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Abstract

Background and Aims: In the present era, digital marketing strategies play a crucial role in driving
product and service sales. These strategies significantly influence consumer behavior, requiring
producers and sellers to design digital marketing approaches that align with consumer needs. The
objectives of this study were: (1) to examine the purchase intention of consumers toward products
of TP-Link Enterprise (Thailand) Co., Ltd.; (2) to investigate digital marketing strategies that affect
consumers’ purchase intention of TP-Link products; and (3) to compare consumers’ purchase
intention toward TP-Link products classified by demographic factors.

Methodology: This research employed a quantitative approach with a sample of 400
respondents, selected through convenience sampling from individuals interested in electronic
devices and components residing in 14 southern provinces of Thailand. A questionnaire was used
as the research instrument. Statistical analyses included frequency, percentage, mean, standard
deviation, multiple regression analysis, t-test, and one-way ANOVA.

Results: The findings revealed that: (1) Consumers’ overall purchase intention toward TP-Link
products was at the highest level. (2) Digital marketing strategies accounted for 59.9% of the variance
in consumers’ purchase intention. Four digital marketing dimensions significantly influenced
purchase intention at the 0.01 level of significance, namely: online content marketing, website
marketing, social media marketing, and search engine marketing. (3) Consumers with different
demographic characteristics (age, education level, occupation, income, and residence)
demonstrated significantly different levels of purchase intention at the 0.01 and 0.05 significance
levels.

Conclusion: Consumers exhibited a high level of purchase intention toward TP-Link products
because they tend to plan their purchases carefully, whether through applications or physical
stores, based on confidence in product quality and affordable pricing. Business operators should

employ digital marketing strategies tailored to consumers’ occupations, as occupation influences
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income, which in turn affects purchase intention. Emphasis should be placed on online content
marketing via websites, social media, and search engines to effectively stimulate consumers’
purchasing decisions toward TP-Link products.
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