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Factors Affecting Product Development Towards Digital Marketing
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Abstract

This research aimed to analyze 1) factors that influence product development to digital
marketing, and 2) factors influencing community marketing to digital marketing. The sample group
consisted of 260 customers who live in Pathum Thani Province. The research tools were questionnaires
and the data were analyzed by means and standard deviation by using statistics to analyze the
structural modeling: SEM. The results showed that most of the customers were female (60%), and the
education level was lower than a bachelor's degree the most (58.50%). Most of them were single
(60%) and had average incomes of less than 10,000 baht per month, as well as most were students or

university students (47%). Product development consisted of appearance, product quality, identity
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and brand affecting digital marketing consisted of electronic commerce systems. Marketing tools and
social media service behavior found that product development had a direct influence on digital
marketing (P< .001), with a positive relationship that had a path coefficient (DE=0.14).

Community marketing created awareness of the image, consisting of price, marketing
promotions, products, and distribution. Affecting digital marketing, consisting of electronic commerce
systems Marketing tools and social media service behavior found that community marketing had a

direct influence on digital marketing (p<.001) with a positive relationship. Which has a path coefficient

(DE=0.67).

Keywords: Product Development Factor, Digital Marketing, Community Marketing
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