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The Influence of Digital Marketing and
Customer Engagement on Online Purchase
Intention for OTOP Products in Phrae, Nan,
and Uttaradit Provinces Via Online Platforms
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Abstract

The objective of This research article is to examine the influence of digital marketing
and customer engagement on the intention to purchase OTOP products from Phrae, Nan, and
Uttaradit provinces via online platforms among consumers in Thailand. This study employed
quantitative research. The sample consisted of consumers residing in Thailand, and data were
collected through an online questionnaire. The sampling method utilized was quota sampling,
based on the six geographical regions of Thailand, combined with purposive sampling.
The inclusion criteria for the sample were: (1) having purchased products online at least once
within the past six months, and (2) being interested in or having previously purchased OTOP
products from Phrae, Nan and Uttaradit. After data cleaning and validation, a final sample of
430 valid responses was obtained for analysis. The statistics used for data analysis included
descriptive statistics (percentages and means) and inferential statistics using Structural
Equation Modeling (SEM).

The research findings revealed that the causal relationship model demonstrated a good
fit with the empirical data. The key findings indicated that 1) Digital Marketing had no
statistically significant direct influence on the purchase intention of OTOP products. 2)
Customer Engagement had a significant positive direct influence on the purchase intention for
OTOP products. 3) Digital marketing factors had a positive direct influence on customer
engagement and also exerted a significant indirect influence on the purchase intention for
OTOP products through customer engagement. This demonstrates that Customer Engagement
acts as a full mediator in the relationship between digital marketing and the purchase intention
for OTOP products on online platforms.

Keywords: Digital Marketing, Customer Engagement, Online Purchase Intention, OTOP
Products
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(Engagement-based Strategy) 1 0&319A1U LA LUT sUNIINISUY ST UL URAIn oo Ulal L o198 98U
(Abdourrahmane & Sukhabot, 2014)
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HanfneilenaUresdminums Wi uazanshing inuunasviesuesuladvewiuslnalulsvmelney

TN TIULAzNquineadas

wurRaReafuauAslatie (Purchase Intention)

mm@i’jﬂﬂumisﬁaﬁaL‘wa“hLLUiﬁa‘hﬁ’aﬁm%’mm%’aé’mmwamLﬁaqmm‘ﬁuﬁa%ﬁ’mﬁﬁ
auusiuglunmsvhuengfnssunisdedudmesuilaeluviunresnsdedudnesiuilnagya
A3via anusslalumstedudeslarl (Online Purchase Intention) nanefia Araniulaviouunlii
vosfuslnalunsdedudinudesmesulay dadunadnsainnszuiunmsiul arwAn ensual
n1sUTELU LLazmsmauauaamﬂﬁamzﬁuﬁ@ﬁiﬂﬂlﬁ%’ui (Pavlou, 2003; Gefen et al., 2003)

yquiiuguiitesldtuesnaunsmaglunisiuneusmaionginssuesyans fo ngwd
nMsnseriudanena (Theory of Reasoned Action: TRA) 1auslang Fishbein and Ajzen (1975)
Galdsry woPnssuvesyaraannInnnnsaildaneuiidla fusenoude 1) iruafsongfinss
(Attitude toward the behavior) uaz 2) USIIng1UNERN (Subjective Norms) Tuu3unves
Hansuailonay mnguilaaiviruafdsuindendndoe wu seviduidiiendnual wazlinssuihe
nsatfuayuainngueneds wu aulueseuaiiveifeuatuayuligavyuaudiviosiu Aazdailug
mmﬁmmm&y’ﬂﬁaﬁqﬁu aonAdesiuILAderes Abdourrahmane and Sukhabot (2014) finudn
firunRuaznssuinndsnuiiavinadeaudiladendnsusilenevvasguilna

LUIAA Stimulus-Organism-Response (S-O-R)

NFOULUIAMT NGBS S-O-R Unaualny Mehrabian and Russell (1974) laoaSunalid
dausriAnandwandey (Stimulus: S) wagannzneludslavesifuilaa (Organism: O) agiilug
mansuaussdnginssu (Response: R) Fsnuideatiuiiuszndliuuudians S-O-R Model 1y
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(Online Purchase Intention) Mt un1snauaue g ngAnssuved uslaaAind undaInnI15gn
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817 Facebook, Instagram, TikTok uaz YouTube Litan1sieansuavdauasunisidiusiuvegnan

'
aa o o

fodwnIesdiondinnudrdglunisadnanuduiusivgndduasiluganulingda wazaiudsla

manaaRuIules (Website Marketing) vanedis nisldiivlediugudnanslunisiiaue

%

Tayadud1/uInis uazgailssaunisalidedensinduladove s linuiB suundn Sk

AV

Wules 91uddeved Pinca et al. (2024) nuivlessniinisesnuwuutdeninazlusiudunivunya

Y

aunsaiuauslagelaegaiidudAny

WuIRANSRAIUTINVRIRNAT (Customer Engagement)
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wazngFnssu (Behavioral) (Brodie et AL, 2011; Hollebeek et al., 2014) NMslid1uTILILALYIDUNIY
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A )

