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Abstract

This research article aimed to examine the level of online marketing and purchasing decisions
regarding sportswear among consumers in Sri Burin Province and to investigate the influence of online
marketing communication on consumer decisions to purchase sportswear in the same area. The study also
extended to online sportswear consumers in the Buriram Province, Sisaket Province, and Surin Province,
where there has been a noticeable increase in online sportswear purchases. A sample of 384 participants
was selected through cluster sampling. A questionnaire was a primary research tool that gathered extensive
data regarding the intensity of online marketing and the decision-making levels of consumers. Multiple linear
regression analysis was employed to analyze the data.

The research findings revealed the following: 1) Most respondents were female, under 30 years
old, had an education level below a bachelor's degree, were single, and had an average monthly income
of less than 15,000 baht. Most respondents spent less than 1,000 baht on sportswear purchases, with price
being the key factor influencing their buying decisions. Facebook was the most commonly used platform
for receiving sportswear-related information. 2) Consumers perceived the level of social media marketing in
the sportswear business to be highest in terms of popularity, followed by specificity, entertainment,
interaction, and word-of-mouth marketing, respectively. In terms of consumer awareness and decision-
making, respondents ranked need recognition as the most significant factor, followed by post-purchase
behavior, information search, alternative evaluation, and purchase decision, respectively, and 3) Social
media marketing aspects, including interaction, popularity, specificity, and word-of-mouth marketing, had a
statistically significant impact on consumers' overall purchase decision process for sportswear in the Sri Burin
cluster at the 0.001 significance level. Among these, specificity was identified as the strongest predictor of

the purchase decision process.
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