sunuuANNdNuS A nrnvasladeniuseBnsnadanisaoansnisnana
vasgsnaeaulal

A Causal Relationship Model of Factors Affecting the Effectiveness of

Online Business Marketing Commmunications

Ysyeyr dadauan’ uaz Tnlsand Alays?

v v 9
Parinya Nilrattanakul' and Pairote Wilainuch?
A1V UNAAENINITNAN, UM INe1aeran1sAbng 2
Marketing Communication, The University of the Thai Chamber of Commerce, Thailand'?

E-mail: ceopop@gmail.com*

Received: 2023-03-20; Revised: 2023-03-28; Accepted: 2023-03-29

UNANYD

MsANEIATILLInaUsTaIRvaInITIdewie 1) Anwtadeniiusednsuanani1saeaisniseana

9

a L3 [ v v A v aa a a ! =
vosgInaeeulay uay 2) Waurguuuuauduiusidanvnvesdadeniiussdvinasonisdoans
nsna1avesginaeeulal lunsidewuuraunalann NM93dedaiunm uniusudeyalagld
wuuaeunIugslanug el uveshuuasun1uiiatuinfy 0.92 nqudieg1efenUsenauns

wdlvddiannseiind naundnduriomnsiaiy wasndndasinvdiens $1uau 400 au tngldansves

[y

Mls 1 kaEMTIEdRuAIN tngvihnisduntvalidadnuazaunuingy givivedadfy 2 nay

A9 NAUAUTENBUNTT 91UIU 10 AU WALHNTAIIUS LAZAIINTEIVIYA1UNITHOAITNITAAA

' '
3 a aaA a 1

nsnaneaulal Hauasvuuresnanesunfivedswasngy Youtuber 313U 10 AU T1ATI9
Toyalaeldlusunsudniaguiiomaniud Sesaz Aade Adudosuuninsgiu erdudssans
AVAUNUSWUULNESEY LAaZNISIATIEVLUMAANNITIATIAS

¢ 1 =

Heddenudn 1) Yadenlivssdvsnadenisdeaisnisnaiavesgsiveeulal Anadeluninsay

agluszivann lnedadeiidanadugegadonuladudiudseaun1an1snainfdsia sesasnlawn
Yadeauniseansuwalulad wazladeaunisesnuuuwaluladansaume suainuogeiltudiAy
Meadanszau 0.01 2) lumagluuuanuduiusideanvnUadeniiusyansnadenisdearsnisnain

a

¢ Y Y a o e a1 A A o vy
ﬁﬁﬂﬁ]@@u‘lau llﬂ'ﬂ']lla@@lﬂa@ﬂﬂUT@%aL%ﬂﬂigﬂﬂHLﬂumuqLEU'E]O@LLaSEJQlI?UVLW

AEA: JULUUANUAITUSIZIENTR, N1sFeansn1IAan, §3nveeulal



The Journal of Development Administration Research Vol.13 No.1 (January-March 2023)

Abstract

The objectives of this study were to 1) study the factors affecting online business
marketing communications and 2) develop a causal relationship model of the factors affecting
online business marketing communications. It is mixed research, including quantitative
research Data were collected using a questionnaire with the reliability of the entire
questionnaire equal to 0.92 from 400 entrepreneurs of electronic commerce, dietary
supplements, and cosmetic products. It used the Taro Yamane formula and qualitative
research by conducting in-depth interviews and discussions with two groups of key informants,
ten entrepreneurs and those with knowledge and expertise in marketing communications.
Online marketing Administrators of famous platforms and 10 Youtuber groups analyzed data
using a packaged program to find the frequency, percentage, mean, and standard deviation
and Structural Equation Model Analysis (SEM).

The research found that: 1) the factors affecting online business marketing
communications. The overall average was at a high level. The factor with the highest average
was the digital marketing mix factors, followed by technology acceptance factor and
Information technology design factor respectively, with a significant at 0.01. 2) A causal
relationship model, the factors that are effective in online business marketing

communications, are consistent with empirical data and are reliable and acceptable.
Keywords: A Causal Relationship Model, Marketing Communications, Online Business
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