Uduiusivanil Iedaidunagnsdrdglunisenseduanusdagevesuilan (Fan7 nszanaue,
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nsAnuildusegndld (Applied) nqufinisnsevdeimasa (Theory of Reasoned Action:
TRA) $afUnseULAndLi-annzaelu-nsnevaues (S-0-R Model) sifusingrudmaud
(Theoretical Foundation) TumsaiunnsaunwiAnn1533e lneaseuaquiiudsvan taun n1snain
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Hair et al. (2018) T435n15Andonnausiiog1euuuiatead (Purposive Sampling) Saufiun1sAmua
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wAosdlefililun1sidundside uuasuameaulat (Online Questionnaire) fdnwazuUY
Un Waglduasiauseannn 5 seau lassassmesuuasuniuuiseendu 5 du laud 1) Aau
AANT8Y (Screening Questions) 2) Toyaanwaen1wUTzrINTAEns 3) Jadea1un1nalnflvia
WaANLLLARYES Kotler and Keller (2016) 4) Jadusnumsiidiusinuegna auinuuui@e
199 Brodie et al. (2011) ua 5) Anuddladondnsduailonay faurmiuuuAnves Fishbein and
Ajzen (1975) iasiioddeldknunsvssdiu aruiissmsadadevnang @iy 3 viu Seldadui
AuAanAdas (10C) iy 0.92 1ty Téinuvasunulunaaedld (Try-out) fungusiagna 30
0 (AT gvienduysraviuoarhuesaseuta (Cronbach’s Alpha) dsldrnnandesiusiniy 0.85

JidesndunisiAviivsndeyalasuuuasuniuesulay dsldsunsdusenlaemnou
wuvasuawdiddunisiivdeya seninafieuiiquisy - fueiou w.A. 2568 9INNANTLHBUNS
WUUEDUNUHIUYBINIIAN 9 19U Facebook, Line Official Account waznauraulandnsiuailaney
MNNITUTINdayafineunduTinun 480 4n AKIuNTEUIUNIIATIRAEUAINNABILALYAT
azo1ateya (Data Cleaning) Iuwmdsdeyaiifianuasuiiuanysaitasnieudmiunsinsevina

a o

N9@dRTIuIN 430 ¥ LiedluTieTginanaiAuseneunie ASesay ALafy duUseans

ANFUNUSLUUNESAY ANMULUSUSIURARENR (AVE) A1ANsaesduidelaseasne (CR) A1sAsIed
29AUSENDULT I UTU (CFA) haZNI1S5ILASIZH LULAAANNISIATIAS1S (SEM) f2elUswnsy AMOS
L oNAADUANNFUNUSLTIA MR TENIAINUT TngUsediunuaenndoveslumaniuivilinsiu

ANUNANNAY Usenauniy Ala-auals (p-value) Ala-awaas duius (X2 /df; CMINDE) Tasesiu

[ [y

AMUNAUNAU (GFI) TASEAUAMUNANNAUNUSULNLAD (AGFI) TaseaumnumaIneaaulun1sussuu
A1 (RMSEA)

NAN1S298

Y aa o

NNTIATeideyalagldal@damssan uagstiuseNuUHaEeIEIAuLIN WU §nay

Y
@)

wuvasuaNdungllumwandgs 91uu 276 AU (Fovar 64.2) T9389UADNATIY T1UIU 91 AU

(Seway 21.2) dlvigjdneunuuaeuny d9seny 41 83 50 U 91w 152 AU (Segag 35.3) 7098940

[J =]

Aetaseny 31 fs 40 T $1uau 89 au (Feway 20.7) dalwaiisreldiadesietiiou 20,001 - 30,000

o

%
UM 91U 159 AU (Sogaz 37.0) 5098911 10,001 - 20,000 U U 111 AU (Sesag 25.8)
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(%
& 1

A58 1 nansessiAadAnugIuduUsluuidelazauewslunan1sin

AU X A9 | Correlation A AVE CR

AWy | coefficient | winiin

1. N13AanafIvia (DM) 4.13 1IN 0.567** 0.665 | 0.851
1.1 Social 4.16 11N 0.483** 0.836
1.2 Content 4.13 110 0.400%* 0.810
1.3 Website 4.10 110 0.537** 0.783
2. msildusuvesgndn (EN) 3.98 | an 0.570" 0.527 | 0.770
2.1 EN3 4.10 110 0.496** 0.654
2.2 EN1 4.05 110 0.477** 0.732
2.3 EN2 3.90 110 0.469%* 0.634
3. Anundladedud OTOP vy | 4.15 | an ] 0.504 | 0.753

wwanwasusaulay (IN)

