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Abstract

The objectives of this research are: 1) To study marketing factors Digital
Marketing Factors and purchasing decisions of consumers in Thailand. 2) To
examine the influence between marketing factors, digital marketing factors, and
purchasing decisions of consumers in Thailand. Quantitative research methods
were used to collect information from internet users when choosing products
or using services via the internet network or online applications in Thailand. The
sample of 384 participants was determined using Krejci and Morgan's tables at a
confidence level of 95 percent and selected by chance. Data analysis uses
statistics including frequency, percentage, mean, standard deviation, Pearson’s
correlation analysis, and structural equation modeling analysis.

The results of the research found that: 1) marketing factors, digital
marketing factors, and purchasing decisions of consumers in Thailand were at a
high level. 2) Influence between marketing factors, digital marketing factors, and
consumer purchasing decisions were statistically significant at the .01 level, with
Y%= 68.856, df= 55, p= .099, ¥*/df=1.252, GFl= .932, and RMSEA= .041. The
influence between variables in the hypothesized model can be summarized as
follows: marketing factors have a positive direct influence on digital marketing

factors and consumer purchasing decisions, and digital marketing factors have a
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positive direct influence on consumer purchasing decisions. Findings can
provide insights that can be developed into marketing strategies designed to
match and align with consumer preferences and needs to drive sustainable

business growth in the modern commercial landscape.

Keywords: Marketing factors, Digital marketing factors, Consumer purchasing

decisions
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J9UN9THANARINE 3.60 745 110
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mMInanAaTa warnaiadulatovesiuilnalulsemdlne TaeldFBmalinsesiaunis
Issadns ilensiadeuanuaDnndosvBIuUUT R ALNAg A UTe Y T sz dne
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NAIN1TUSULUUTIA09UAT PruAdrilnudanndas (data-model fit indices) taad
WA (chi-square: ¥?) = 68.856 83A9a5% (degrees of freedom: df) MU 55 AL
1n3gLYu (probability value: p) 11U .099 laauaasduins (chi-square relative:
YZ/dp Winfiu 1.252 Arduilinsgaunuaennaed (goodness of fit index: GFI) WAy
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A1519% 2 LaneA1adfflaa1nn1sAs1gAndenndatvaelulnaiuila e

Wisueuduinue
Evaluating the Data-Model Fit Criteria Results
1) Chi-square probability level: p p > .05 .099
2) Relative chi-square: ¥ %/df <3 1.252
3) Goodness of fit Index: GF/ > .90 932
4) Root mean square error of approximation: .05 -.08 041
RMSEA
| Website H Content H Email H FirstPage HSociaIMedia‘

Promotion
Personal

AN 1 Aadiienuaenadesinzauvedlinaiilauauaz oyl sy Iny

Chi-square = 68.856, df = 55, p = .009, CMIN/DF = 1.252,
GFI = 932 | AGFI = 887 , CFI = 993, TLI = 990,
RMSEA = 041, RMR = 018

A3 3 wanaBviznasEnIediUslukuuIaesELNAgIY

Dependent Variables

Independent
DM BD
Variables
DE = TE DE |E TE
Ja3gn19aniseana (FM) 887" 887" 431" 5127 943"
J9YM19N15RAaINAA (DM) 5777 5777
2 787" .960"

" syautlvdAgn1eada .01 (p < .01) (DE = Direct effect, IE = Indirect effect waz TE = Total effect)
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A9 1 waza3en 3 uansdvisnaseninaiwlsluwuudnaesaundgiu asuld

1. Jadenenisnana (FM) 38n3nan1ensadiauan (Direct, positive effect)

Y YK

siolladen1anisnainiavia (DM) laeilirduusz@nsdvswalvindu 887 NszautivdAgy
N9@nH .01 (B =.887, p <.01)

