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Abstract

The objectives of this research were to 1) study the level of opinions towards digital
marketing strategies on the Shopee online platform, 2) study the level of opinions of consumers
on the repurchased decision on the Shopee online platform, 3) study the digital marketing
strategies on the Shopee online platform that affects repurchased decisions of consumers
in Phuket. The sample was 420 customers or consumers who ever shopped on the Shopee
online platform in Phuket by a Stratified Random Sampling. The questionnaires were a collected
tool of data by frequency, percentage, mean, standard deviation, multiple regression analysis.
The results found that 1. The level of opinions on digital marketing strategies on Shopee online
platform overall was high (Mean = 4.31), 2. The level of consumer opinions towards
repurchase decisions on the Shopee online platform overall was high (Mean= 4.36), 3. Digital
marketing on the Shopee online platform affected repurchased decisions of consumers in
Phuket at the statistical significance of .05, sorted by impact weight such as Content marketing
(Beta=.359), Social media (Beta=.193), Website/ Application (Beta=.171), Search engine
optimization (Beta=.147), and E-mail marketing (Beta=.126), respectively. Additionally, variation
of the dependent variable showed that the overall repurchased decision of consumers in
Phuket was 77%.
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Digital Marketing Strategy
1. Website/Application
2. Content Marketing
3. E-Mail Marketing

Repeat purchase decision on
EE— Shopee online platform of

Consumers in Phuket

4. Search Engine Optimization: SEO
5. Social Media

Figure 1 Conceptual framework
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Table 1 proportion of data collection of the sample group according to the population of Phuket

. . Population Sample Group
Residence Population .
Proportion (%) (420 people)
Mueang District 250,474 60.1 252
Thalang District 106,847 25.7 108
Kathu District 59,261 14.2 60
Total 416,582 100.0 420
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Table 2 Digital Marketing Strategy on Shopee Online Platform Affects the overall repeat

purchase decision of consumers in Phuket

Independent variable B Beta t Sig. Tolerance  VIF
(Constant) 1.743 7.387 .001
Website/Application 0.068 0.171 1.276 .001* .666 1.501
Content Marketing 0.131 0.359 6.446 .001* 517 1.933
E-Mail Marketing 0.021 0.126 0.500 .001* .599 1.670
Search Engine Optimization  0.043 0.147 0.783 .001* 523 1.913
Social Media 0.091 0.193 1.555 .001* 597 1.676

* statistically significant at the level .05 : R-squared (R*)=0.77, F=35.50 Sig< 0.05*
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annosA1vasiLlsBasziuediu wud dunsmarndaiden (Beta=359) Fudedsay
(Beta=.193) susiules/uoundiadu (Beta=.0.171) frunsewmtiusn (Beta=.147) wazinuannuy
Bisnnseiind (Beta=.126) mudiu dwardonsdndulatodivesfuilnalufmiagin egred

@

HudAgyneadAnszau .05 aenrdesivanufguiadly aunsouansnsnini 2 seludl

Content Marketing

Social Media

Repeat purchase

decision of Consumers

Website/Application

in Phuket

Search Engine Optimization

E-Mail Marketing

Figure 2 direction of Digital Marketing Strategy on Shopee Online Platform Affects the

overall repeat purchase decision of consumers in Phuket

Parichart Journal Thaksin University Digital Marketing Strategy on Shopee Online Platform
Vol. 36 No. 3 (July - September 2023) that Affect Repurchased Decision of Consumers in Phuket




