessibility on purchase frequency by 
increasing the number of items purchased. 
Furthermore, Japanese consumers who highly value 
social participation exhibited a stronger positive 
association than their South Korean counterparts, 
underscoring the crucial role of social responsibility in 
understanding global consumer purchase dynamics.  

In a related vein, [21] proposed an innovative 
Bayesian methodology for evaluating the impact of 
product attributes on customer satisfaction, utilizing 
extensive online data from e-commerce websites. This 
approach empowers product designers and market 
researchers to make more informed decisions, even 
when only overall satisfaction scores and product 
attributes are available.  

It employs non-parametric density estimation to 
estimate satisfaction score distributions and treats the 
impact of product attributes as weights of a mixed 
kernel distribution. Consistent with [22], research on 
online product sales forecasting is crucial for retailers 
and e-commerce platforms but presents challenges 
due to data complexity. Consequently, a new Bayesian 
model, PoissonGP, was proposed, which utilizes a 
non-homogeneous Poisson process and a Gaussian 
process prior to forecast sales. PoissonGP can capture 
complex patterns in trending data. This is further 
supported by [23]’s study on the effect of perceived 
review credibility on product sales, employing dual-
process theory as a conceptual framework. Their 
results demonstrate that consumers’ perceived review 
credibility modifies the relationship between review 
sentiment and product sales; specifically, when 
consumers perceive a review as highly credible, the 
relationship shifts from an inverted U-shape to a 
positive linear relationship. This research offers 
significant managerial implications for platforms and 
merchants seeking to improve online review 
management.  

In conclusion, the introduction of online product 
sales is highly beneficial for acquiring customers, 
reducing costs, and reaching a wider range of 
consumers. By selling products on various platforms, 
businesses can build credibility and cultivate a 
positive image-both of which significantly influence 
customers’ purchasing decisions. 

 
2.3. Related Research Works 

 
Extensive research on competency-based 

curriculum has been conducted, and researchers have 
summarized the findings in Table 1. This table 
presents an overview of the development of 
competency-based curriculum across various 
countries, with detailed data available for further study 
within the Table 1.  

 
 
 
 
 
 
 
 
 
 



TEM Journal. Volume 15, Issue 2, pages 1166-1178, ISSN 2217-8309, DOI: 10.18421/TEM152-19, May 2026. 
 

1170                                                                                                                           TEM Journal – Volume 15 / Number 2 / 2026. 

Table 1. Related research works 
 

Ref. Content Country 

[24] 

This study assessed the digital competencies of teachers in Turkey using the 
DigCompEdu framework. The results indicated that male teachers, those teaching 
mathematics and science, individuals holding master’s degrees, and those working in 
large cities demonstrated higher digital competencies. 

Turkey 

[25] 

The study explored the perceived level of importance and core competencies in 
extension among agricultural professionals in Cambodia. It found that, although all 
competencies were considered very important, the perceived level of competence did 
not meet expectations. 

Cambodia 

[26] 

This research studies the entrepreneurial competencies that affect the success of 
MSMEs in Thailand. Based on a survey of 340 successful entrepreneurs, eight key 
competencies were identified, such as opportunity, relationship, learning, and 
operational competencies, which can be used for self-assessment or to inform 
government support planning. 

Thailand 

[27] 
The study developed a behavioral competency model for long-term success in 
commercial farming by conducting interviews with 48 successful farmers. The results 
indicated that leadership traits are as important as technical and economic skills. 

South Africa 

[28] 
This study investigates the use of Curriculum Analytics (CA) to assess learning 
outcomes (LOs) in an engineering education context, highlighting the importance of 
stakeholder engagement and continuous training. 

Costa Rica 

[29] 
The research explores the challenges managers face in implementing Competency 
Modeling (CM), particularly in the emerging market of India, through in-depth 
interviews. 

India 

[30] 

The study compared expert and novice mathematics teachers in delivering 
competency-based activities by analyzing students’ work across three consecutive 
lessons. The findings revealed that expert teachers were more effective at connecting 
content and lessons. 

China 

[31] 
This research develops a framework for creating a competency-based curriculum for 
pilot schools in educational innovation zones. The study found that the core principle 
is to develop learners’ competencies for both work and life. 

