BVEWAvDINALNSNITNAINAIVIaNdwasarudNS

vasgsnaiUanHudaniseaulal’
THE INFLUENCE OF DIGITAL MARKETING STRATEGIES ON THE
SUCCESS OF ONLINE RETAIL BUSINESSES

fnstiud Agawdnng’, 81303 Junsnu’ uas AnAgll wiunas®
Phattharanan Kanchanawiphaphon!, Savitree Chanwan? and Kittiphum Phanthong?
P Inenagussniisuy
*Northern College, Thailand
Corresponding Author’s Email: Sikharinamn@gmail.com

WNULUNAIY © 19 ga1Ax 2568; TuunluunAiy 2 wgaRneu 2568; Juneuiuunaig : 4 weeRnieu 2568

Received 19 October 2025; Revised 2 November 2025; Accepted 4 November 2025

UNANED

N7IdeaTelidnguszasaiiie 1) ANw1seAunagnsnNIsnaInfnIviavesssnam

Uanuugesmnsesulau 2) Anwiszauanudiiiesssiamuananugemisesulay

'
v a

3) ATIENNALNTNITNAIAATT AN AN 0ANFNSIVRITINIAIUENNIUYDINIY

saulaw 1Wun133de1@aUsuna Ussrnsuaznquiie s Ae 101veegsianUanues
HANNSEeN1IAaInvesgInantUaniudwminain d1uiu 330 au Tnglyuuvuasuniuly

¢ v '

nsiuTiusveya abanlylunsiesisnveya wa1Aud sesas ALalY @iu
o - I3 . . .
WeauUNIATEIU KaZN1TIATIERNNTARNRENA AL (Multiple Regression Analysis)

LNOVAFBUDNSNAVDIN ILUS

Citation:

(CIoEO/

fnsiium AYauiInIng, a1ing Funsu uae AnAni Wumes. (2568). §w%wasuaqﬂﬁqmémimmmﬁ%ﬁﬁﬁémmﬂ@
mmﬁwL%%mﬁqiﬁﬂﬁ?ﬂﬂﬁnc\i’mﬂiaamaaaulmj. ’J'ﬁﬁ’liawmam%miﬁ'ﬁuu’lﬁﬂﬂm, 3(6), 387-402.
Phattharanan Kanchanawiphaphon, Savitree Chanwan and Kittiphum Phanthong. (2025).
The Influence Of Digital Marketing Strategies On The Success Of Online Retail Businesses.
Journal of Interdisciplinary Social Development, 3(6), 387-402,;

DOI: https://doi.org/10.
Website: https://so12.tci-thaijo.org/index.php/JISDIADP,



https://doi.org/10
https://so12.tci-thaijo.org/index.php/JISDIADP/

388 | Journal of Interdisciplinary Social Development (JISDIADP) Vol.3 No.6(November-December 2025) &5

NANTSIVENNUIN
1) sEAUNENSNIIAINATavegsRamUankusemeeulau Tnesiueyly
sEAUNIN (Mean = 4.04, SD = 0.80) {aNa15ITI8ANY WU HRBUKUUEDUAM
o w - ¥ i a A a P ¥ ° L
AUEIRY Ao arunisleleloadife s99asuife aun1svilavuiesulau a1y

< a

msamaiion wagaunsnainnIudiua sfuaudfaresgsianudneeula
Tnosauegluseiuann (Mean = 4.08, SD = 0.85) Auddiygedgn Ao mnuasindng
v03gnAn sesasaAenuianelavesgnan sonusesulat wagnsiulavesgina/
AULINIIA

2) MIATEINagNENTIARATIaTiasmanemLd§IvessAanUANNIY
yosvmaseulay aumslsladeaiife aunisilevaeeulau wagaiunsnain
o TBvEwanerudufavesssiauanuiuremsesulat vurfiaunisaain

o (Y

! a 'aa a ' ] aa
HUBle ludldvsnaseeiidedrAnisana 0.05

o

o o w s

AEALY: NAYNSNITAAINRNG, AUANSA, qiﬁaﬂwﬂﬁﬂaaulau

Abstract

The purposes of this research were: 1) to examine the level of digital
marketing strategies employed by online retail businesses, 2) to investigate the
level of business success among online retail businesses, and 3) to analyze the
influence of digital marketing strategies on the success of online retail businesses.
This study employed a quantitative research approach. The population and
sample consisted of 330 retail business owners and marketing managers in Tak
Province, selected through a questionnaire as the main data collection
instrument. The statistical tools used for data analysis included frequency,
percentage, mean, standard deviation, and multiple regression analysis to test
the influence of variables.

The research findings revealed that:

1) the overall level of digital marketing strategies used by online retail

businesses was high (Mean = 4.04, SD = 0.80). Considering each aspect, the most
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emphasized dimension was social media marketing, followed by online
advertising, content marketing, and email marketing, respectively. The overall
level of business success among online retail businesses was high (Mean = 4.08,
SD = 0.85). The most important indicators were customer loyalty, customer
satisfaction, online sales, and business growth/market share.

2) The analysis of the influence of digital marketing strategies showed that
social media marketing, online advertising, and content marketing had a
significant positive influence on the success of online retail businesses, while
email marketing had no statistically significant influence at the 0.05 level.

Keywords: Digital Marketing Strategy, Business Success, Online Retail Business
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