nsaAusIEna
NNANITITL 1389 NagNSNIINAINAITaULLNanNesRoUlauYad Shopee Ndanasans

v
v a

dnaulatodvesiuilnaludmingiin §idemaildnnnsifomneiusenadieluil

1. sziuaMaAaiusianagnsnisnalnAdiavuunanasuasulalvas Shopee vas
guslnaludendagiia

nnsAnwnansddeya seiuanuAniuienagnsnisnaIanIviauuLnannesy
soulaves Shopee vawuslnnludmingiin seduaruAniusienagnsnIsnaInAdvia Tnesi
ogluszduan wazFesmudduazuuuiade 1dun fuasesmiiusn duduled/wendindu
Fudedien dunismanadaien wagdrusaminedidnnsedng awudsu Fefedunuindts
awhildhipouuuuasunuiissduauaiiulesalussdunn s 5 fu uasdletinfionsan
TuusardulaeSsanudiduanades wuin susuusn Toun Fuasesmiusn Tnsamelude
unasmasuesulatives Shopee gnAunuReBgMusn 9 Yesmsaunyhliimumindede fimwaule
AuLnanosuosulataes Shopee ﬁagﬁuﬁmm q unanesuesulaves Shopee fifumny
Susiuusn o Duwnasvesuesulafiiiuseavsamuasiinruhanule mudisu Susuaes sudules/
wounadu laun unannesuseulatves Shopee annsaindslaogunniazienenisldau
damasianmsidenlduinis unanvesueeulaives Shopee Siandnualiamziifivsuanlddmudu
W3vviouusus wnannlesuesulatives Shopee fimsudsnansanuiunivdensswaniithaula
auadu Suiuany dudedan Toud nsdeansvesunasesueaulatives Shopee Wulwduad
WWeanunsauanidsuanuAndiuannguneuazyanadu o If desldunanesuesulatives Shopee
snladoasia q wemdeyauasndentodud fnnuauladleulavan vielusluduaudives
unasveduooulatves Shopee ruls@easne q muddu swivd dumsaanadaiionm Téud
uwnanvlasueaulaves Shopee Ynauaiomiiulssloviferiuaud unaneiuooulatives
Shopee thiauaLiomiiiinnuatuassd dame auosnuasliiuldu unamiosuooulavves
Shopeeﬂ’wLauaLﬁamﬁﬁamsﬁwmw WEoN15EEeIIEAM AUETU WarSuiuTi dhuaaning
Bidnnsedind 1éun defifinruiiiusneegnsBunniign 1dun uwanrlosueseulaives Shopee i
Fuporlunsddeduimediaiiinaule unanweduooulatives Shopee fifinstiostunazsnwm
A dnyaranediua wnannesuesulatives Shopee finsudsdoyatnians suazidundum
medwaiauls awddu wandifuinsuuuunsiiiuinvesnuudeuld Sumesidadiund
Uy unanvle Suseulatiues Shopee inmsiiiulntusgsoiies iliifiuinnisyinsnain
Tugedviaiduindeusomaluladnmsiomsiinnuddyedisbilugatagiu WuluauuAnues
Ryan and Calvin [26] 83u1e1 landAdvainsdsuulasesnesiaiiesnasniainisnauini
weliladmaliruAsuuaisnadendedudwieuins uslnadulvlinenindulanidva
wazdosmsdufduiusinntu dafu msnanauuuAtfadaduedesdle dvlidrfengugusing
wiaiu way Yaipairote [27] lénanis Svsnavesarudnvdimanaluladiifindumesiin
anusiganazeunsalfiiridumesidalinniiyninat dawalinsnaiauuuadviasinuddry
Famnefemuegsenvesgsiuiiy 4 mamaeRdvaiintesdionanmaneliinnisnandenthluld

nagnsmMsaanaddnauuuwaawosuooulativon Shopee 215a1sUNSBI0 UKIINgIagNNGrU BEL
Adowacdonsaadulogodwovwus nAluvoK3anIna UA 36 aUuA 3 (NSNNIAU - NUENBU 2566)




Nsnagndnsnsnatn mndenitiaiedefinanvansuazimnzaufasyinliussauanudisa
1nTy Fedenndasfunuideves Tarnprasert [4] fifnw3es SnSnaveansnaInwuURIviane
m35@?1141’«3%%&ﬁu%lﬂﬂﬂa:uqiﬁa nsmdygdiannselindlulwadminnganmaniuns wuid
NANINAFRUALNATIUNITNAIALUURTTE druiuled drunisaradaiont Fruanuune
Bidnnseiind duaseavtiusn wavdudedsen Tavsnaromsdaduladevesfuilnandussionis
wdiwsdidnnsedndlueminnganmuniuas fssdudoddgmieada 05 war uenainids
aonAdaafu Abdel and Khaled [28] #ild@nunilatenismainddviaiidsmadenisdnaulade
duosulatvesinFeuluveunu nui ivansunaneudendneaiileuwaziianinaienginssu
nsinauladeduiuszianeng 9 vestndeuluresuau vuunameudeninoanisnainnariaiing
nan1sindulavestinSeu