Thailand 

[32] 

The research finds that performance-based learning alone is insufficient to keep pace 
with rapid technological change. Learners need to develop a diverse set of skills 
including soft skills, professional competencies, and adaptable attitudes to effectively 
transfer their knowledge and abilities across different contexts. 

Ghana 

3. Methodology 
 

The research on developing a competency-based 
curriculum to increase the competitiveness of dairy 
producers in online product sales for SMEs in 
Prachuap Khiri Khan Province aims to enhance the 
competitiveness of dairy producers and related 
products by expanding online sales channels. This is 
achieved through knowledge transfer and skill 
development for SMEs. The research steps are as 
follows. 

 
3.1. Sample Selection 

 
This research involves the development of a 

competency-based course to increase the 
competitiveness of milk producers in online product 
sales for small and medium enterprises in Prachuap 
Khiri Khan Province. The dairy cooperative members 
under the Prachuap Khiri Khan Provincial 
Cooperative Office total 1,431 people, from which a 
sample of 313 was determined using Taro Yamane’s 
formula [33].  

However, due to the goal of developing 
competencies to enhance the competitiveness of milk 
producers, as well as limitations in training equipment 
and location, this research selects a voluntary target 
group of 30 people to serve as a prototype for testing 
the developed curriculum. 

 
3.2. Research Instruments 

 
Competency-based training course to enhance the 

competitiveness of dairy producers and related 
products in online sales for small and medium 
enterprises in Prachuap Khiri Khan Province implies:   

 

• Creating and defining marketing communication 
strategies on social media for online product sales. 

• Content creation, including posting text, images, 
and video clips for online product sales. 

• Advertising on social media for online product 
sales. 

• Evaluation of the competency-based training to 
enhance the competitiveness of dairy producers 
and related products in online product distribution 
for small and medium enterprises in Prachuap 
Khiri Khan Province. 
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3.3. Data Collection 
 

• Study the information, concepts, steps, and 
methods involved in developing a competency-
based curriculum to enhance the competitiveness 
of dairy producers and related products in online 
product distribution for SMEs in Prachuap Khiri 
Khan Province. 

• Determine the topics and subtopics of the content 
for the competency-based curriculum aimed at 
enhancing the competitiveness of dairy producers 
and related products in online product distribution 
for SMEs in Prachuap Khiri Khan Province. 

• Develop a competency-based curriculum to 
enhance the competitiveness of dairy producers 
and related products in online product distribution 
for SMEs in Prachuap Khiri Khan Province, 
consisting of the curriculum itself, training plans, 
behavioral objectives, and competency assessment 
items. 

• Evaluate the competency-based curriculum 
designed to enhance the competitiveness of dairy 
producers and related products in online product 
distribution for SMEs in Prachuap Khiri Khan 
Province by five qualified experts. 

• Create a training package as designed in the 
competency-based curriculum for enhancing the 
competitiveness of dairy producers and related 
products in online product distribution for SMEs in 
Prachuap Khiri Khan Province. The package is 
divided into learning modules according to the 
training content topics. Each learning module 
consists of 1) a pre-training opinion questionnaire, 
2) a worksheet for trainees, including a list of 
questions and instructions, and 3) an evaluation 
form for evaluators, covering oral inquiry, 
observation of methods and skills, and trainees’ 
work. 

• Create a recruitment system for the target group of 
the workshop project titled “Enhancing the 
Competitiveness of Dairy Producers and Related 
Products in Online Product Distribution for SMEs 
in Prachuap Khiri Khan Province.” 

• Publicize and recruit participants for the workshop 
project, “Improving the Competitiveness of Dairy 
Producers and Related Products in Online Product 
Distribution for SMEs in Prachuap Khiri Khan 
Province,” through the dairy cooperative 
membership system under the Prachuap Khiri 
Khan Provincial Cooperative Office and social 
media. 

• Screen the target group by creating a screening 
system for applicants based on the qualifications 
for the workshop project, “Improving the 
Competitiveness of Dairy Producers and Related 
Products in Online Product Distribution for SMEs 
in Prachuap Khiri Khan Province.” 

• Have trainees complete a questionnaire before 
training. 

• Explain the origin and importance of the workshop 
project, and clarify the steps, processes, 
documents, and tools required throughout the 
training period. 

