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Abstract

This research aimed to study the level of digital marketing and decision-making on
purchasing products via social media, and to examine the influence of digital marketing on
decision-making on purchasing products via social media. This study employed a quantitative
research approach. The sample group consisted of 400 internet users who shopped through
social media, selected by purposive sampling. The data were analyzed using frequency,
mean, standard deviation, and multiple regression analysis. The results indicated that the
overall level of digital marketing was high. In addition, the overall and individual aspects of
purchasing decisions made through social media were also at a high level. Furthermore, the
factors of social media, websites, and content marketing were found to have a statistically
significant influence on purchase decisions through social media platforms at the 0.05 level.
The findings of this study can be applied to digital marketing strategies, particularly for businesses
operating through social media platforms. Businesses should focus on creating engaging
content, optimizing their websites, and building continuous customer relationships through
social media. Moreover, digital marketing plays a crucial role in shaping consumer behavior,
especially through social media platforms. Therefore, businesses should adapt to changing
consumer trends and prioritize the use of social media and the development of high-quality

digital content to motivate consumers and build trust in purchasing decisions.
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Usznaume 1) Msuitemnusdednis 2) nsuarndaya 3) msuseidumaden 4) nsandula
way 5) Uszaunsaludaniste sausavan 20 48

mavageuAiasiodte
msamaaeuguneiede TagliiTeivgdiuau 3 viu lunisamaaeuaunss (Validity) wu
AvewyiinuaennfessEitlomamiuTngUusasd (100) wiazdaliA 10C aglutig 0.67-1.00
wanshmnuenitanuaenadotulisumesusuas inqusvassuesniside thlvlflunsf
swsmdeyanuddeld dmsunismeanuiesiy Reliability) Tnsnsiuuuasunslunaasdld
(Try Out) funduyarafifidnuazadendsiunguiegniads S1uu 30 au iensaaouaudesiu
(Reliability) vauuudpuany TnemunmduUssansuear (a-Coefficient) #1375909ATOULA
NAMTALATIEIINUT uuvasuamiimAIdesiusinty 0.916 egeninnasisnasgiuidivunly
@nn 0.70) [24] wansdemnuuilug wazanuideiieveuedesiioderldlunsinm

nsiiusausandoua
WHI91NN1IATIVEOUAMA TR ULED UM {ATelMnuTuTndeyadmenues 9nglidumnesidn
Tunsdendeduinriudedsruesulaflulsymdlne Iafivteyarunuuaeuniueeulal (online
questionnaire) Wneasuuudeuaueeulalulugdesaulay wu Facebook mumaiiduseeulay
uay Line dov1edud $1uau 400 9 Tnsvennuimdlednouuuuasuanilinsendeyaniuai
Juese delduuvaeuniuasudiungy linT19aeUAINYNARIURIAIRDY mﬂﬁ?uﬁﬁagaﬁié’m
Mnsiaszvinely

nsaAssideya

nsldadRFanssnnn W aud Sosar Aiads uardmuidsnuumnsgu aniuidldans
FeynuiitennaeuaLLAgIunsIdonismainaavia Usznousae 1) Uiuled 2) nanaadaiion
3) AmneBlEnnsednd 4) Asomtiusn uay 5) dedeny Tidwmasensiadulatodudriudedny
saulatl arldmsimeiveyameatifnnnaenyan (Multiple Regression Analysis)

a o
ayunan1sivy
1. namsAnsendayanluvasgnaunuuaauniy

wud nquiegsdulugilumends fong 31 - 40 U In1sfnwiseiuuSages daulwgvinendn

o

e

winauuisnieny Iseldadeseifiou 15,000 - 25,000 um wwnaidnaulafedumpedoins

¥
A a v =

ANNAEAINAUTIELLRINEINNSaEaNTRlanan 24 FalUe ASLEINTRAUAINSBUINITHIUNY
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Facebook ienteaufundu aruilumstedudn 4 - 6 aSwaiou S1uauduiie 501 - 1,000 v
F158RUNIUNTINGINTIURaUlaUNILLON 5UIANT LLaxqﬂﬂaﬁﬁéwﬁwaGiaﬂ'ﬁﬁmﬁuiﬁ]ﬁq?gaﬁuﬁw
fio dndulasgnuleg

2. uamsAaziszauANUAniuvedlidumasiiindanisnanandvia
HANTIATIERNTAAIRRATE Inen wsan Suunluudazaiu 5 a1 Ae 1) Kiuled (Website &
Landing Page) 2) nMsnandailen (Content Marketing) 3) anuiunedLannsednd (E-Mail Marketing)
4) ATRIUNLIN (Search Engine Optimization: SEO) Wag 5) dednu (Social Media Marketing)

Lamasa Table 1

Table 1 Mean and standard deviation of Digital marketing

Digital Marketing Mean S.D. Meaning
Website & Landing Page 4.21 0.67 High
Content Marketing 4.34 0.82 High
E-Mail Marketing 3.89 0.73 High
Search Engine Optimization: SEO 3.67 1.04 High
Social Media Marketing 4.62 0.66 Highest
Total 4.15 0.78 High

