215815 AT NSTWAIUIEIA -43 - U 9 aUUN 1 UNSIAN — LWWIEU 2567

mia%f'mLL‘U‘U?S'laawaams?iamimmmﬂﬁ%ﬁaqugimmiﬁ’un'lié’l'ﬂ?m"lae??a*
THE MODELING OF INTEGRATED DIGITAL MARKETING
COMMUNICATIONS WITH PURCHASING
DECISIONS

ugau daigude uaz ITn gou

Narudom Tortheinchai and Vichit auaon
MeFeUaRnfn¥1dUNITIANIT NMAINEIEATUNY
Graduate Collage of Management, Sripatum University

corresponding author Email: narudome@tni.ac.th

UNANED

ﬂ’]iﬁlaﬁ’liﬂﬁma’lﬂaa‘ﬁa LUUYIUINTT (Integrated Digital Marketing Communications -
DIMO) LTunsdnfanssudeansnmsnandanagnsiitelianeusiilaindenu am wazidesiideans
msnaaluiuaenadosiuaudiuararnadndvnanisnaaldognedivssaninmiazasandasiiy
nsiivlnvesdedinueeulay wazmaladfivildiAansiasuuvamginssuvesdldanuegail
tfuddniwhlinsdeansnsmainddvianuuysannisisdeudiduegrasnniugsiafimdainng
fiauun unAnudifngusrasdiftotiausnuiarnnsuniunssunssy MsdeasnismaiaAdia
LUUYsANNS iesdunefanamaneuazanuduin esduszneu Téud maluladadviaduusilésu
anufenldun dodsauooulatnginssunisidenlduaznginssunisiviluduvesnismaiauuy
yatiuildudsilesumnuden loun magatugnéinsyatuguieiy waznsuszanuauluesdng
Tushuvesnsiaud idudsitléfummden 1dun ssddszneumeusnwande anUsglovives
WARST AAAINIIALA LaryAdnaTIAUR Adsraiennsieansn1snaInRITALUY IS S9N
MInuMRTTANIIImUIFILSTIF UM desli@nvmisiunsieasnisranidviauuuysan
N15UsENOUMY NStawan MIUTeduius nsdaasunisnann n1svelaendnaulagnsnain
119m39 1AB9INNTNUNILITIUNTIUNUIINSA B A15NNIAAAA I UUY TUIT Al ARNNS
dnauladelnesuusiinuiiiliAnmasnauladeldun anuddn emdesh uassiauad

ANEARY; NAYNSTINT; NITADANTNITNAMKUVYTNINTT, N13anaulaTe

" Received July 10, 2023; Revised February 13, 2024; Accepted February 13, 2023



1
v A

215815 AT NSTWAIUIEIA -44 - UN 9 aUUN 1 UNSIAYN — LIWIYU 2567

ABSTRACT

Integrated Digital Marketing  Communications (DIMC) is a strategic marketing
communications event to ensure that text, images, and audio marketing communications are
aligned with the product and generate marketing results. efficiently and in line with the growth
of social media And technology has significantly changed the behavior of users; therefore,
integrated digital marketing communications are very necessary for evolving businesses. This
article aims to present knowledge from an integrated digital marketing communication
literature review. To explain the meaning and background. Elements include digital
technology. Variables that are popular include Social media, opt-in behavior, and cognitive
behavior in the field of targeted marketing are popular variables: customer-focused,
competitive-focused. and coordination in the organization in terms of brand There are popular
variants, namely external product composition. Benefits of the product's brand value and
brand personality That affects integrated digital marketing communications, and the literature
review found that the variables that are popular to study in integrated digital marketing
communications include advertising, public relations. marketing promotion Employee Selling
and Direct Marketing A literature review found that integrated digital marketing communication
drives purchasing decisions. The variables that were found to drive purchasing decisions were

