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Abstract

The purposes of this research were to examine whether 1) digital
marketing influences on purchasing behaviors of One Tambon One Product
in Nonthaburi, and whether 2) digital marketing influences on purchase
decisions to One Tambon One Product in Nonthaburi. The questionnaire was
used as a research tool. The reliability was 0.92. The sample size was 400
people. The used statistics were mean, standard deviation, and multiple
regression analysis. The results of the research revealed that 1) digital marketing
influenced on purchasing behaviors of OTOP products in Nonthaburi at the
statistically significant of .01 level. The independent variable was digital
marketing including social media, websites, search engine optimization, content
marketing, and e-mail, respectively. This could explain that the variation of
the dependent variable as purchasing behavior of OTOP products was at
60.2%, 2) digital marketing influenced on purchase decisions of OTOP products
in Nonthaburi with statistically significant at the .01 level. The independent
variable was digital marketing including social media, websites, content
marketing, search engine optimization, and e-mail, respectively. This could
explain that the variation of the dependent variable as the purchase decision
of OTOP products was at 45.3%.
Keywords: Digital Marketing; Behavior and Buying Decisions; One Tambon

One Product (OTOP)
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