2. sEfuarwAaiuvasduilnasamsdnaulatotuuunanwesueaulauas Shopee
vaufuslnaludmdngiie

nsinAuladaduuunanleusaulat Shopee TosnouLUAIUNTL WU TneTad
awAniiy eglusziuinn WeinsandunedelaGesaudiduusn léu unanesuooulatives
Shopee Fofdonusniitndailedeinsteduilundwiol sihavdnludonsududanunanieds
aoulatives Shopee oeiawe firnustlaflasdoduiannunaniesuseulatuss Shopee mindioinis
Fondwiolu mudsy LLamﬂﬁLﬁu’hQ’ma‘uLLUUaa‘umﬂﬁm1méﬂﬁmuagﬁmmﬁqwaiﬂﬁumi‘%aN"m
wwanrladuesulatves Shopee wariluwlvudiasdesidnluouian Faduluauuuianves
Singto [29] nanrhnsnduintesvasgnén e masadulavesiuilnafiesvhnmsdeniesuuini
AuglusMIviseRnanTeLAy %aLﬂumammm7'iQ’U%Iﬂﬂﬁy’uLﬁmm’mﬁqwﬂﬂuﬁawﬁmﬁm%ﬁuﬁwﬁa
v3ns Fsnsfifuilaaldifianisnduindednduiiodumsussavaudisaludunsevesian
vdefliuins esnfuslamiufienulindalusaudviomsuimaduiiuguidauivie
nsuinstulauamiifmnzautuneigdoduiendsly vieeaarFenldin inmudud
T Manduinfetdueasintulianndvinansuen egratu msduasus NIRRT |
Ussfaeivesdum simdui swluianisuendevenms@giunselinauilidaduausing
sofaufmiennaud Jsaonadeaiunudees Phanat [30] hnsAnwies Tuiaidaaniug
SvswavasamuamngliUINg uazauAiiusifderuliidedels anufionela msvendeuay
mSﬂé’wﬂ%ﬁmisgwaqgﬂﬁwﬁ@’wr]’ﬁﬁuvl,w&ﬁi’ﬁm QL) Nan15ANY MUY ANUTHelaliBvEna
‘mqmﬂﬁiamiﬂé’umﬂ%ﬁmi%maqﬂﬁh na1Ife f’hQ’U’%Iﬂﬂﬁmmﬁqwdﬁﬂumi%aﬁuﬁwuuwamm%m
gaulavvos Shopee unamesueaulavos Shopee anfusdonusniiindailofosnstodud
Tuadesioly ShosdluBeusududanunaniosuosulatives Shopee agiaue fanuddlafiazio
dudanunannesusoulaives Shopee mndasnsdenduiall danuiavelalunsusnsmds
nmsvevesunanosuosulataes Shopee waziinulingainduianunanesuesulatvss
Shopee ﬁ@mmwﬁ%ﬁmaﬁﬁuﬁmﬂé“uuﬁ%@sgwuuLLwamWa%maauiaﬂ Shopee Bnasdlusunnan
asuliin mnfuilaafienufisnelamntuasshlindusndesnanniuludae

£7l Parichart Journal Thaksin University Digital Marketing Strategy on Shopee Online Platform
Vol. 36 No. 3 (July - September 2023) that Affect Repurchased Decision of Consumers in Phuket




