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Digital Marketing Strategies Affecting Product Purchase Decisions:
A Case Study of EdTech for Kids Co., Ltd.

Thikumporn Girdwichai'* and Wilailuk Rakbmrung®

_

This research aimed to: (1) examine customers’ opinions on digital marketing strategies
and purchasing decisions in the case of Ed Tech for Kids Co., Ltd.; and (2) investigate the
digital marketing strategies affecting purchasing decisions. This study employed a quantitative
research approach. The population consisted of 2,110 customers, and the sample comprised
337 respondents selected using simple random sampling. The research instrument was a
questionnaire. Data were analyzed using descriptive statistics and inferential statistics through
multiple regression analysis. The results revealed that: (1) customers’ opinions on digital
marketing strategies were at a high level overall. The highest-rated dimension was social media,
followed by content marketing, while email marketing received the lowest rating. Overall
purchasing decisions toward the products of Ed Tech for Kids Co., Ltd. were also at a high
level. The highest-rated item was comparing product quality, price, and product features
before making a purchase decision. (2) The digital marketing strategies affecting purchasing
decisions were Search Engine Optimization (SEO), followed by social media, websites, and
influencer marketing. In contrast, content marketing and email marketing did not affect
purchasing decisions. Therefore, the findings can be applied to strategic planning for Ed Tech

for Kids Co., Ltd. and other companies operating in similar business contexts.
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foya fall FoyadnurUssrnsmanivosiney
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58.75) 918 30-40 U 9113w 98 Au (Soeaz 29.08)
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swldladesaiiou AN 10,000 UM U
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Y
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a o [ ga
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Unstandardized
Jady Coefficients B t p-value
B S.E.
Amati 0.284 0.100 2.826 005*
Aulad (x1) 0.211 0.054 0.220 3.890 .000*
nMsmanaldaiem (x2) 0.114 0.066 0.116 1.735 084
anvnedidnnseding (X3) -0.066 0.035 -0.077 -1.887 .060
N15¥1 SEO (X4) 0.250 0.058 0.256 4.296 .000*
Fodanuoaulatl (x5) 0.237 0.060 0.239 3.977 .000*
msldduaduives (x6) 0.190 0.045 0.201 | 4204 | .000*

R =0.907 R*=0.822 Adjusted R* = 0.819
Std. Error of the Estimate = 0.328

v
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