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Abstract

The purposes of research were to examine the causal relationship model between the digital marketing
on marketing success of E-Commerce Business in Thailand. The sample were 360 E-Commerce Business
executives around Thailand that collected by questionnaire. Statistics were mean, standard deviation, factor
analysis, correlation and path analysis were used to find out causal relationship with structural equation model
(SEM). In addition, it was also found that the developed model conformed with the empirical data. Their
goodness of fit indexes showed that Chi-square = 1.785, AR GFIl = 0.922, AGFI = 0.944, CFl = 0.924, NF| =
0.932 w&ay RMSEA = 0.0713 1) The structural equation modelling of digital marketing on marketing success in
this study indicates an excellent fit between the model and observed data. This shows that all factors
comprising of the digital marketing have impact on marketing success of E-Commerce Business in Thailand. 2)
The direct total effects of factors on digital marketing all factors comprising of the relationship, information,
reliability, value, identity, emotion and intelligent content have positive impact on marketing success of
E-Commerce Business in Thailand at the significant level of 0.01. 3) All hypotheses are accepted. This also
shows that all factors comprising of the digital marketing have positive impact on marketing success of E-
Commerce Business in Thailand.

Keywords: Digital Marketing, Marketing Success, E-Commerce Business in Thailand
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0.932 uay RMSEA = 0.0713 luvhmseiusenaisanuduiusvesiudseeluls fanni 2

o o

M5197 3 Anvilindninasiuvesdatedamgniseainfdviaduanudiiananseaiandeinnsusulssluea

(Fit Model)
fiauUs A EStima:e A P
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MKS<--- CDM 0.856 0.879 o

CDM-IC<-— CDM 0.811 1.010
CDM-ET<--- CDM 0.748 0.723 Fxx
CDM-IT<—- CDM 0.623 0.750 o
CDM-VL<--- CDM 0.723 0.745 Fxx
CDM-RT<--- CDM 0.647 0.853 wx
CDM-IF<--- CDM 0.686 0.842 o
CDM-RS<--- CDM 0.575 0.656 Fxx

MKS-SG<--- MKS 0.723 1.002
MKS-MS<- MKS 0.742 1.019 xx
MKS-CS<--- MKS 0.665 0.978 Fxx
MKS-RC<--- MKS 0.743 0.883 xx

R? CDM = 0.623 R* MKS = 0.743

{1 Agynsananiszau 0.001
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