971 Table 1 WU NMswa1nddvia lnessegluseduinn fiAnads 4.15,SD. = 0.78 Seaey
anunlutios wuin dedeeu fAeae 4.62, SD. = 0.66 ﬁﬁim*mﬁqm 59984917 A NISAANAT
ilow fidaae 4.34, 0. = 0.82 Buled fAade 4.21, S.0. = 0.67 amnedidnynselind Srnade
3.89, 5.D. = 0.73 wavAsoItiusn SAady 3.67, S.D. = 1.04 ﬁmm?{mﬁ"ﬂqm ANUAIRU

3. wamsinneiszRuauRaiuresflddumeidarenisdnduladodudrude
Feauoaulay

N neinmsinaulateduiiudedruesulat Tnonmsau Suunluusasdu 5 6
Al 1) MIFuUsTerNufinsns 2) nsienandeya 3) MsUsdiumadon 4) nsdndula uag 5) Ussaunsal
wEIN5Te LR Table 2

Table 2 Mean and standard deviation of purchasing decisions via social media.

purchasing decisions via social media Mean S.D Meaning

Problem Recognition 3.78 0.77 High
Information seeking 4.11 0.61 High
Evaluation of alternatives 4.09 0.83 High
Decision 391 0.54 High
Post-purchase experience 4.45 1.09 High

Total 4.23 0.77 High
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2970 Table 2 nuh msdnAuladeruiruAodnusaulay nssauarsesuoglussduan
firiade 4.23, SD. = 0.77 Besdduanunluties wuh Usvaunsaindanisde Seads 4.45,
S.D. = 1.09 fiAadsgean 030w Ao Msumendeya fAuads 4.11, SD. = 0.61 MUseiiums
don flAads 4.09, S.D. = 0.83 msdinauls Teede 3.91, SD. = 0.54 uazn133UFTsNFeINS
fiduady 3.78, S.D. = 0.7 fiAadesan mud iy

4. wamAnninsnanasviaiidamadentsindulatedudrinudedeaueaulad
HANINAEUANLAFIUNITIE BVBnavesnInanRavia Usznaume 1) 1iules 2) msnaadaiion
3) anmneBidnuselind 4) Aseavtiusn uaz 5) Aodau fidswasdensiaduladedudrudedny
soulall Tins1eiidoyanisanneenyan Lagn15nTI9aaUa1 Tolerance wag VIF Buduinlidfitym
ANUNENITUSITINY seninetade (Multicollinearity) Uansds Table 3

Table 3 Regression analysis results of the influence of digital marketing on purchasing decisions

via social media.

Independent variable B Beta t P-value Tolerance VIF
(Constant) 0.958 7.221*  0.000%
Website & Landing Page (X)) 0.345 0.235 1.467 0.003* 691 1.603
Content Marketing X) 0.205 0.163 0.489 0.001* 524 1.771
Social Media Marketing (X))~ 0.679 0.756 1.131*  0.000* 550 1.640

R =0.570, R” = 0.667, SEE = 0.541, F = 186.336

*Statistically significant at the level .05

91N Table 3 NANINAFRUANNAFIU WU nsnapRIvaTdwmasomsinaulatedudru
Aodspuooulat WU MLUTDasE Ao N1sPAIARIYA @unsaDSUIEANRULUTYRILUTAN A
mﬁmﬁﬂa%@%uﬁmmﬁaﬁamaauiaﬂmani{u’%‘lm I§%auay 66.7 (R2=0.667) duilwdou1ann
Hadusnudy o dlediemsieduussansanass (b) Avesulsdassdusesu nui fudeda
dsnasionsinaulededudiudednuesulay Wiy 0.679 sesaun Ae duiuled dwarenis
dnaulatedudinudednuooulat Wity 0345 wasdunseanaBaien dwarenisindulede
Fudrudedsaueaulall Wity 0.205 mudeu Tneiduradeuan
mnmm%auaumiwmﬂizﬁ@aLé’ﬂugﬂﬂsLLW@’ULﬁawsnﬂiaimimmmﬁ%ﬁaﬁdmasiami
auladosudrindoderuooulat 1o
y = a + blx1l+ b2x2+ b3x3
Frtuaunisnennsainsnanandvaidmanenisindulededudiudednuesulal Ao

