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The influence of digital marketing on performance of eretailing business in Thailand
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Abstract
The purpose of this research was to study a model of factors influencing the performance of e-
retailing business in Thailand direct influence. Indirect and total influence of variables on the
performance of online retail business in Thailand and to propose the model of performance of e-retailing
business in Thailand. A total of 240 e-retailing business entrepreneurs in Thailand were included in
sample. The research instrument was a 7-level rating scale questionnaire, and the data were analyzed

using Structural Equation Modeling (SEM). The results showed that the structural equation model was in
harmony with the empirical data. Chi-square = 49.781, df =38, p =.096, CMIN/DF ( lz/df) =1.310,
GFI=972, CFI=995, AGFI=942, RMR=.012 and RMSEA=. .033 The results of the benchmark analysis

concluded that the digital marketing model, customer relationship management and data-driven



166 Journal of Humanities and Social Sciences Thonburi University

marketing influences the performance of e-retailing business in Thailand. In the age of the digital society
and rapidly changing technology, entrepreneurs may employ marketing aspects and adjustments for
business performance, as well as strategically changing organizational style to help create value for

customers and the organization.

Keywords: digital marketing, customer relationship management, data-driven marketing, business performance
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Hun1susesnuNMINAUdRYinNge118eTansing (TCL) eglungu 1 | Msansuyvemaniuazdsnumansuminendesuys
Vol 16 NO 3 September - December 2022



Journal of Humanities and Social Sciences Thonburi University 171

ANMUFUNUSVRIAUUS Standardized | S.E. R? CR. P

Customer
Retention <---  Relationship 790 .050 .625 16.661 | ***

Management

Customer
Extension <---  Relationship .889 790

Management

Customer
Acquisition <---  Relationship 476 .066 227 8.305 xax

Management

Data driven
Segmentation <--- 814 .061 662 17.502 | ***
Marketing

Data driven
Data <--- .883 077 780 16.924 | ***
Marketing

Data driven
Personalized <--- .801 642
Marketing

Mg seRutlydAyneEni * p < .01

3. NANNINTIABUANLABAATEIAIUNANNAUTENINLIAan1T IR u Ty aleUsEany (Goodness of
Fit Measures) linauaisnasgruiduiisensu laen1sasageunuii juuuvannisiassadedalsifinunauniy

fudeyalisUsedng Fdldvimsuiulunalaenslesanuduiusse ninedadeauilusunsuwuginlaggadul

M3UTU (Modification Index) S1umviedu 10 AT fanmi 2 aunuiguiuvaunisiassadsliamnunaunduiu

% 2 2
ToyaideUszdnyd (Model Fit) fipmadeudail Chisquare ( 4 ) = 49.781, df = 38, p = .096, CMIN/DF (¥

/df) = 1.310, GFI=.972, CFI=.995, AGFI=.942, RMR=.012 and RMSEA= .033 mamﬁmiwﬁmummfﬁmmgm
FeagulidngunuuresnIsnanAdvia MIVIsIaNIgnAIFuIUS wagnstuirfounsnaiamedeyailsnina

Aenan s liunuvegsnanudnesulatdlulszmelng A3 2

AN5197 2 NMSAATIEHAUEDARRBIAUNANNEY

adAniALades deydnual eI AU wlawa
Chi-square 7’ Ns(p>.05) 49.781 (p=.096) | b
Relative Chi-square 2/df < 2,000 1.310 AR
Goodness of Fit Index GFI >.90 972 N
Comparative Fit Index CFl >.95 995 N
Normal Fit Index NFI >.90 981 N
Adjusted Goodness of Fit Index | AGFI >.90 942 WU

HunsusesnunNINAUdRYinge198sansing (TCL) eglungu 1 | Msansuyvemaniuagdsnumansuminendesuys
Vol 16 NO 3 September - December 2022



172 Journal of Humanities and Social Sciences Thonburi University

adAniALaTes Heyanwal e nassu wlawa
Standardized Root Mean Standardized <.05 012 WU
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