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Abstract

This article aims to study the influence of digital marketing on consumer purchasing decisions.
Electronic commerce business group in the Northeastern region, Thailand. This research is quantitative
research. The population is a group of internet users living in the Northeastern region. Thailand with a
population of 17,893,000 The researcher used a sample of 400 people. and used a simple sampling method.
Using a questionnaire as a tool to collect data. Statistics used in the analysis include frequency, percentage,
mean, and standard deviation. And the statistics used in the test include simple regression analysis. Multiple

correlation analysis and multiple regression analysis
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The research results found that Digital marketing, website, content marketing Dominating the home
page electronic mail and social media Affecting the purchasing decisions of consumers in the electronic

commerce business group in the northeastern region. Thailand at the statistical significance level of 0.05

Keywords: Digital Marketing; Purchasing decisions; Electronic Commerce Business Group
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