2. Jadunanisnana (FM) 28vSwan1ensadiauan (Direct, positive effect)

a

san1sandulatevesiuilna (BD) lnedlrnduussa@nsdnsnawiniu 431 Niseeiu

LY

HodrAgyneana .01 (8 =.461, p <.01)
3. Jadeneniseana (FM) 48v5wan1sooatteuln (Indirect, positive effect)

v Aa

sen1sandulagevesduilaa (BD) H1uladen1ean1snainfdvia (OM) Inelian

Doy

a a

AuUseAnsdninainnu 512 (11310 887 x .577) NsznutivdAgyn1eada .01 (B
=512, p <.01)
4. J978M19n159819R%a (DM) 18nSnwani1ensadauan (Direct, positive

effect) donsdndulagovesiuslaa (BD) lnedarduussd@nssnsnaindu 577 7

seAUtydRYN19Eds .01 (B =577, p <.01)

A58 4 NANITVAARUALNFATIY

dUNRFIU B t-value S.E.  Summarized
H;: FM — BD 431" 4.678 110 Aduayu
H,: FM — DM 887" 12.635 .080 Aduayu
Hs: DM — BD 5777 6.066 .099 Aduayu

" seeutddAgynieata .01 (p < .01)

1
Yo A

M1397 4 WERINANTIAT I VIedeUauNfgIu agulasll
auuAgIun 1 (H;) Yadenianiseaia (FM) d8ninaniansudsuindenis
sndulagevefuilaa (BD) nansnagaunuin nsnantansudauinvesdadenis

n1seandeni1sandulareveduslan lneliAduusednsensna (path coefficient)
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WinAu 431 (B = .431) uag t-value Wiy 4.678 Jeatiuayuanufgiuiinlinsedu
yaAYNNEn® <.01 (p <.01)

AuUUAFIUN 2 (H,) Yadenenisnaia (FM) d8vSnan1ansadauinsatadenia

aa v

N13AANARIYIA (DM) NANITNAADUNUIN Y298119N150a1ANBVENAN A TUTIUINAD

[

Jadenenisnannfavia Inellanduyszansenona (path coefficient) Wwinfu .887 (B =

o w

887) uaw t-value Wiy 12.635 Jsatiuayuauufigiunaslinseautvdfgnisada <.
01 (p <.01)

AUUAFIUN 3 (Hs) Uden1en1snannfasia (DM) H8vSnan19msadauindeanis

Y]

Anauladeveuilna (BD) HANINARDUNUT N1SAAIARITANBVIENANI9ATUTIUIN

non1srndulageveuslng lnediAnduuseAnsevnsna (path coefficient) winiu 577

v v o W

(B = .577) ua t-value Wiy 6.066 FatuayuanuRgIuNAIlINTAUlTyd1AyNIg

o

anm <.01 (p <.01)

a9AnN Tl

FoAunuIINMTITeaueteayaidaseanuiniugfnishnuiuiusening

'
aa v I

Jademanseanauarnismainfavia ndavinasenisindulatevesuilaalulssine

g frgnsienudlanuiesnsvesguslaakazwuildun19@dva ganenne

'
s I

mmsaﬂ’mmﬂaqwﬁmamimmwmmﬂmma g’ll'lEJﬂ'ﬁ“UUﬁiLﬂﬂﬂiﬂﬁ]éjﬂﬂ’lﬂﬂ’]i@a’mL‘EJI’]

aa o o

funagnsnisnainfia daaziduiededdlunisiuindeurnuduialunsidiu
suifufuilnauasnssfuanuidlaluniste gsfailiuslovianunaniesufiviadie
ERULLIIMIAIALUUALANA N IRl TuR duaiuaalindaves
fuilaa ndndusenislunaniifinsudstugaaziuindounaidulaidsduvesgsi

'
a0 v w

TupanealrdNiaaiau

2AUsI8NA
NANTITITET AU ATUNITAAILALAITAAINAN AL DNTNADE 19NN
n1sdnduladevesfuilanlulssmalne Jaded1a laun aaninudndudn 5107

