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Relationships Between Online Marketing Strategy and Marketing Success
of Electronics Retail Businesses in Thailand

Yaowaluck Mungwongsa' Daranee Ketchompu®

Abstract

his research article aim to study is attempts to investigate the relationships between

online marketing strategy and marketing success. The research employed a quantitative
method. The data collection was designed to be conducted with executives by the mailed survey
of electronic retail businesses in Thailand, 91 Marketing questionnaires mailed survey were used
for data analyses. Furthermore, the statistical testing was used percentage, mean, standard
deviation, and multiple correlation analysis, while multiple regression analysis for the hypotheses
testing.

Findings are as follows: (1) Online marketing strategy, image, and brand creation had
relationships with marketing position. (2) Online marketing strategy, reliable information
presenting had relationships with reducing the cost of advertising, and customer satisfaction.
(3) Online marketing strategy, customer relationships had relationships with reducing the cost of
advertising, and customer satisfaction. (4) Online marketing strategy and customer reliability had
relationships with increasing revenue and marketing position. (5) Online marketing strategy and

product development have no relationships and have a negative influence on marketing success.
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1l 2563 fyargefiandndefududi 2 lasd
yaA10gAs1uIL 2.17 druduun (57.39%)
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osfnaiulmmMessATNNEstu (Ngeminta, Jhundra
-indra, & Charpavang, 2020, p. 34) 9819l5AA
nagnsnisnaineeulauiinnuddyuazivindu
nayuatiazanansnasadeldiuTeumanisudedy
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UsaenulmingueteeAns Usenausme nMsasg
ANaNwAUaLAI1EUAT (image and brand
creation) A1SWAIUNEAUAT (product develop-
ment) miﬁ%aumj”agaﬁﬁ%%aﬁa (reliable
content) M3aieANUFNRUSTUaNAT (customer
relationship) LLasmsasﬁ”wammﬁu%iﬁqﬂﬁﬂ
(customer confidence) (Department of Business
Development, 2014) ﬁﬂffu ATAS9NITHBUAUD
seninneiuuslaaegaiivszdvsnmsndu
F93991/ENTEUIUNITINMNUNNITAAIAT D
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\WhvsneuazinguszasAiinimun dsnagnsnis
pamooulaviuduisnilsfianunsavildednsd
Uszdniamuazirlugnisuszauvainudisa
NINITAAA

AMLESAINIINSAAIR (marketing success)
Duradnsiiaannsiiduianssumaniseann
flau13aneUaLeIAINFBINITYDIgNAILAL
Ynseilenanemsnain Weliinuszansam
wazUsednsua Wnlugnisussaudavanenianis
MaA UsEnaunig Aun1sanauyunIsiauaLae
UsevdunuS (advertising cost reduction) AU
mmﬁqwﬂwaa@ﬂﬁw (customer satisfaction)
Funsiinduresseld (revenue increase) way
FURLMII9N150a1R (market position) @4
peANIYNBIANTITABInsEnnuazlinudAgy
seAUENSINIINITNaIn Inenngednsifldi
Rendeatudidnnsednd Ainsldnagnsnismann
soulatifimiisliminAudnsanienisnaindia
UszanSamannivanaiinaiunudidnediy §ide
FeaulafnuiFeanuduiusseninanagnsnis
patnoaulatilarAUdSINNIAAINTIgIAY
Aruandiannsedndlulsyinalne lagil
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gafafUandidnvsetinduargsfadug annsath
nagnsnisnarneeulatluuszendlisiely

2. vtedudeiausuuzlyigfiagsingsialu
au1An @11150U1 lUIUHUNINITAAIATUNTT
WALNBIANTUAENITHAUIYARINTAIUNITAATA