• Distribute worksheets for “trainees,” consisting of 
a list of questions and instructions, ensuring clear 
understanding. 

• Start the workshop project, “Improving the 
Competitiveness of Dairy and Related Product 
Producers in Online Product Sales for Medium and 
Small Enterprises in Prachuap Khiri Khan 
Province,” following the training plan, learning 
modules, and learning processes. The workshop 
includes three courses: 

• Module 1: Creating and defining marketing 
communication strategies on social media for 
online product sales for dairy and related product 
producers. 

• Module 2: Creating content, posting text, images, 
and video clips for online product sales for dairy 
and related product producers. 

• Module 3: Advertising on social media for online 
product sales for dairy and related product 
producers. 

• During the workshop, trainees learn and practice 
with instructors in each learning module according 
to the training plan. 

• During the workshop, the assessors evaluate the 
trainees’ practical skills using an assessment form 
for “assessors,” which includes oral inquiries, 
observation of methods and practical skills, 
trainees’ work, and worksheets for “trainees” based 
on the list of questions. Assessment is conducted 
for every learning module. If a trainee does not pass 
a learning module or assessment item, it must be 
revised, improved, and reworked until it meets the 
required standard for that item or module. 

 
4. Results 

 
The research findings on the development of 

competency-based courses to enhance the 
competitiveness of dairy producers in online product 
sales. The researcher collected and analyzed data in 
accordance with the established research procedures.  

The results are summarized below.  
 

4.1. Results of Competency-Based Curriculum 
Development 

 
The competency-based curriculum to enhance the 

competitiveness of dairy producers and related 
products in online product distribution for SMEs in 
Prachuap Khiri Khan Province, derived from analysis 
and synthesis, includes the following key components:  
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The name of the learning module, learning 
outcomes, learning outcomes based on assessment 
criteria, a description of the lesson scope (Description 
of Range Statement), required skills and knowledge, 
and guidance on learning or teaching approaches for 
the module. This guidance consists of learning 
management strategies, formats for enhancing 
competence, tools, equipment, and media used in 
instruction, as well as assessment methods and the 
required evidence. Each module is shown in Figure 1, 
Figure 2 and Figure 3. 

Figure 1 presents the first learning module, which 
is creating and defining a marketing communication 
strategy on social media for selling products online.  

This module focuses on enabling trainees to 
achieve the learning outcome of creating and defining 
a marketing communication strategy on social media 
for selling products online, such as identifying product 
highlights and service highlights.  

The total learning time is 20 hours. This module 
emphasizes information searching, critical thinking, 
and product or service analysis using the principles of 
sales strategy development to increase sales based on 
the target group. It includes analyzing and creating 
The Golden Circle with FAB (Features, Advantages, 
Benefits) of products or services, analyzing the needs 
of the target group, and applying the Marketing Mix 
4Ps. The researcher begins by providing details on the 
scope of the lesson and developing skills in presenting 
products that meet current market demands, along 
with knowledge and skills such as identifying market 
gaps and crafting compelling product stories. 

 
 
 
 
 
 
 

 
 

Figure 1.  Learning module 1: Creating and defining marketing communication strategies on social media for online 
product sales 

 
Figure 2 presents the second learning module, 

which focuses on creating content, posting text, 
images, and video clips to sell products online. This 
module aims to equip participants with the learning 
outcome of being able to analyze strengths, 
weaknesses, opportunities, and obstacles; create 
points of interest using quotes, poems, and advertising 
slogans; as well as set up user accounts, passwords, 
and social media accounts, including applying for 
social media use.  

The total learning time is also 20 hours. This 
module emphasizes knowledge related to analyzing 
the strengths, weaknesses, opportunities, and 
obstacles of products or services; determining product 
or service strategies; writing attractive advertising 
content to generate interest; setting up social media 
user accounts and passwords; and understanding the 
process and steps required to apply for social media 
use. 
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Figure 2.  Learning module 2: Creating content, posting text, images and video clips to sell products online 
 

 
 

Figure 3.  Learning module 3: Advertising on social media for online product sales for dairy and related product 
producers 

 

Figure 3 presents the third learning module, which 
is advertising on social media to sell products online. 
This module focuses on enabling participants to 
achieve the learning outcome of being able to publish 
videos on social media and promote them to reach the 
specified target audience. The total learning time is 20 
hours, the same as the other modules.  