3.11In2 4.20 41N 0.604
3.21n3 a.17 41N - 0.623
33 1Inl 4.08 41N - 0.612

NHLIE): **p<0.01

1NN 1 NaMFiATEsEFuALAnTuresiLdslumsITeanuuUasUAIRS Y
5 598y dun namaaRavia nslidusiuvesgnd wasarudilatondnsuilevey Muunanwosy
ooulatd 9nmsilesgidLads wuin msnaiedivia (OM) lunmsiugmeunuvasunaiiufely
seAuNIN (X= 4.13) Msldmsuvesgndn EN) lunmsiugneuwuuasuanaiumiegluseduun
(X= 3.98) wazarussladendnsusilonotuuuwantesusaulat (N) Tunmugneunuuaeuay
winugelusziuann (X= 4.15)

§ o

HANIASIFARUAIFNUTEANTandunus wuln guesdinlsAianuduiusiuaaigaie

-}

7 (% (% s a0

uUszAvSavdniusiiesdu windu 5.70 Fsndn 0.70 uandlifiiiuin Muusidnulaifeleds

AnuduiusAunnauAnlaym Multicollinearity (uayla Avafinusgs, 2550)
nan1siAzAuisansadlunanisda annisfiansandiuusudets 3 @ daranna

uUsUsIURABada (AVE) 1nnndn 0.50 wazAmuidesiuBslaseadns (CR) ganin 0.60 uamalsiiiiuin

Iﬂiqa%?msuaﬂumamﬁmagﬂumm%ﬁaau%’ﬂﬁ (Fornell, C., & Larcker, D. F., 1981)
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alguan nesdln, ATl ananwus, WY Ins WeWug wazdTsanl ATaINIalvY

nansnTgiossusznauidsBudiu (CFA) wudn arduinvasndaudsiannndt 0.60
waglunaianuasnndesiutoyadalsedng TnsdAlaauaisinnuwnndiseg1abiddedidgni
adf p-value = 0.196, Chi-square/DF = 1.237, GFl = 0.985, AGFI = 0.972, RMSEA = 0.023 3511
inausiAnduianuaeandesnaundu 5 4o deiuandlilumised 2 WeRinrsanmesuusuansdiiii
11 1) M3na1aRdsta (OM) druniseanadedsa Social) Serhmdnanniian wiiu 0.836 2) nsd
dusmasgnd (EN) drueuidnidenlomnsensuaifuusudnansasiloney (Enl) faimin
wnfian Wiy 0.732 ua 3) AnundladondnsusleneUsiuuwansesueaulall (IN) fuwualiy

a o

Mazaenandualevey Wedluslutunuraula (In3) fidniwdninnian wiiu 0.623

A15197 2 LandnugARTlANNARnAaeINaNnNaY (Goodness of Fit Index)

ARUlAaNNdanARDY o NaNI5 919949
WAL
1. AlA-anmas (p-value) > 0.05 WY Hair et al.
2. AbA-awAs dunus (X2 /df; CMINDE) < 2.00 BN (2018), Hu &
3. InsEAUANUNANNGY (GFI) > 0.95 U Bentler (1999),
v o o d 00 v v : Byrne (2016)

4. In5¥AUANUNAUNAUNUTULNLAD (AGFI) > 0.95 WU

5. YaszduanuaamnaoulunsusELaR (RMSEA) < 0.05 NI

namsieseiluinaaunslasadng (SEM) vesiladefidmanoaudslalunistondnsnsi
loveUvadaniauns Ui wazgnsand Wiuunanviesuesuladvesduilaalulsswmelny nasns
sudiumsuiuud (Adjust Model) wuin Tunafifmuiduiinuaenadostudoyadesedng lned
ArlAguAITiAuLaneveg19lu T ded 1Ay n19ad@ p-value = 0.441, Chi-square/DF =1.015,

GFI =0.988, AGFI = 0.977, RMSEA = 0.006 FetuLnausiensaiininuaenndasnaunau 5 4o

ﬂl a ca a U dl ! ! 5 dy a U L U 1
A15199 3 HANNSIATIEDNENAVIUIIUNAINARDANUATLA I UNSTONAR N N Lo UVDITINTAUNS

1 a & 1 s L3 Y A (% U
Wy uargnsang iuwnasviesusaulatvesuilaalusewmelng wasnisuiulunag

. » andwa (Standardized estimates)
Uadema EREINE)
DE IE TE
Anuddlatenandaslenelosulal | nsmainAIvia 0.413 | 0.433* 0.846*
NsildIuTIVRINM 0.476* - 0.476*
nsdduIImveIgnm NIAAAFINR 0.712% - 0.712%

NUBUR: * p < 0.05 ** p < 0.01
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q @
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