3. iioidudoaumelunsiaungsiaduan
dudnnsefindliindnenmlunisudstuuazasne

JalaiUseulunisudsdutegsnalueunn

wunAn Nul wazeiseiinedes
wuIRANagnsn1InaIneaulal
nagnsn1smaneaulall (online marketing
strategy) +Jun3zUIUNITIUNITIIUNUNI9NTS
paraEuBumediin Wewsundidonieat
WUTUS WAnwe vieusnis lussiflenaidy
gninivzteyiliiAndneammsnisudsduuas
Uiiqmmﬂmmwmaﬂﬁﬂi (Department of
Business Development, 2014) Usenaumie
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ANNENLTININNTAAIN (Marketing success)
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(Online Marketing Strategy--MST)
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Y

(Marketing Success)

NI 1 AFDUBLLIANUAATNIELUNSIVE

AUAFIUYBINTINY
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Ypsg3nafUandidnselindlulszmalne
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auyRgui 3 (H3): nagnénisnaineslall
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LAENANTENUAUANANTINNNITAAINVDIGINA
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Development, 2021) wazngudiogis laun
Juimsdienisnaingsiadiudndiannselingd
Tusswelng 1938msduiegnauvuntstungd
faen15.0AR1519 Krejcie and Morgan (1970)
(Srisa-ard, 2010, pp. 99-100) §1u3u 400 AU 1Ag
n1sdsuuvanunIunslsudld s8nine ey
fguieu-iugneu 2565 H5UNsnaUNauLasnIIa
#0UAINANYTAVRMUUADUNTN TIUIU 91 YA
Andudesay 22.75 uleldlunsiinsgvideya
@onnaeInUu Aaker, Kumar, and Day (2001) i
Na1In AeelldnsINIneUNaUBLtiay Seeay 20
Jevzhodeensula

wdaedlafildluniside

siseadidlduuvasvaudundesied
fauBumaringUszasd uaznsouuuiAn 16k
mimnaa‘uammwmmLﬂ%@ﬂﬁa TR 1SRITAN
mmLﬁsmsu%aLﬁfamf\nﬂﬁﬁaww U
3 viru ntuilunesesldnguiiegesiuau
30 AL HANITNARDUAIIULTIBINTIUTITWUN
TAYNIINTIFADUAIDIUIRIILUN HAITENIN
0.515-0.838 @anAasdiu Tayraukham (2010)
52U A19IUIATILUNVBIUUUADUAIY AITHAN
Aundn 0.40 wasasradeumauidoiusienis
NAFOUADROANIVDIATOUUIA LA1TERIN 0.641-
0.861 @anAaenu Hair, Black, and Anderson
(2010) 53y3n AANTesuveUUUAB YN
ATHALALAT 0.70
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LuUAB UL UseDN U 4 nau Usenausie
poudl 1 Yeyaviluveauimsiienisnainves
ganafUaNBIansetind S1uau 7 To wagmeud 2
Foyavhluvesgsfaruandidnvselindluuszime
e 9131 5 do Snvazuuudeunanduwuunsia
@0UTI8M3 (checklist) syl 3 AmAnuiuAeaiy
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AAniuALfUANE IS ITIMIRaa Sy
20 4o dnwaruvugeuauduiuvuinsidiu
Utz (rating scale) 911U 23 79 WUUALATY
w@na (likert scale) (Likert, 1932) Hiseaunsin 5 seau

nsiiusIuTINtaya

T8N sdawuvgeunumslusuald wuuneu
NFUAINTIUIUNGUFIBEN “ABUNGU” Munef
deuuaoununaIavanelUsyildaengolan
AananuddmiivesieIdeifielvnounuy
aouaumeUNAUIN WleruazmInlun e UNU
ldwn Juinisdienisnaingsiad1Uan
Sidnnsedndlulszinalve druu 400 atu Tu
FENIUFBUTUIBU-TUIBU WA, 2565 T1UIU
wuvasuauildFunsmeUNdULaZHUNITNTI
#9UANNYNADITDITBYA T1uu 91 altu lay
annsananiruanIsivinswu

nsAATIEdaya

N153LATIEV T eyan 18ARUNILADT W 1Y
Tusunsudfagu Tneadnldlunsieevideya
Usznausme @dALdanssan (descriptive statistics)
leuA Auade wazdrudsauunasgu uazaia
\WWeayuu (inferential statistics) fenaaeu
ausfg liun medesgianduiuiuunmen
(multiple correlation analysis) LagN1TILATIZH
nTannaekuunNrAd (multiple regression
analysis) LuUTumeu
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HANITIATIZIaANI U YINagNENITRameaulatiLasAIINE W5 NN N TINYeIGTNIAIUEN

