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Abstract

The objectives of this research were to: (1) investigate the influence of digital marketing
strategies on consumers’ purchase intention toward community products in Upper Northeastern
Thailand Region 1 and (2) test the goodness-of-fit between the hypothesized model and
empirical data. The study focused on five key components of digital marketing: content
marketing, email marketing, search engine optimization, social media marketing, and online
marketplace marketing. The sample consisted of 400 consumers who were familiar with and
interested in community products, selected using multi-stage sampling. Data were collected
through questionnaires and analyzed using Structural Equation Modeling (SEM).

The research findings revealed that the model fit the empirical data well (X/df = 2.802,
GFl = 0.862, CFl = 0.924, TLI = 0.910, RMSEA = 0.075, SRMR = 0.050). Social media marketing
exerted the strongest influence on purchase intention, followed by search engine optimization,
whereas content marketing, email marketing, and online marketplace marketing did not have
a statistically significant effect on consumers’ purchase intention. This research expands the
body of knowledge on digital marketing within the context of community products, which differs
from general business contexts. Furthermore, it offers strategic approaches for community
entrepreneurs to focus on social media marketing in conjunction with search engine optimization

to build trust and increase online visibility and accessibility for coommunity products.

Keywords: Digital Marketing, Purchase Intention, Community Products, Social Media Marketing,
Structural Equation Modeling (SEM)
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Digital Tool Core Mechanism Related Research

Content Publish content to attract ~ Baltes (2015); Alkharabsheh & Zhen (2021);

Marketing and retain customer base  Nimtrakool & Saisanit (2023)

Email Maintain relationships  Chaffey & Ellis Chadwick (2019); Omar &

Marketing and stimulate repeat Atteya(2020); Tezinde et al (2002); Nimtrakool
purchases & Saisanit (2023); O’Shea & Tungsawat (2022)

Search Engine Build visibility and Zhang & Cabage (2017); Killoran (2013);

Optimization credibility Al-Azzam & Al-Mizeed (2021); Choi et al.

(SEO)

(2017); Nimtrakool & Saisanit (2023); O’Shea &
Tungsawat (2022)
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Table 1 Synthesis of Related Research (Cont.)

Digital Tool

Core Mechanism

Related Research

Social Media
Marketing

Build brand awareness,
electronic word-of-
mouth, and online

communities

Ben Ameur & Ben Rached (2024); Al Azzam
& Al Mizeed (2021); Nimtrakool & Saisanit
(2023); O’Shea & Tungsawat (2022)

Marketplace
Marketing

Increase product
accessibility and
purchase convenience,

boost sales

Hanninen, Smedlund, and Mitronen (2018)
Alkharabsheh & Zhen (2021)

ASAULRIAA KNS

NATBENRIUINTBUlRETWLIANYBY Kotler

etal. 2017)\uiugunguivan ysannssauiu

NTOULUIAAITIUTEINY (Empirical-Based

Framework) N&9LAS1£M91NNISNUNIUINY

Digital Marketing

e e e B

Content Marketing

Email Marketing

a v

378NN UABIAUSENBUNITAAIARIN AN
5 Uszan daanunslageluusunduaiyusy

naudminatans Jueeniduunilonauuuy 1
AauanslunIng 1

Search Engine Optimization

Social Media Marketing

Marketplace Marketing

Purchase Intention

Figure 1 Research Conceptual Framework
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Table 2 Distribution of Population and Sample by Province

Province Population Percentage Sample Size
Udon Thani 1,433,755 43.29 173
Nong Khai 515,695 15.57 62
Loei 626,203 18.91 76
Nong Bua Lam Phu 321,323 9.70 39
Bueng Kan 415,014 12.53 50
Total 3,311,990 100 400

Source: The Bureau of Registration Administration (2023)
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Table 3 Distribution of Sample by District (Nong Khai Province Case)

District Population Percentage Sample Size
Mueang Nong Khai 132,165 49.87 31
Sri Chiang Mai 29,745 11.22 7
Sangkhom 25,632 9.67 6
Fao Rai 50,835 19.18 12
Sakhrai 26,626 10.06 6
Total 265,003 100 62
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1984)
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Table 4 Results of Measurement Instrument Quality Assessment: Factor Loadings, CR, AVE,

MSV, and MaxR(H)

Average  Maximum
Factor = Composite Maximal
Variance Shared
Latent Variables and Observed Variables Loading  Reliability Reliability
Extracted  Variance
N (CR) (MaxR(H))
(AVE) (MSV)
Content Marketing (Content) (& = 0.905) 0.822 0.607 0.506 0.826
You noticed content related to the product (C1) 0.736
You like content related to the product (C2) 0.804
You think the content displayed is appropriate for 0.796
the product (C3)
Email Marketing (Email) (@ = 0.876) 0.944 0.772 0.371 0.949
Email plays an important role in changing your 0.856
attitude toward the brand (E1)
Email plays an important role in building a 0.891

relationship between you and the business (E2)
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Table 4 Results of Measurement Instrument Quality Assessment: Factor Loadings, CR, AVE, MSV,
and MaxR(H) (Cont.)