 

This module emphasizes knowledge of using 
social media platforms such as Facebook Fanpage, 
YouTube, LINE Official Account, and TikTok to 
publish video content and advertise products. 
Participants also learn how to promote online videos 
to effectively reach and engage the target group.  
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In addition, the module emphasizes problem-
solving skills related to publishing product or service 
videos on social media, including the ability to edit 
various settings. This ensures that participants are 
capable of performing these tasks independently in the 
future. 

All three learning modules incorporate three 
teaching and learning methods:  

1) Face-to-face learning including lectures, group 
processes, demonstrations, practical work, skill 
training, creation of work pieces and products, and 
evaluation of results.  

2) Online learning including self-directed, 
competency-based lessons via the Internet, closed 
Facebook group discussions, research and online 
searches, scheduled appointments, and 
communication.  

3) Learning in real contexts involving learning 
from real situations, as well as presenting and 
reporting the results. All three modules follow the 
same six-step learning management format for 
competency enhancement: 1) Skill analysis 2) 
Knowledge and skills provision 3) Practice 4) 
Connected knowledge and experience 5) Experience 
and 6) Competency assessment. 

In terms of tools, equipment, and media used in 
teaching and learning, the focus is on devices and 
platforms that learners can continue to use and 
develop with in the future, such as smartphones, 
multimedia, Facebook Fanpage, LINE Official 
Account, YouTube, TikTok, and various web 
browsers. Each of the three learning modules includes 
a real-world professional competency assessment plan 
comprising two parts:  

1) Knowledge evidence assessment such as the 
results of knowledge tests in each competency area. 
This includes written knowledge tests, results of group 
discussions, and oral inquiries to assess 
understanding, conducted in an interview format.  

2) Performance evidence assessment such as the 
trainee’s completed tasks based on the work skill 
training worksheets, evaluated using performance 
assessment forms. Observation methods is also used 
to assess both task performance and practical work 
skills. 
 
4.2. Results of Competency-Based Curriculum Suitability 

Assessment 
 

The results of the evaluation of the competency-
based curriculum to enhance the competitiveness of 
dairy producers and related products in online product 
distribution for medium and small enterprises in 
Prachuap Khiri Khan Province, as assessed by five 
qualified individuals, are shown in Table 2. 

  
Table 2. Results of competency-based curriculum suitability assessment 
 

Evaluation list IOC Interpretation 
Course Features 
1. Course Name 1.00 Appropriate 
2. Course Description 0.80 Appropriate 
3.Course Content 1.00 Appropriate 
4. Duration 0.80 Appropriate 
5. Learner Requirements 1.00 Appropriate 
Module 1: Creating and defining marketing communication strategies on social media for selling products online. 
Evaluation results, module 1 0.80-1.00 Appropriate 
Module 2: Creating content, posting text, images, and video clips to sell products online. 
Evaluation results, module 2 0.80-1.00 Appropriate 
Module 3: Advertising on social media to sell products online. 
Evaluation results, module 3 0.80-1.00 Appropriate 

From Table 2, the evaluation results show that the 
experts agreed with the competency-based curriculum 
and training plan designed to enhance the 
competitiveness of dairy producers and related 
products in online product sales for medium and small 
enterprises in Prachuap Khiri Khan Province. The 
experts found the competency-based curriculum to be 
appropriate and suitable for training, as the evaluation 
index for the curriculum characteristics ranged from 
.80 to 1.00. The evaluation results for each learning 
module each consisting of the module name, detailed 
description, learning outcomes, duration, basic skills 
and knowledge, scope of the lesson, learning content, 

required skills and knowledge, learning management 
methods, competency-enhancing learning formats, 
tools, equipment and media used in instruction, and 
assessment methods and required evidence were also 
within the acceptable range.  

Module 1: Creating and defining a marketing 
communication strategy on social media for online 
product sales received a consistency index of .80–
1.00.  

Module 2: Creating content, posting text, images, 
and video clips for online product sales had a 
congruence index of .80–1.00.  
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Module 3: Social media advertising for selling 
products online also had a congruence index of .80–
1.00. All modules surpassed the minimum passing 
criterion of +.50, indicating that they are appropriate 
for inclusion in the learning program. 
 
