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ABSTRACT

This research aims to study the relationship of strategic integrations of digital marketing skills and
organizational survival in electronic gadgets retailing businesses in Thailand. The dimensions of strategic
integrations of digital marketing skills were consist of internal digital infrastructure commitment; willingness to
adopt digital tools; and rapid customer responsiveness which had effect on word of mouth communications;
consumer-brand relationships quality; marketing performance; and organizational survival. The data were
collected from 197 electronic gadgets retailing businesses in Thailand. Statistical methods were test through
descriptive statistic, correlation and ordinary least square regression analyses. Consistent with our findings,
the results exhibit that strategic integrations of digital marketing skills had positively relationships with word of
mouth communications, consumer-brand relationships quality, marketing performance, and organizational

survival.
Keywords: Strategic Integrations of Digital Marketing Skills; Marketing Performance; Organizational Survival
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Useansnguuaziantng (Population Sample) 1l lun1534e 1Hun tszansifluifannzsidauiuns
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a
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NmIdaulszunuAn (Rating Scale) Usznaufag AOUT 1 mwﬁmLﬁuﬁmﬁun@qwﬁ’mm?mﬁmiﬁﬂmﬁm
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AudszAnsuaavinegszndnado 0.691-0.875 waneliiudtuuusaeuninlunuidaianudeiuuazaan

Wiemsalunisifivsausndeaya (Nunally & Berstein, 1994)
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pautle lic WAT RCR WOM CRQ MP oS
Anlade 3.83 4.19 4.08 4.18 4.25 3.95 3.86
z@'fauﬁmmummﬁm 61 52 51 57 54 55 60
Ile; 1.00 - - - - - -
WAT 62** 1.00 - - - - -
RCR T74% 75 1.00 - - - -
WOM .30** .38** 40** 1.00 - - -
CRQ 67 70* 79* .36** 1.00 - -
MP 65** 53** B7** 32%* 54** 1.00 -
oS 43%* .38** 40%* .28** .35%* 16 1.00

* QidATYN NADANTZAL 0.05; ** HURIAATYN NADENTAL 0.01
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e3oe
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1 =

m?ﬁ@ma‘ﬁq&wqﬁmmmimﬂm"a (WOM) atnaltitdAtynieatia InarndudssAvsanduiudasszndne 0.30 -
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o 1 k4

A0an3faennAnITUNITLANAD ADININTRIANNANRUTTENINELTINALAZATIEUAY  NANITANTIUNIY

a

NNIAATA WATAIINDELFDATBIDIANTIDIFINA U ANAWABIANNsatindauadnTuilszmalne

Aauilsanu

panlsadsy Model 1 Model 2 Model 3 Model 4
WOM CRQ MP OS

ﬂ"]m‘ﬁl 0.000 0.000 0.000 0.000
(0.003) (0.040) (0.085) (0.068)

Frunaanyaduiiazlddeyanaalunis | -0.008 0..516***

AU Internal  Digital  Infrastructure | (0.095) (0.071)

Commitment (IIC)

FrunnmifinlafiazfuiengUnanifaaund | 0187 0.223***

Tun1ra1iiivenu (Wilingness  to  Adopt | (0.096) (0.061)

Digital Tools : WAT)

ANUNNIRELANBIGNAIREN9TIALFY (Rapid | 0.271* 0.156*

Customer Responsiveness : RCR) (0.112) (0.060)

ﬂﬁiﬁ@aﬁ?ﬁqquﬁniﬁunﬁiUﬂﬂm'@ (Word Of 0.330*** 0.152%*

Mouth Communications : WOM) (0.085) (0.062)

AMNTNTBIAINANNUTITNIeELTInALAY | 0.362%* 0. .488***

M9181A1 (Consumer-Brand Relationships | (0.064) (0.062)

Quality : CRQ)

HANITANLEUIIUNINNITAATA (Marketing 0.164**

Performance :MP) (0.068)

Adjusted R 0.168 0.671 0.308 0.022

a o 0 o a o

* QidATYNNADANTZAL 0.10; ** JUEA AN NADANIZAL 0.05, ***
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v o &
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fin (WOM) 2 aRiBAATYN9aTIANIZAL 0.05 uaz 0.10 A9eDNFUANNAFIUN 2A UAT 3A

'
a

Q-

% 1 P74 aa o o a < dl o
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AT (WAT) WAz N1IADLANEIYNAIDENI99M13 (RCR) FANANTUS wazHansenUEIuanuRuFquls
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AaTiatuN19AMLTWI (Willingness to Adopt Digital Tools) #xnsnin iR unszuaunisaiinaunie by
99909FNNTLlsENALENE NTBALALANIANTLINL N3FARDADENTTaNE AL ANELANEIANNT NTYLAUNINAT
malulatiansaum AN 1 1uN12A MU BLAZNIINNLNY 4BAARBIALNIANEIUY Alam aTAD (2018)
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TAUAR (Attitude) NNATURAT AN AT LG AN ARA12NAELeIANNT ANLALTLSTa9AWlLeIANNT uaY
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