Bidnnseunalulsemalne

fiankUs MSS IMB PDM RCT CRM CCD VIFs
X 4.23 4.33 4.49 4.18 4.20 4.30
SD 0.45 0.61 0.46 0.66 0.64 0.62
MSS - 0.604* 0.206 0.710% 0.719*  0.722*
IMB - 0.413* 0.041 0.065 0.820* 3.629
PDM - 0.030 0.081 0.241* 1.276
RCT - 0.925* 0.088 7.011
CRM - 0.121 7.109
CCD - 3.232

1AA1519 1 WUIT Aaudsdassunazanu
finnuduiusiu Fseradadutiym Multicollin-
earity et HRde3aviinisnaaey Multicolline-
arity laglgan VIFs Us1n931 A1 VIFs va3duys
dasznagnsnsnaineeulay Sedaus 1.276-
7.109 Faflentiosndn 10 uaneiduwUsdasyiiny
duusiuwalufiduddgy (Black, 2023, p. 585)
dlefansanmdulssavdanduiusseninadauls

dasznagnsniseaineaulal Tuwsazaiu wuin
fanuduiusfundsauanuduianiniseain
Tnesaa (MSS) eeafitfuddynneadnfissiu 05
TnefAdulseansanduiussemning 0.206-0.722
dlownlunedeuanuduiusseninaiuysdasy
nagnsnisnaineeulatudazsuiufiulIny
F5M9nsnaa Fams1e 2

H1un1sfusesAunIwangudfvinidrsdensasine (TC) aglungun 1 anvdepuanans



M99 2

38759 Uaudianesdanuaans U9 14 atui 1 Wns1eu - wwiey 2567)

127

HANIT AT 1A T ANEN T0ma 0 veNdUsNAgYIsNTsHaImaouladiUAINE 159N 9N 159870

vevgsivAUandianysednalulszmelneg

ANESININITAAIN

(MSS)
nagnsnisnainaaulal (MST) duuszas AIUARTA t Sig
annaYy AfdU
(Beta)  w1AIFIU
SEB
Aasit (O 0.203 0.126 1.606 0.112
AUNITATNANANWAILAZATIAUAT (IMB) 0.081 0.032 2.498* 0.014
AUNITHAIUIEUAT (PDM) -0.009 0.025 -0.361 0.719
sumsiiauedeyaiiundete (RCT) 0.288 0041 7.002* 0000
AuNsasAudiusiugnan (CRM) 0.177 0.043 4.150% 0.000
sumslianusiulafugnéi (CCD) 0.412 0030  13837*  0.000

10159 2 WU Nagnsnisnaineaulall
ATUNITATIN NN BAILAZATIAUAT (IMB) FU

o ¥ ldl ! lﬂl A ¥ b4
NsUNAUDYRYANUILEND (RCT) AI1UNITEITN
ANUdNuSiugnAT (CRM) wagaunisiviaay
fulafugnAn (CCD) fanuduiiusuaznanseny
[ o = 1 N v o w
fuANudIsIINIIRaIn (MST) sgheildedfny
MeadAnsEav .05 dmsunagnsmanainseulatl
Aunsiaudua (POM) liflanuduiusuazdl
a a a [ °o =
dvEnadmuiuaNdSININITAEIR (MST)

n1sanUsgNa

nagnsn1snatneaulal A1UN1TATININ
anuallarnTaum dAnudunusLarNansENUNU
ANdNSanIen1saann (§uuszansonnes =
0.081, p = 0.014) \flpsamn Msaddny ads
yarui uazunnsailyalg lifuaumenutomns
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