 
 

4.3. Results of Enhancing Competitiveness 
 

The results of enhancing the competitiveness of 
dairy producers and related products in terms of online 
product distribution for medium and small enterprises 
in Prachuap Khiri Khan Province are shown in Table 
3. 
 

Table 3. Results of the pre-training knowledge questionnaire from a total of 30 trainees 
 

Knowledge Questionnaire 
Level of knowledge/skills 

Calculated as a percentage of the number of trainees 
Very High High Moderate Low Very Low 

1. Creating and defining marketing 
communication strategies on social media for 
selling products online from 20 questions. 

14.30 14.30 17.90 46.40 7.10 

2. Creating content, posting text, images, and 
video clips for selling products online from 20 
questions. 

14.30 14.30 3.60 53.60 14.30 

3. Advertising on social media for selling 
products online from 20 questions. 7.10 7.10 25.00 39.30 21.40 

Average Total Knowledge/Ability Level 11.9 11.9 15.50 46.43 14.27 
 

From Table 3, the results of the pre-training 
knowledge questionnaire for the training workshop 
titled ‘Improving the Competitiveness of Dairy 
Producers and Related Products in Online Product 
Sales for Medium and Small Enterprises in Prachuap 
Khiri Khan Province,’ based on responses from 30 
trainees, showed that 46.43 percent of trainees had low 
knowledge and ability in online product sales, 
followed by 15.50 percent with moderate knowledge 
and ability, and 14.27 percent with the lowest 
knowledge and ability. The sub-items in which 
trainees had the lowest knowledge and ability were as 
follows: 21.40 percent for Item 3 (Advertising on 
social media for online product sales); 14.30 percent 
for Item 2 (Creating content, posting text, images, and 
video clips for online product sales); and 7.10 percent 
for Item 1 (Creating and defining marketing 
communication strategies on social media for online 
product sales). 

 

From Table 4, the data reflect the measurement of 
trainees’ efficiency in terms of quality based on actual 
work experience during the training. The evaluation 
results of the trainees’ work skills in the training 
program ‘Improving the Competitiveness of Dairy 
Producers and Related Products in Online Product 
Sales for Medium and Small Enterprises in Prachuap 
Khiri Khan Province’ showed that all 30 volunteer 
trainees demonstrated work skills that met the 
evaluation criteria. They passed the evaluation in the 
competency units aligned with the assigned tasks, 
totaling three competency units, as follows: 1) 
Creating and defining marketing communication 
strategies on social media for online product sales (30 
trainees passed); 2) Creating content, posting text, 
images, and video clips for online product sales (29 
trainees passed) and (1 trainee failed); 3) Advertising 
on social media for online product sales (27 trainees 
passed) and (3 trainees failed). 

Table 4. Learning assessment results and performance skills assessment results during training 
 

Competency units are used to evaluate the 
competence of trainees. 

Trainee Evaluation Results 
Passed/persons Failed/persons 

1. Creating and defining marketing communication 
strategies on social media for selling products online. 30 0 

2. Creating content, posting text, images, and video clips 
for selling products online. 29 1 

3. Advertising on social media for selling products 
online. 27 3 
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5. Discussion 
 

Development of a competency-based curriculum to 
enhance the competitiveness of dairy producers and 
related products in online product sales for SMEs in 
Prachuap Khiri Khan Province is a curriculum that 
focuses on the actual work of SME entrepreneurs in 
Prachuap Khiri Khan Province consistent with 
research [26].  

It emphasizes creating and defining marketing 
communication strategies on social media for the 
online product sales of dairy producers and related 
products, creating content, posting text, images, and 
video clips, and advertising on social media for the 
online product sales of dairy producers and related 
products. The course duration is 60 hours.  

The learner requirements are SME entrepreneurs in 
Prachuap Khiri Khan Province who have their own 
dairy farms and products or related businesses and are 
members of cooperatives under the supervision of the 
Prachuap Khiri Khan Provincial Cooperative Office. 