S)E

y = 0.958 + 0.679 (Fudedanm) + 0.345 (Frudules) + 0.205 (Funspaadaieni)
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1. nansAnwsziuauAniuvelidumesidadenisnainfdvia wui seAunIsean
#dvia Inssauegluszavann WeRinsanidusesu Sosuddussuuuads wuin deden (Social
Media Marketing) fifiadeguan sesatn Ao nisnaimdaiion (Content Marketing) tiulasd
(Website & Landing Page) anvanadidnnseiind (E-Mail Marketing) wagmsasuniinusn (Search
Engine Optimization: SEO) fiAnaassan avvieuliiuinesinsviedussnounisinnudAgiu
nslnagnsmsnannadvialumsieasuardaaiumsugesnaiiuszansam TneleFemuansu
Azuuuads WU Aedennesulat fredgean fseraidennandnuusveunaniosuiidaloma
IhAnmsdeansaesmauuuiiud ihsfuslaeldsuaunn uasiBorenisadeauduiudsyning
wusudtuguslnregteaiies sesaan ¥ud nmemandadon Fadeduesivssnouddiite
fagrenuaulauaziiummniideielitunusud lasamzidlotiauslusUuuuiifinuruaznssiu
awalaveanduitivane Tudwveaiuled whedmuddyluguzuvdsdeyaidumanisuay
Gugudnandlunsdiiugsivesulay udldfuazuuuaissesaun esmnwginssuvesuilna
waslUlmmaulefudeyatinszdu 91015 warlimeuldnnnindeyauuumsenisimiludulednly
dmSuanvunedidnnseding (Email Marketing) T@suasuuuadesn Lﬁanmﬂﬁgﬁiﬂﬂﬁmaumm
sosindudesmsiidadoussinlilfeuaulasedualavan Sniasarnadagiudndnidesy
uazn1saseavthusn ufasunagvsiiaeivszavsnwluedn uiluuduntagiunduiinalusysud
toenin ilesnnduilnadluajuesinudualavan vislilvimuddyfususunsiumsindy
Foyamuituanifiou aufn viediavswanidanseulay nuan1sAnwdnann Slduds
wuilthmwesmsnainfidviaiiciu “nsdidiusiuwaranuindetie” uddy Tnsamzluwnanesu
ffuslneldegidutssd Ssusonsedunsdndulatoldogaiissansnim uenaininisnain
Mvaldianmmaauusaiy Trelunsamiudediva Tnelivemnedavialunisinse
doansituiuslon mniderlfirdestiofmnzaumannuans faslssauaudnianndeiu wenndos
funuIAnes Ryan & Calvin [25) Aldefu1elin Iaﬂﬁﬁﬁaﬁ?uw?%EJuLLUma&UJmaamm AU
ﬁmmm‘luia§ﬂ"ﬂéﬁLﬂ?iﬂu'%%ﬁQ’m&%aﬂmémﬁmﬁﬁw%aﬁmi Q’U'%Inﬂa"suimyﬂ%’naﬁwlﬂﬁuﬁaﬁ%ﬁa
wagsosnsidiusfudBunniy fidunmainidteiadueiesdioluniaddeuslnamand
wardsdonndoeiuuIdeves Imsiug Anueaa [26] wuit nsna1aRdvia lnesauegluseduann
Fasunsmanmiudedsny sefuanuddglussduiinniigafe Wanduideasan L'ﬁam%’aaﬂa
lumsuseneumssindula

2. wamsfnussduanudndiuresglidumesiindenisindulatedudvindodny
oaulal nuh msdduladedudiudedauoeulat Tnesmuarsedueglussduun iofivsan

a

Dusredng wudt Ussaunsaindainiste fiduadegean sesawn fe mswaandeya n1susadiu

o

naden Madindula warnssudiannusieinis fiduadesign avvieuliviuinduilaalinnuddy

o
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dmsumsvssdunaden uasnsdadulade ufasdissduanuAadiulussiuann uddslosnddu
mauasndeya Wesnludedsauosulav §uslnasingnnssduliideruiinulusludunionagns
nsaandnguiuuvilsiiesnuuuinifteliutivlasams JsealiszoznanlunsUsyiiuviefiansan
yadoniiduas uarlufumsiuiimindenis feuadesgn dsoradumnzduilansuaumn
lEnsurnanuddnindiesnsaudlalaonss uindugnnszduliAneusesnislmiudon
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Uszaunsaiseiinluguzinanesudildléiduioundsne dud widaduunasasnausegela
Uszaunsnl uarmsiidusavesiuslaaluynifvesnssuiunstostausivi fweandasiuuuiin
¥4 Schiffman [27] lénavih nedndulate WunisnssviesduslaalumsdadulalugUuuumes
nsdenudning madenamaudn diuan warUTinunsdide dmsumsianisdnaulatedy as
finsananesdusznauauyszns lakwa ANu3an ANUYOU LazdnuMEININgANITINYRINIARAY
Tade aonpdostuuiduves wanssa madsuiady [12] wuth ssduauAniunisiaduladely
naugsiansmdiveBiannsedng Tuwadmiangunnuviues lnenmsan eglusedudanuddy
10 wazdsaonadoaiunuidoes auien anins (28] wui sefummARuesUsTnAReIAY
mindulafeuuunanilesueonlatives Shopee agluszdugs lnsfiduaduegi 4.36
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2. miﬁﬂmsziawwﬁ'L%auiaﬂﬁﬁﬂuiﬁamia?{lamiﬁ’wﬁuiwﬂia‘j (Platform-specific analysis)
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