feelings, confidence, and attitudes.
Keywords; Business strategy; Integrated Marketing Communication; Purchase Decision
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and Malthouse 2017 ; Butkouskaya, Llonch-Andreu, and Alarcon-Del-Amo, 2019)
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Tron1330aINInIALULYINNITLUUATYaAT 5 asdusznaudsiife n1sTavan
(Advertising) n15@9L@3uN1TAAIA (Promotion) N15tYWiA91Uv18 (Personal Selling) n1g
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3. psUssvduwus wuneda nsdedansesnns mammummaaiwmﬁm
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Way Communication) (Hearn et al., 2009; Floreddu et al., 2014; Kang et al., 2014)
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aunalulaniviadwalminngAnssuniseousu (Dahiya, Rekha,2018 ; Olearova, Maria;Horvat,
Jakub, 2018 ; Grudzewski, Filip;Awdziej, Marcin, 2018 ; Trkulja, Milos, 2018 ; Passavanti, Rosanna,
2020) TngasAUsznaundnvesnsiasunlassmumaluladfdvamunwinndildnaniwsznausie
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nsldlaBuawinisn (Klepek, M., 2020; Legzdina, Aija; Sperlina, Annemari, 2020)
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Belch, 2015; Whitburn, Damien, 2020)
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(AL-shammari, Abeer M. Mahdi, 2021)
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mﬁ%’aim%ﬂﬁﬁqaqﬂmwwmw%aﬁﬁﬁﬂmwmmﬁm N139A1ALUUY U
(Market Orientation) ngfis msvhmsaaaitesjatiuliAninuad uaznginssunisnevausiso
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(Buying Decision Process) Tnetinanussdndutanedeny fausssy wastladonslunuusas
yana Ssdamadnsliugaiavsludureseld msdidindin nmafumsiuivesssfa (Mihaela
Oancea, Olimpia Elena, 2015 ; Klepek, Martin, 2020 ; Minarova, Martina, 2018 ; Whitburn,
Damien, 2020) Imaaqﬁﬂszﬂauué’ﬂmaamimamLLUU;JJ&Lﬁummmaﬁmﬁllﬁﬂdnﬁq Aananaby
597 3 uazanunsnosuneldded
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Porcu, Lucia; del Barrio-Garcia, Salvador; Kitchen, Philip J;
Tourky, Marwa (2020)
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1. n1syjaufugndn (Customer Orientation) A AwLil9vesasrnsiidse
fuilnalneiinguszasdiioairauazdmeunmuaunguilan Tngnswanndudvieuinng luauds
nsdeansmsmanadinssiunudosnsvesuilnadenaseanuidediu uassiruaiidwan sauluds
N1SULENI08NNIINGANTINLTIUInm olulusuran (DURALIA, Oana, 2018; Sciarrino, JoAnn;
Prudente, John, 2021; Mohamad Trio Febriyantoro, 2020)

2. msyjatfuguasdu (Competitor Orientation) AoluInNuAAANIINA"S
Anreiesdnsauinmudilafntugndeu gauds mnmannsalumsidsiungsinlussezdy
uavszorenldegalivszansamiilefindaanuaunsalunsudsduliiuesdng (Casno, Kristine;
5|,<iltere, Daina, 2020; Sciarrino, JoAnn, 2021)

3.n15U52d1u91ulu09A N3 (Inter-functional Coordination) A 8n15
Uszanunuuaznslindmeinsainununiiaglussdnsii esslovigean o adunisimun
AuFUNUS sEnIesdnsuazy uslaalaeniwaluasiamanilslussezend (Sciarrino, JoAnn;
Prudente, John, 2021; Suhan, Mendon;Nayak, Smitha;Nayak, Raveendranath; Spulbar, Cristi,
2022)

1.4. fauUsaunsidudn

msiaelundeiifsaguenumnevdomiriaauvesdnin asdudn (Brand) naneds
dydnwalfideansseninaesdnsvazduilae Tngthiauenmautanazdeslodlufsnulselonii
povauasANFaInsvewiuilna Snvadunisdweunmuaasdudilugsfuilan vliduslnaifn
ASMRUANDINI9AUDISUA! (Volkova, Diana;Volkova, Jelena;Znotina, Daina, 2020 ; Stoica, Mihai,
2021 ; Nandy, Mithun;Roy, Soma Sinha, 2022) Ingeifusyneundnvemsauduuiandildnanis
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Usznausme 4 earusenaufe aadusenauneuenvawansiag (Brand Attributes) Anuseleiives
HAnS ol (Brand Benefits) AnuAIMI1dUAT (Brand Value) wazuadnms1@ue (Brand Personality)
fauandlu #1519 4 Lazaansnedualasadl