YDLAYIVDILUTUA YDINNNITIATINUNY NISALATUNITHAN LALNITHIUINITAIU
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A
€ b 00

vana naneiluladerivundidgvemginssuduilan wenaintl Yeanenisnain

aa v

A3 laun uwanesuluduaiife wu uled aanunedidnnsedng wsesdioAum
(search engine) LagN139A1ALTALLDI (content marketing) ©30N1IAAIAUUUBUNG
LULD3 (influencer marketing) LazdodsAu (Social Media) fiunundrAglunis

MYUARNNYDURAL NG ANTIUVDILUTIAA

L4 = o

Han1TIdeiiudisanudiAgyvesnisnaunaudadenisnaindidunagns

v o 4

mMIna1nRaviaiofgeduslaregsiiuszd@vsnn gsfanuszaumnudnsalunisuiu

y oy

EN

g

AMNNKNEASU NAYNSNITAIMUATIAT KAENITANASUUUTUAWdOAARBITUAINNAR

]

SI5UMUNITAAIARITE ANUTTOLNUNITUDIFULUTUR duasuanulingdavesiusina

waznseauanuaslalunistelunainniinsudatugs

(Usunier & Lee, 2018) Llasannisnainnaviaidalonalilusuasigg aunsaasng

AuEuTUSNauvEng AU UL AU STduTINdILUARaLAENAENSNNTE0E1 57
3 ) a a [ 1 o o £ v Y a

asadvnng wnannesuledvaine dudeanisdmsuiusualunisianeuiuguslae

lngnse verduy wazwiluderinavesgnAkuuisualng (Phua et al,, 2017) n13asha

Aanulinslasaganudndetiedunisdeaisuas nisnevaussilusslaudddey

agBdlumMsiasuaTmNuduTusauIniugulan

'
aa v A

fathu TulanAaviafifinsiauognesng gaiase asdesmannunaoei
wazdfuilndfuaiudesnisvesduilaanazanuimidimianaluladd
Wasuwlasly msdnmuuuilifunain doyadednvesiuiing uaznagniveaguas
aghesaidondudssndudmiunsinimiuas Sneenuieitoslunain (Chaffey
& Ellis-Chadwick, 2019) winnssulunisudnausudndiud waudgyni1inane way
UszaunisaivesgnandunguwadiAglunissnwanulawieunisnisutsiuas
Fuipdounaiiuls shemsviairlannudesnisveaduilaauazunliunsiaa
vilgsRanieg amnsafauinagninisnisaaiafinsatinuie aenadesiy

WYANNTTURALAIUABINTVDIHUILNALUYBULYAYDINSANE ALY
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3
av

nAdeillalideyandnguidauszdndngududnsnavesladonisnainuay

a

mInanAIranenisindulatovesduilnalulssmelne
Hadenananaeidviwasgnannaenisinduladovesiuslnalulszmalne
TnonsounquAndnYMrYBINan ST nagndnsivuaTIAT Toldsusauusus o9
N19N1TIATINUNEY NTELASUNITAAIA kazn1SIEUINITAINYARR AIENI15I1AIY
dlauadliusslominniladomand dnmanainaunsaiunissuivesiuilan nsedu

ANMUAILAlUNNTTD waraseANUNNArBLUsURRg19dTulunantne

Y a 1 |

nsnanAITalavEnasgnniensindulatevesuslaalulsemelng lag

lgusglominnunanasunasinalulagfidviaiioduaunisildusiu Wideya uagldy
1uslam sensih

aa o

NagNENIINAINATTIANNLY 1w MInaruuledeaiiie SEM, SEO, N1saanneieiiian

=< -'-ﬂl U v

LagnIsnaInkUUBUgIeues 530919 Jeausaweusanugusiaavilne ada

e

aa v a

v Y= L3 U d‘ a v 1 IS a
ANIIUZENLUIUR LLaSGUULﬂaEJUEJEJG’I‘U']EJIUQQWQ alaognedluss@nsnn

