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Abstract

This research aimed to study the level of awareness of digital marketing communication,
the level of response throughout the consumer journey, and the digital marketing communication
that affects the fashion purchase journey. An online questionnaire was used to collect data from
385 students in Thailand who had purchased fashion products through digital media. Data were
analyzed using percentage, arithmetic mean, standard deviation, and multiple regression analysis.

The research results found that most students were female (75.06%), aged between 18-22
years, 61.56% had a bachelor's degree, 69.35% had a monthly income not exceeding 10,000 baht
(61.04%), and lived in the Central region and Bangkok (38.96%). For the level of awareness of
digital marketing communication of fashion brands among students, it was at a high level, with the
highest awareness of advertising through digital media, followed by direct marketing through digital
media, public relations through digital media, sales by salespersons through digital media, and
sales promotion through digital media, respectively.The level of response throughout the
consumer journey was at the highest level, with the highest response in ask, followed by
advocacy, action or purchase, appeal, and awareness, respectively. In addition, all aspects of digital
marketing communication had a statistically significant effect on the consumer journey at the 0.05
level. In order of influence value from highest to lowest, they are digital media sales promotion,
digital media advertising , digital media sales using salespeople, digital media public relations, and

digital media direct marketing, respectively.

Keywords: Digital Marketing Communication; Fashion Goods; Consumer Journey; Student
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Tutumeudsnanganindunoudu q aamamﬂwqwgmwwmwaaummmmﬂm Customer Journey)
84 Kotler (2021) sryihmsteduduesuilnaiivaretuneu dausnnsiu (Awareness) audsnisdndula
¥ (Action) uarn1satiuayuuaznsuanse (Advocacy) Tnsdunaunisasua (Ask) feiludunoudidty
ﬁﬁd’wiﬁ@ﬁimmmmammmL?ﬁlmmﬂmss‘??aﬁuﬁ’]aaulaﬁlé’ UAZADAAABINUIUITEUDY Wongthongdee
& Oraphan (2021) #Anwudunisvesuilnauaznisiuianudeddunistodudieeulatvesiuilan
nguiataiiiva (Millennials) lulwangammaniuas wui1 nswasuudamianaluladdenalguilan
fidunanistodudresulay 6 dumeu lHur MUY (Awareness) nsfgala (Appeal) nisaouata (Ask)
msUssdiumaden (Consideration) nisasiionh (Act) wagnisaifuayu (Advocate) Tnsdunsudifuilaai
N13MBUANDIEIEA AB N15ABUNY UazdeaanAdednuuideues Khamyod (2023) wuin guslaniinis
MOUAUBIRBNAYNS 5A Y09NTIFUAT A N155UF N3AgA NMsaauI MIUTEliunInGen n1snseri uaz
msatfuayy egluszduinniian Tnefinisnevausdusunisaeuny geninnszuiunsdy 9

]

3. M3deaITNTAAIARITALUYNAUANAd BIdUNIINTTRAUAUITUYRIUSINA BgalTudAgy
v A

aad [ o & [ [ 3 o -d' aa v -d' o
NNaaENITEAU 0.05 ‘Vl\‘]u@'mL‘U‘LlLW3'183G]Q‘Ui%ﬁ\‘iﬂsﬂa\‘iﬂ?i%ﬂﬂ?iﬁ@ﬁ?iﬂ?ﬁﬁ]a’lﬂﬂf\ma‘UUL‘W@VI’]ﬂU’W]EJEJ’NI@

otrmilaienatsedns Ao iieliteyatnainifieaianisiuiunguilaa (Awareness) titefagagnanivsl
Tindedudn (Appeal) ilenseduliignénesinideyaiieatuaud (Ask) uasfinarudilatounsinauls
godudniiu (Action) warlinisatuayufugnduseaniunaiuiu (Advocacy) (Kotler & Keller, 2021)
aonndostunguiiduniinisdodudivesfuslan (Customer Journey) 189 Kotler (2021) 58131013
novaussvasiuilnaluudazduneuresnsdodudlisudninarnmsioarsnisnaiaiatia Tnonisadhs
msfudiulavanooulatuaniomadviaiifegaanuaula nsedulifuilnaaeuniudeyariiudeais
poulatl 1Wu Mausvudedumdeya warduaiuliiAnnisdndulate Fenslidoyaiidaiauuasidiis
¢ mdaaduenuduiusszozeriumsatuayuiaznisuuzinnguilaafifisnels uazaonades
fuauiseves Worrawasunthara (2017) Wui1 n1sdeansnisnainiaviadanasioidunisnisnsdnauls
FoAumUszanuidurinuvledmndudsidnnseling muideass Prangam & Thuenphuangkaew (2020)
wui1 M3deansnisnainiaia denaenisdadulavesguilnnegredfodAynieada suideves
Paiduang (2021) WUjﬂﬂﬁiﬁaﬁﬂiaaﬁaﬁﬂwaGi@ﬂ’]iﬁﬂaui"\]%@auﬁﬂLLW%WUENE:\IJU%IJWﬂﬁﬁﬂ’s’mﬁaﬂﬂ%aﬂﬂ
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v:h
=b.
=



a o

ManA (LGBT) wazd1uidpved Sangpoo (2021) WUl N1sdea1sn1snaInnIudenidvia dawasonisanauls
deonFedudmuszuurndvgdidnnseindvesuslnaludminsvys

Jorauauuz

Faauanuzlunisdinanisideluldy

Mndefunuuesnuide nisduaiunisueiudedive dumadeidunienistedudundy
vosffuilnagefian WaFsufisuiuadosionisioasnsnanaussnandu q dmudmesmmaudundy
fifinsffugsharuunanilesuidvia aslinnudidyiueiesdiedearsnsnaatszinniliuinnd
Uszinnau 9 lagerafeaiinisdnionssudnasunisvieiuunannesuidfavesnsdudi Ihuinduy
Taianzunanvlesudedsnuesulatl 1wy n1sdnfanssuasgy An # (Hashtag) Tu IG Wle3uvessisiaan
ax1dum visensliansiivevungasinsduaundnveaivled (Jusiu

aglsfiny 1WvewnsduAuwIduingsAvuLnanasuAdva aslimnuddgyiunaelade

A aa v ¥ a o % U =

fidswasodumanistovesiuilag uonanmsanaunisuesudeddvauds Jafedu q Addydieud
mMslavarudeAdva wu lavanvumednnioduaniunsy Aannsadrdangudmaneldedmsega
nsldmdinauvesiudendsia Paelifuslnaldsuduusinaznisuinisfisings msUsvanduiusiiou
doRdviansinudidglunisaiiernuiuasamdniusiugnd wagnismatamnanss 1wy msdsdondnm
Tustudurhutdemnsddra densedunisinduladoldodediuseansam Wenutafamadidndety
wsasumundunsdlitunagnnisaaniiauasiislentalunisvedudundusniy

farsuauuzlunisiseasedaly

AITANTIUNTANYUTIRUAMN Welngndansdearsnsnanafdadidinasedunienisdodudn
vesfjuilnn Inensduntvainguiiegsednsaziden ied1siuunsuazyssaunisaialwesiuilan
Tuusaztuneurasnmaiindulate saudsnadlatiadosg 1 Afisvena 1wy nssuimsaud aulinda
TudeAdva uasiafemaininefivinligusinadontedud nsl#38nsduntvaidielilédouadedn
flsiaunsoldanmsfnwidaiinu uasdoduamudlanginssuduilnaldftedu
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