A1519% 4 AL USAURSIAUAT (Brand) WazwnaI91999

91994 Brand Brand  Brand Brand
(Wi a.f.) Attributes  Benefits Value  Personality
Volkova, Diana; Volkova, Jelena; Znotina, \/ \/

Daina (2020)

PLATON, OTILIA-ELENA (2020)

Stoica, Mihai (2021) \/

Nandy, Mithun; Roy, Soma Sinha(2022)

Huo, Chunhui; Hameed, Javaria; Zhang, Mo; Bin
Mohd Ali, Ahmad Fahme (2022)
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1. sAUsENOUNBUBNVRINAAAMY (Brand Attributes) et Audnune
YINEAM LATYARNNYBINTAUAMALAR i anuanTRTigniTa R uShdvalnAuALeai s
andlifiuguslaa (Volkova, Diana, 2020; Stoica, Mihai, 2021)

2. anUszleylvaananinel (Brand Benefits) vanedis anuseleviveng
dudriuuszaunsaildnuduivieuinsanauaudAsunisawiineuaussnuAein1 v
uilnald wazannutAduinineiidmadonnuidnideldnuaudvieuinsdefuilan (Stoica,
Mihai, 2021; Nandy, Mithun, 2022 ; Huo, Chunhui, 2022)

3. AuAAsIAUAT (Brand Value) vanofis auAfiguslaaldsuainnisdnauls
wazndansiaduladodudwielduinisnnasdud Tasgnranunsadudanmenlaldlaonsaud
mmmfﬁﬂﬁﬂﬂmﬂ'ﬂﬁ Kotler and Armstrong, 2010; Stoica, Mihai, 2021; Nandy, Mithun ; Roy,
Soma Sinha, 2022)

4. yadnas1FuAn (Brand Personality) vinefis Asfluansieinauvesnsidud
ARnnniiauad Tduviad wazamsivesdudmiouinng Aanunsoaienulassiuiidniausons,
auAla (Volkova, Diana;Volkova, Jelena, 2020 : Stoica, Mihai, 2021)
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mﬁﬁﬂumgﬁ?jmum'mvmwﬁaﬁflﬁi"}ﬁ’mmwmmﬁm n136indula (Decision
Making) tdudumni svesniswmuiuszdnsnmmnianisnain (Marketing Performance) Tnaidu
nIzUIMIRNTANAUA VIR UIMsTinsafuauessLazaufianelavesuslnatainaintlade
ﬁwmﬂwmaﬁdwaﬁiammiﬁﬂ AEosTY wazviruARveIfUILAA (Gordon R. Foxall, 2014;
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Verhagen, T., van Dolen, W., & Keeling, D. I., 2015; Michael R. Solomon, 2017; Jagdish N. Sheth,
Banwari Mittal, & Bruce I. Newman, 2014; Philip Kotler & Kevin Lane Keller, 2016 ; Michael R
Solomon, 2019) INNITNUNILITIUNTIUNUTIIRUsEROU Taun nsdndulade anusainens
Audn waraudiBuresgiia fameedl 5 uazamnsneduieldwsil

A19199 5 fndsiulseEnSnmmienisnain (Marketing Performance) Wazlnag9149s

91999 .
V. =~ s C% a
, ANuiEn  AnuYedu  diruAd
(Wi a.f.)
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Verhagen, T., van Dolen, W., & Keeling, D. I. (2015) \/ \/
Philip Kotler waz Kevin Lane Keller (2016)
Michael R. Solomon (2019)

Gordon R. Foxall (2014)

Michael R. Solomon (2017)

2 2 2 2 =2
2 2 2 2 =2
2 =2 2 2 =2

Jagdish N. Sheth, Banwari Mittal, & Bruce I. Newman (2014)

3734 6 6 6
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fuilne waznisadenagnsmnanismatniiungaslunindeslosnnusdntunsdadulatoves
Q'U?Iﬂﬂ (Gordon R. Foxall, 2014 ; Verhagen, T., van Dolen, W., & Keeling, D. I., 2015 ; Michael
R. Solomon, 2017 ; Jagdish N. Sheth, Banwari Mittal, & Bruce I. Newman, 2014 ; Philip Kotler &
Kevin Lane Keller, 2016 ; Michael R. Solomon, 2019)

