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ABSTRACT

The purpose of this research was to (1) study the effect of digital marketing media
to product and service consumption way in Thailand (2) the effect of digital marketing media
to product and service consumption way in Thailand classified by personal factors (3) to
study the digital marketing factors that affect to digital marketing media to product and
service consumption way in Thailand. The sample used in this study was the population in
Thailand 400 persons who consumed digital marketing media and service consumer by using
questionnaires as a tool to collect data. The statistics used in the descriptive analysis are
frequency, percentage, mean and standard deviation.

The hypothesis test is used to compare the test statistics using the t-test to test the
hypothesis with one-way ANOVA. In case of it had statistical significant different testing a pair
of variable by LSD methods and Multiple Regression statistics. The hypothesis test founded
that population in Thailand with different gender, age made the decision to the effect of
digital marketing media of product and service not differently. As for digital marketing factors
in content marketing and social Media online effected of digital marketing media to product

and service consumption way in Thailand
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