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DIGITAL MARKETING FACTORS AFFECTING CONSUMERS' ONLINE PURCHASE
DECISIONS FOR ELECTRONIC DEVICES IN BANGKOK
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Faculty of Management Sciences, Phuket Rajabhat University '
chanyanut698@gmail.com’, bundit789@gmail.com?

Abstract

This research aimed to investigate 1) the influence of personal factors on consumers' online
purchase decisions for electronic devices in Bangkok and 2) the effects of digtal marketing factors on
consumers' online purchase decisions for electronic  devices in Bangkok This study employed a
quantitative research approach. The sample consisted of 400 consumers residing in Bangkok who had
previously purchased electronic devices through online channels. The sample size was determined
using Cochran's formula, and convenience sampling was employed. The research instrument was a
five-point Likert scale questionnaire, which was tested for content validity and reliability. Data
were analyzed using descriptive and inferential statistics.

The findings revealed that respondents rated digital marketing factors at a high level (X
=4.10, S.D. = 0.49), while their overall online purchase decisions for electronic devices were also
at a high level (X = 4.13, S.D. = 0.43). Hypothesis testing indicated that consumers of different age
groups differed significantly in their online purchase decisions for electronic devices at the .05
significance level, whereas no statistically significant differences were found in terms of gender,
educational level, occupation, and monthly income. Digital marketing factors jointly explained
49.90% of the variance in purchase decisions (Adjusted R? = 0.499). Product-related digital content
(B = 0305, p < .001), online reviews and user opinions (B = 0.264, p < .001), social media
advertising (B = 0.152, p = .002), and influencer marketing (B = 0.118, p = .005) had significant
positive effects on consumers' purchase decisions, whereas online promotions had no significant
effect (p > .05). These findings indicate that providing high-quality digital content and enhancing
credibility through customer reviews are important factors in supporting consumers' online

purchase decisions for electronic devices.

Keywords: Digital Marketing, Online Purchase Decisions, Electronic Devices
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