v [

lagagy n1svimnudnlannuduiusnidsnsnasenitatdadeninisnain

'
o [ % a 4

Msnanfdvia uaznginssuuilae foiludeddydmsugsnandosnsiulalunain

]
(%

vaalny sl seleviaindeayaidednainniiTeluasiUasuninnssunasnig
U$usa ssfeanunsafwuinagnifiosnuuulinssuazasnadesiuaudeanisuay
aulavesduilnauarduindeunaiulniidsdulugimiiuasuulamaoniian

datuauuglunisinanisidelulddmiugsfauazdnnisnain

1) Ha1uTW0AYTENauTaTeN19INIIAAINAIIY LU AMNINKERAS UG $1A7
Lardoldssvesuusud Wdunagnsnisnainfisia eadeuauilgnsnaini
ATOUARNLALABAADIIUANUYDULAL N ANTTUVBIHUTLNA

2) Wunmswannauawadn Susinayinudeldssvosuusudiiioaianany
Pnslauazeuindetielumiiuilag

aa o A Y ¢

3) Wusgloviainunannasuadviaiiouaninuanyue Y Inan i

ANUTElev warASUTINETIATINANNUL YR VBILUTUA
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a

4) WnUszansamdeamnnisnainniva laelduszlevdainunanasy
Todoaiifsonieon 1wy Facebook, Instagram wag LINE tfiead1anisiidrusaudiu
Auslaakazluslunndniaueivseusnig
wazasulunagnsnisfinuszansaimnalndumi (SEO) uagn1snanruA3eaile
AU (SEM) LﬁaLﬁumiuaqLﬁuaaulaﬁl,l,a“ﬁamﬂ%mmmsﬁwmﬁLﬁwﬁm

5) vieusuiudungeugesiay mai’muamﬁﬁﬁfmuua yANsnavy
unannasufINan QUiIﬂQMﬂLLazLaauuw mLaimLuammﬂmaswwmwmmimaa
g;]ﬂffhLﬂa?iqLa%ummgﬂéiaaLLazmiﬁqaﬁmqé’mm Fao1aildvswarenisinavlade

a wa

14 o k4 1 dgl LY v L4
mensideiauskuzvatluu iR gifiauazdnniseaieaiunsaldusslev
NYIFENNNTIAALAENALNSNTNAIARITIA e sliUseanENmW Live iddnSwase
v a & v Y I3 oo

nsandulagevesuslaalulsewealng wazussainguszasanianisnaalunaiaid
wadnuazdnisudeduas

daiauanurdmiunisidelusuian

1. M3Anw13E8L13 (Longitudinal Studies) n15338lusuianeraldnisAnen
sruruINefnnuNITURguLUAINgANTINYRIUTInAkaEBNSHaN1eN 1TRaTIn Y
seeve wnsllaglideyadedniieriuiwildunsiaunasanudiduresnagns
NNNTAAIN

2. MassuLisuiunaIndue) (Comparison with Other Markets) N13@n©A

= = i = @ a va 1 Y = a v

Wiguiigusgninmataelengfusenieddnuansiaiunienisiasigndiy
Twusssuagdigliidnlalurendanniunesdunisivdeuudadduseauginialy
NOANITURUILNALATUTEAVTNAYRINALNTNINITAAA

3. AuAMntInIanalulad (Technological Advances) A1833aIUINIST
sSweanalulad nMsdrsranansynuvesmaluladiialyel 1wy Augmented Reality
(AR) "8 Virtual Reality (VR) sion1ssindulagovesuslaatudssinalng auisali

= aa 1

Joyaideaanidnumdmiunagnsnisnaialueuian

q

4. andnanaAsegiauazdead (Socio-Economic Influences) NIATIAABY

nansenuvestadeniaasugiatasdeny 1wy anulivindeuiuresneld wasau
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