3. nagnsnisnanfdviavuwnaniasueaulaives Shopee Usznaudieduiulus/
weunaadu nsnanalaien aanmanediEnnselind asewdusn uasdedenu duwadents
dnduladadnvasfuilnaludmingiin msnesouaufigiunisidesomsinaesiaunmsanney
WA Nl FuUsdasehie nagnsn1IRaIARaTia a1NnsnetuIEAIURLLUTYRIRILUIIY AB
nsinduladet li¥esay 7.0 wevnaidenSidmusnd sudssasedinam WerhanSswnumin
nanszunnaluTes tdud sumseanaidaienn sudedny duiuled/weundindu druases
Wiusn Lagsnuanvnediannsednd auaiu EiﬂwaGiamié'fm3141%16‘?57@%?{1awﬁu’%lﬂﬂiu%’wi’mgLﬁm
agnafitfdfyneadifiszdiu .05 denadesiuauidoves Tamprasert [4] fifnw13odrinaves
nsratauUUATTiadensdindulatovesuslnangussianisndisdidnnsetind Tuaamin

a Y £% @

NFUMNUNIUAT NUT HANISNAFDUANNAFIUNIAILUUAIYTA Auduled duniseaialailem

MusnmneBiannseling duasemtusn uwavdudediny T8vsnasenisindulatevesiuilan

'
a

ngugania manndsdaidnnsetndlummdmiangunmumuas fsydudeddamaain 05 i
L‘f]ul;wmzﬂaqwa‘mimmma%ﬁas‘]’nﬁmméﬁﬁag&iamséfm?mh%asgwuuwamﬂ/\lai‘uaaulaﬁ Shopee
Seilshuussasein 5 dhuvs amnsaviunensirauladeduuunanriasuesulal Shopee vos
Fuslnaludmdagin Suiily Wiunnuddguesnagnsmsnainadvialumsthaldidueiesioly
nsdeansmsgsiauasifinseneliiugusznounsludmingiin aenndesiy Pipatseritham [8]
finanin manaeRavialuedosdiefitinnisnana Wlunsfndedeasiunguimmneifioainsnis
Sushaudn Ussmnduiug aauusud uazauenvis vuasesdledidnnsetind enii aundvliy
wiuidn Aeufiamesiindn

dalauaLug
1. dasuauuzlumstimanisideluld

Mnuansidendal wandlidivinagvsnismanafaviauuunanosuoeulatives Shopee
dwaste mssnaulatos wosuilneludmingiin viliideideiauouusnanisifoiftoduums
TunsuszneussiaiuAuuuwanslefuseulaiues Shopee iatammsooulatidu q wavannsa
fsruminsuienagnsnisnaiaifiefagaliguslaaianisdosuuunaniesusoulavve
Shopee il

1. nagmdmananaRaviauuunanesuosulatives Shopee funsmaraidadomn du
nagnsmsmanRAaTidmarensindulateswosulaaluiminginnnilgaiususuusn daly
fusznounisgsia msimunasasuseulatives Shopee Tnstiauaiiomiiduussloviifen
fuAudn uandliiudisnaudn vesnan i oraBsuiioulriiufsmuuansinsssninsdudnisiming
ruunasesueeyladues Shopee fuunasosussulaiou «q Sruusndnstueendls wenanil
nsthiauaifemmsjutiumiuaineassd au wiemsdeasmenmuiedendvoman s
vietoyadu q MiduuseloviunguslnalifnnsenuasliifugBu wowiu Traffic TunsdniBesm
unaosuoaulatives Shopee wndatuundinsiiugeanelusuian

nagnsmMsaanaddnauuuwaawosuooulativon Shopee 215a1sUNSBI0 UKIDINENaENNGU BEES
Adowacdonsaadulogodwovwus nAluvoK3anIna UA 36 aUuA 3 (NSNNIAU - NUENBU 2566)




2. sudedsnu fuszneumsgstamsyaiumsdeasvaunanlesussulatives Shopee
Tnoms Tslamsiledoaiifese 1 wu Sansiunsu wetn fnfen gy ma+ fausawanideu
AruARiu Mndunenaryarady 1 1§ waranunsofiesdumdeyauandentodud videiasiiden
loslugunanniasuoaulaives Shopee Lﬁaﬁﬂﬂgimsé'fmﬁu%%a%ﬂuaumm