The evaluation results of the competency-based 
curriculum for enhancing the competitiveness of dairy 
producers and related products in online product sales 
for SMEs in Prachuap Khiri Khan Province were 
assessed by five experts. The experts agreed with the 
competency-based curriculum and training plan for 
online product sales, concluding that the curriculum is 
appropriate and can be effectively used for training 
purposes. The training was conducted for 30 trainees, 
all of whom are SME entrepreneurs in Prachuap Khiri 
Khan Province. These participants own dairy farms 
and related businesses and are members of 
cooperatives under the supervision of the Prachuap 
Khiri Khan Provincial Cooperative Office. The 
training courses were scheduled as follows: Course 1: 
Creating and defining marketing communication 
strategies on social media for selling dairy products 
online held from 20-22 July 2024, Course 2: Creating 
content, posting text, images, and video clips to sell 
dairy products online held from 24-26 July 2024, 
Course 3: Advertising on social media for selling 
dairy products online-held from 2-4 August 2024. 
Training location: Prachuap Khiri Khan Provincial 
Cooperative Office, Mueang District, Prachuap Khiri 
Khan Province. 

A total of 30 trainees completed the pre-training 
knowledge questionnaire. The overall results from the 
workshop project, “Improving the Competitiveness of 
Dairy Producers and Related Products in Online 
Product Sales for Medium and Small Enterprises in 
Prachuap Khiri Khan Province,” showed that 46.43 
percent of the trainees had knowledge and ability in 
online product sales. Following the training to 
enhance competitiveness, it was evaluated that all 30 
trainees who volunteered demonstrated work skills 
meeting the evaluation criteria.  

They passed the evaluation in the competency units 
corresponding to their assigned tasks, which included 
three competency units: Creating and defining 
marketing communication strategies on social media 
for selling products online passed by all 30 trainees, 
creating content, posting text, images, and video clips 
for selling products online passed by 29 trainees, with 
1 trainee failing, and advertising on social media for 
selling products online passed by 27 trainees, with 3 
trainees failing.   

 
6. Conclusion 

 
The competency-based curriculum for enhancing 

the competitiveness of dairy producers and related 
products in online product distribution for SMEs in 
Prachuap Khiri Khan Province focuses on the practical 
work of SME entrepreneurs in the province in terms of 
online product distribution.  

It begins with the development of a competency-
based curriculum aimed at improving the 
competitiveness of dairy producers and related 
products in online product distribution for SMEs in 
Prachuap Khiri Khan Province. It was found that the 
government currently promotes SMEs to adopt digital 
technology to add value to their businesses by 
encouraging entrepreneurs to transform their business 
models into digital systems. This includes creating 
digital business platforms, e-commerce in the 
agricultural, manufacturing, and business sectors, 
establishing online stores and product standards, 
promoting new digital entrepreneurs (startups), SMEs, 
and community enterprises, and developing a 
standardized system of codes for products and services 
in Thailand to build credibility and increase 
competitiveness. The government also supports e-
commerce transactions, e-supply chain management, 
and e-payment systems. This aligns with the present 
research, which focuses on developing SMEs in 
Prachuap Khiri Khan Province. The course content 
emphasizes creating and defining marketing 
communication strategies on social media for selling 
products online for dairy producers and related 
products, creating content including text, images, and 
video clips for online sales, and advertising on social 
media for these products. The course duration is 60 
hours. 

The Department of Cooperative Promotion and the 
Provincial Cooperative Office should establish clear 
policies and guidelines to develop SMEs in Prachuap 
Khiri Khan Province, enabling them to acquire 
competence, knowledge, and skills in online product 
sales. These efforts should be linked to the preparation 
of plans to promote dairy and related product 
entrepreneurs, as well as action plans to support, 
encourage, and strengthen SME entrepreneurs in the 
province to competently sell products online.  
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Higher education institutions should promote 
research and development that genuinely benefits both 
commercial and public sectors by fostering 
collaborative R&D between educational institutions 
and community enterprise entrepreneurs. These 
institutions should also serve as academic service 
centers that respond to the needs of local community 
entrepreneurs. To enhance the competitiveness of 
dairy producers and related product entrepreneurs in 
online product distribution for SMEs in Prachuap Khiri 
Khan Province, learning activities or training programs 
applying the competency-building model should be 
organized in a practical, learner-centered manner. 
These programs should utilize actual dairy cows and 
related products from the businesses, enabling trainees 
to practice in real-world situations and apply the 
knowledge gained to further develop their businesses 
in the future. 
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