Average  Maximum

Factor = Composite Maximal
Variance Shared
Latent Variables and Observed Variables Loading  Reliability Reliability
Extracted  Variance
N (CR) (MaxR(H))
(AVE) (MSV)
Email helps create brand awareness (E3) 0.918
Email helps create brand recognition (E4) 0.904
You often check various promotional emails (E5) 0.820
Search Engine Optimization (SEO) 0.866 0.619 0.470 0.869
(o =0.894)
When you search for a store, you often click on 0.743
the link to stores that are in the top ranks of the search
results page (Sel)
Links to stores that are in the top ranks of the 0.810
search results page make you feel that the store is
credible (Se2)
You often click on website links from search results 0.820
that have short or easy-to-understand names and
include important keywords (Se3)
You often click on websites that have 0.771
advertisements on search engine providers (Sed)
Social Media Marketing (Social) (& = 0.911) 0.872 0.629 0.580 0.873
Social media advertising stimulates your interest to 0.791
click to view the content (S1)
You are proud to tell others about purchasing 0.814
products on social media (52)
You recommend others to purchase products on 0.767

social media (S3)

You enjoy purchasing products on social media due 0.801

to the quality of service (S4)

Marketplace Marketing 0.881 0.648 0.511 0.882
(Market_P) (& = 0.883)

Sellers on the platform respond to service quickly 0.808
(M1)

The platform provides assurance that it sells quality ~ 0.831

products and services (M2)

The platform has a help system that can answer 0.810

questions and solve various problems (M3)

The platform has a system that specifically meets

individual needs (M4) 0171
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Table 4 Results of Measurement Instrument Quality Assessment: Factor Loadings, CR, AVE, MSV,
and MaxR(H) (Cont.)

Average  Maximum

Factor = Composite Maximal

Variance Shared
Latent Variables and Observed Variables Loading  Reliability Reliability

Extracted  Variance
o)) (CR) (MaxR(H))

(AVE) (MsV)
Purchase Intention (purchase_intention)
- 0.868 0.621 0.580 0.868

(o =0.932)

You intend to purchase online products in the near 0.794

future (purchase_in1)

You can purchase online products and take part in 0.784
promotional activities such as receiving discount
coupons and discount codes from online stores

(purchase_in2)

You strongly intend to change your product 0.789
purchasing format from in-store to online channel

(purchase in3)

While browsing products, you often plan to 0.786

proceed with online product purchasing (purchase_in4)

Note: n = 400, A > 0.7, a > 0.7, CR > 0.7, AVE > 0.5, MaxR(H) > CR, MSV < AVE

Table 5 Model Fit Indices for CFA

Model Fit Index CFA Acceptable References
Threshold
X/df 2.988 < 3.00 Kline (2011); Hooper et al. (2008)
GFI 0.850 > 0.85 Hooper et al. (2008); Hu ez Bentler
(1999)
CFI 0.915 > 0.90 Hu and Bentler (1999)
TLI 0.901 > 0.90 Hu and Bentler (1999)
RMSEA 0.079 < 0.08 Browne and Cudeck (1992); Hu and
Bentler (1999)
SRMR 0.050 < 0.08 Hu and Bentler (1999)
Note: n = 400
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Table 6 Results of Discriminant Validity Analysis

Purchase
Content Email SEO Social Market_p -
Intention
Content 0.779
Email 0.609%*** 0.879
SEO 0.634%*** 0.356%** 0.787
Social 0.7171%** 0.440%** 0.663%** 0.793
Market_p 0.644%** 0.536%** 0.685%** 0.715%* 0.805
Purchase 0.580*** 0.402%** 0.606*** 0.762%** 0.618*** 0.788
Intention

Note: The diagonal values are the square roots of the average variance extracted (AVE), and *** indicates

significance at the .001 level (p < 0.001).
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Figure 2 Structural Equation Model and Path Relationships
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Table 7 Results of Hypothesis Testing and Statistics of Latent Variables

Path Standard ) Hypothesis
Hypothesis Path t-value
Coefficient () Error (SE) Test Result
H1 Content --> Purchase -0.027 -0.271 0.093 Rejected
Intention
H2 Email --> Purchase 0.068 1.052 0.039 Rejected
Intention
H3 SEO --> Purchase 0.171 2.109* 0.061 0.602 Accepted
Intention .
Ha Social --> Purchase 0.622 6.331%*% 0.093 Accepted
Intention
H5 Market P --> Purchase 0.023 0.285 0.080 Rejected
Intention

Note: *** indicates significance at the .001 level (p < 0.001), and *indicates significance at the .05 level (p < 0.05)
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éf@ﬁuiﬁaﬁué’wmummﬂmi%’uﬁmqé’mu
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