3. muduled/ueundady mrswauunannesueeulatves Shopee Tianunsaindsle
ogamIniuazdiieienslinu deadenindenliuing etuneulunmsdsdoiavanligeennuay
fimnudasnsie suudsnsswendoyatinas warsemsaudlm q ogrwioiiles ielvguslnaiin
arwavlauazsduladoldluiu

4. fhupsemiiusn Sedutewmidafiddalunsdnddudn é’qﬁ?usliﬂimaumﬁmﬂﬁ
Anudddmiumsiumdeyadum Tnglanznisaunmdeyalu Search Engine 88191u Google
Bing 1Wudu daduuvasvesmsiumdeyase q Aluiileuunivats nsaergdsasing o 7
lanaunsafuidvdodenuniieliunanse suseulatuss Shopee gniumueeagvtus

5. susamneBiannsedng dusgnaumsesiauunanilosueeulaives Shopee lay
madndsduilnafediun Ssanunsnaiennuduiusiatugnénldsressnusedeides Maduaans
wfinaudetoyatmanssa 4 ruddoyaduln q furauls Wiuilne wiouiitumeulumsds
%aﬁué”mwﬁmamﬂ&jmﬂ wazannsatestunazinuanududiuyaravesiiuilan iielviia
ausiulauaglinadagsie

2. Saausuuzlumsisundesialy

1. MnnamsistasiiuliinduysdassTinensalmusudsauliSeras 77 wazdndosay 23
Wuraunandadedu 1 Feumsinmsnumuiudsdassiudniiolildanismennsaifuusn
1nBeu

2. ANV VRULA LUASANET T,mjLa‘wwUﬂaumﬂiuﬂa‘umiLwammauaﬂmmauuauu
nan5358 THTlnnuvannvanefiiund ety eas mﬂiﬁqmaaummaummmnawu

References

[1] Pookerd, D. (2019). Factors affecting product purchasing decision towards shopee
application in Bangkok [Master of Business Administration, Siam University]. https://
e-research.siam.edu/ (In Thai)

[2] Kongkaem, N. (2016). Product and service purchasing behaviors of shopee application’s
users in Thailand [Master of Business Administration, Silpakorn University]. https://
dric.nrct.go.th/Search/SearchDetail/307823 (In Thai)

[3] Chompoo, T. (2021, April 1). Why Shopee is the fastest growing E-Commerce platform in
ASEAN. https://thegrowthmaster.com/case-study/shopee.

[4] Tarnprasert, P. (2018). The influence of digital marketing toward consumer’s buying decision
viae-commerce in Bangkok. [Master of Business Administration, Bangkok University.
http://dspace.bu.ac.th/bitstream/123456789/2865/1/pornphan_tam.pdf (In Thai)

Parichart Journal Thaksin University Digital Marketing Strategy on Shopee Online Platform
Vol. 36 No. 3 (July - September 2023) that Affect Repurchased Decision of Consumers in Phuket




[5] Godes, D., & Silva, J. C. (2012). Sequential and temporal dynamics of online opinion.
Marketing Science, 31(3), 448-473.

[6] CMGF Secretariat Thailand. (2020). Data analysis report: Household income and expendiiture
statistics 14 provinces and southern provinces 2020. Office of the Secretariat of the
Council of Ministers and Provincial Governors, Prince of Songkla University. (In Thai)

[7] Reitzen, J. (2007, April 26). What is digital marketing. http://www.mobilestorm.com/
resouces/digital-marketing-blog/what-isdigitalmarketing.

[8] Pipatseritham, K. (2017, December 28). Digital marketing. https://marketeeronline.co/
archives/6366. (In Thai)

[9] Kotler, P. (2017). Marketing 4.0: Moving from traditional to digital Hoboken. John Wiley & Sons.

[10] Yang, T. A, Kim, D. J,, Dhalwani, V., & Vu, T. K. (2008). The 8C framework as a reference
model for collaborative value webs in the context of web 2.0. Proceedings of the
41st Annual Hawaii International Conference on System Sciences, Hawaii, USA, pp.
319-319.