A O =2 o aa I 3 = ¥ ' o &
2. 1Y2UU BUH ﬂ']?iJll‘lﬂﬁWliJ@Eﬂuaﬁﬂﬂiﬁi@uﬂﬂamLﬂEJ'J‘UENG]EJﬂ’J’]ﬂJﬂ’WLi"\]
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wazdszauaudnsaluianssunenisaainisrtestuanuiulaluauaiuisovesnueslunis
MR ATUNTT karuSsIanisnanssumeniseaalilululdegraninsausazlszaunadisa
a1uLd1Mune (Gordon R. Foxall, 2014 ; Verhagen, T., van Dolen, W., & Keeling, D. I., 2015 ;
Michael R. Solomon, 2017 ; Jagdish N. Sheth, Banwari Mittal, & Bruce I. Newman, 2014 ; Philip
Kotler & Kevin Lane Keller, 2016 ; Michael R. Solomon, 2019)

3. stAuAR wunea inuadnsevinuziideglussdnsvioynnaiitiedrdese
ﬁﬁlﬂﬁimf]’l\‘im‘ma’lﬂLﬁlEJ’Jstjax‘ifstﬂ']ﬁﬂJa\‘iLﬁuLLazL%aﬁuﬁﬂNaﬁiﬁ]ﬂ’ﬁ%ﬂiua:ﬁm'ﬁLﬂ’i’lzﬁaﬂ’]umiﬂjw]\‘i
Msna1n Sawdanisindulawaznisnseyfiiadesiuianssunaind@unsaiinaneaud s aay
anudafuvetesinslunsnain (Gordon R. Foxall, 2014 ; Verhagen, T., van Dolen, W., & Keeling,
D. I, 2015 ; Michael R. Solomon, 2017 ; Jagdish N. Sheth, Banwari Mittal, & Bruce I. Newman,
2014 ; Philip Kotler & Kevin Lane Keller, 2016 ; Michael R. Solomon, 2019)
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2. AUFUNUS5LNI9A LU
HARUNUNIUITIUNTTULN 8T UANUFUNUS TEUIAIUSN T ANUAUNUS AU NS

Y
o v 6

d0a131139A1AIVALUUYIUINIS LslunisAnwiITeidendnuidiuusnianuduiusiunis

aa v [J

A0aNINMINANFIVALUUYTAUINTIILAN 3 USRI INMINUNILITIUNTIUNULATS 3 Fudsdl

n1snatdfeundian laun malulagdadsia (Digital Technology) N13y stiunana (Market
Orientation) tag AT1@uA1 (Brand) Lagflusdu q mua1du fen1s199 6 uavausaeduilani

M19199 6 AUANTUSTEVNIFIMUTAY AUNMIFRENITNITNAINARTIALUUYITINIS

o 9 Digital market

%aé’%% Technology orientation Brand

Bracinikova, Veronika; Matusinska, Katefina 2016 \/ \/
Dahiya, Rekha; Gayatri 2019 \/ \/
N., Asha; Verma, Anuj 2019 \/ \/
Bhagwat, Haridini; Kolage, Rajan 2020 \/ \/
Febriyantoro, Mohamad Trio; Wright, Len Tiu 2020 \/ \/
Nandy, Mithun; Roy, Soma Sinha 2022 \/ \/
Smith, Katherine Taken 2022 \/ \/
Suhan, Mendon; Nayak, Smitha; Nayak
Ravee;wdranath;’Spu{bayr, Cristi o 2022 \/ \/

59 6 7 3
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N13ARIARIVARVUYININIS TAENUAINFUNUTAINATD U NaN15AN®IVEs Whitburn, Damien
(2022) WUIINSAAALT e dnansEnuITuINAen ndnwaleaAns damasiamimmﬁwuﬁaﬁmm
poulail LLazﬁﬂUamméfﬂﬁa uwiiemuulndeailielidmanennudafsons1dudi Fsaenadas
AUNANIIANYIVDY Legzdina, Aija;Sperlina, Annemari (2020) ﬁwudwLﬂfamﬁﬁﬂmmwdwasiams
WndannnIeuaiiare Ssdemansenulnensinensidus Tag Sussman, Kristen L.(2021) Wu3n
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