[11] Adisak, K. (2020, January 2). Here’s a summary of everything content marketing you need
to read: What it is, why it is used, and detailed examples. https://theprocontent.
com (In Thai)

[12] Linn, M. (2014, October 10). How to build a better content marketing strategy. https://
contentmarketinginstitute.com/2014/10/build-content-marketing-strategy.

[13] Imprasert, K. (2022). Using digital marketing tools for consumers to make purchasing
decisions easier. academic article. Business Administration Journal Ratchaphruek
University, 1(1), 1-15. (In Thai)

[14] Rutz, O. J. and R. E. Bucklin (2011). From generic to branded: A model of spillover
dynamics in paid search advertising. Journal of Marketing Research, 48(1), 87-102.

[15] Kaur, G. (2016). Social media marketing. Asian Journal of Multidisciplinary Studies, 4(6),
34-36.

[16] Panthura, K. (2018). Consumers perceived value and repurchase intention of consumers
toward OTOP food products. NIDA Development journal, 53(3). 201-230. (In Thai)

[17] Dodds, W. B., Monroe, K. B. and Grewal, D. (1991). Effects of price, brand, and store
information on buyers’ product evaluations. Journal of Marketing Research, 28(3),
307-319.

[18] Terblanche, N. S. (2009). Do quality, value, satisfaction and loyalty differ among different
cultural groups of KFC customers. In Proceedings in the Conference on Sustainable
Management and Marketing. pp.1-8. Australia: Melbourne, Victoria.

[19] Hellier, P. K. and et al. (2003) Customer repurchase intention: A general structural
equation model. European Journal of Marketing, 37(11-12), 1762-1800.

nagnsmMsaanaddnauuuwaawosuooulativon Shopee 215a1sUNSBI0 UKIINENaENNGU BER
Adowacdonsaadulogodwovwus nAluvoK3anIna UA 36 aUuA 3 (NSNNIAU - NUENBU 2566)




[20] Schiffman, L. G., & Kanuk. L. L. (2004). Consumer behavior (8" ed.). Pearson Education
International.

[21] Phanthu, S. (2019). Factors affecting reorder buying intention for herb supplementary
products in online. [Master of Business Administration, Valaya Alongkorn Rajabhat
University]. http://grad.vru.ac.th/ (In Thai)

[22] Wongchareanpone, H. (2022). Digital marketing affecting to customer satisfaction and
customer loyalty. [Master of Business Administration, Uttaradit Rajabhat University].
http://202.29.52.112/dspace/bitstream/123456789/144/1/61553490103.pdf (In Thai)

[23] Wanitbancha, K. (2007). Statistical analysis: Statistics for management and research
(10" ed.). Chulalongkorn University Printing House. (In Thai)

[24] Kerlinger, F. (1972). The study and measurement of values and attitudes. Washington,
D.C.: Eric Clearinghouse.

[25] Phuket Provincial Statistical Office. (2019). Phuket Province Statistics Report. http://
phuket.nso.go.th/

[26] Ryan, D., & J. Calvin. (2009). Understanding digital marketing: Marketing strategies for
engaging the digital generation. University of Michigan Kogan.

[27] Yaipairote, N. (2559). Digital marketing concept & case study. IDC Premier Company
Limited. (In Thai)

[28] Abdel, F., & Khaled, A. (2021). The effect of digital marketing on purchasing decisions: A
case study in Jordan. Journal of Asian Finance: Economics and Business, 8(5), 455-463.

[29] Singto, B. (2560). Shopping behavior and factors affecting the repurchase intention of
customers in Jatujak Market. [Master of Business Administration, Bangkok University].
http://dspace.bu.ac.th/handle/123456789/2257 (In Thai)

[30] Phanat, N. (2013). A causal relationship model of the influences of service quality and
perceived value on trust, satisfaction, word of mouth and repurchase of Thai
Airways International Public Company Limited. [Master of Business Administration,
Bangkok University]. http://dspace.bu.ac.th/bitstream/123456789/1139/4/
Nuananong.Phan.pdf (In Thai)

Parichart Journal Thaksin University Digital Marketing Strategy on Shopee Online Platform
Vol. 36 No. 3 (July - September 2023) that Affect Repurchased Decision of Consumers in Phuket




