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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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Viﬁ’;ﬂﬁ;ﬁﬁimmmmammmL?ﬁ'mmﬂﬂﬁ%a?mﬁﬂaaulaﬂlﬁ LaLEDAAABINUINUITEVDY Wongthongdee
& Oraphan (2021) léAnwdunswesiuslnauagnissuianudsslunisdedudesulatvesuilaa
nauiataflea (Millennials) Tulwangammnumiuas nui nswasunvamianaluladdamaliiiuilan
fidunanistodudeaulay 6 dunou 1dun 33u3 (Awareness) msfagala (Appeal) Msasuny (Ask
msUszdiumaden (Consideration) n1sasiiosh (Act) wagmsatiuayu (Advocate) Tnsdunaufifuilaai
N13NDUANDIENEN AB N1TADUATN Uazdiaanadadiuiwideves Khamyod (2023) wuii guslamiinis
AOUAUBIONALNS 5A YBImIIAUAT Aie N33V MIFegA N1saeunIN MIUsEUNIuGen N1snseih wax
nsatfuayu egluseduindian Ineinismevausslusnunisasuna ganinszuInnsau 9

3. mMsfoansnanainiavaluyndudswasoduniinisteduduiduresiuilng egrafiteddy
yaRRTsEdu 0.05 MilenalumneTnguizasdvasnsvinnisieasnmananaiavatuiievimiifieghdla
otvilavidevansedis fie Wielideyatnansiieadnanisiuiuaguilan (Awareness) lofagagnAlvsl
Trndeaudn (Appeal) iitonszduliigniesnideyaiioafuaud (Ask) uazifnarmsdladouazsindula
FoAudtiy (Action) wazlinisatuayulugnaiuszdndunaiuiu (Advocacy) (Kotler & Keller, 2021)
aonndesfunquiidunianisdedudivesiuilana (Customer Journey) wos Kotler (2021) s¥31n13
novaussvasfuilnaluusazduneuresnsdoduilésuavinannnisdearsnimmanidsa lasnisadig
msudiulavanesulativasidonddvaiifsgaarmanls nsedulifuilnnasuaudoyaniugomis
poulatl 1wy Mswmvdedumdeya warduaduliiAanisindulade drenslideyaiidaauuadnd
I¢tine sdeaiennudiiusssozeriunsatuayuiaznisuuzianguilaaiifianela uavaenades
fuauifeves Worrawasunthara (2017) wuin msdeaisnisnaiafdviadenaseidunisnisnisdndula
FoauAUssanurdurinusuledmnddsdnnseling 1uiseves Prangam & Thuenphuangkaew (2020)
wui1 nsdeansnisnalnidsia dinarienisindulavesfuilaneddidedidynisada uideves
Paiduang (2021) wuinnsdeanshdviadenanenisinduledoduduniuresiuilnaiiiaunainuas
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=



NaLnA (LGBT) Lazauidevad Sangpoo (2021) wuil nMsdeansnismainniudenava dwwasonisanaula
\denTedudmuszuumdvddiannsetindvesuslnaludmingvys

Ualauauug

tatauauugluntsiinanisideluly

Mndedunuvesnuise nsdnaiunisuieiiudediva dwadedunianistedudiundu
vosfjuslnageiian eiieuiivuiuiedesiiomsdoasnismaaussinndu q dafudivesmsdudundy
fifinssdugsiasnuunaniosuaiva aslvianuddytueaissdiedearsnismarnysziniliuinni
Usziandu 9 lagenafesiinisdnionssuduasunisvesduunanesuidtavowmsdudi Thuntuy
Tnglanzunanesudedinueoulall 1wy n1sdnAanssuagy An # (Hashtag) Tu IG Wle¥uvesmetaan
AsdAuA visen1savsevwiadasduaudnveaiulus [Wudu

[ [y

9g14l3An U 1WveInsAudwguTivigsia uwnanesuAiva mislianud Ay duraieidade

ﬁdqwam’aLﬁumqnﬁ%}amaﬂ@ﬁm wennMIsaasuNIsIeEude AT Jedudu 9 Adidudud
nslewniudedda 1w lavanuumednnieduanunsy fannsaihfnguitmingldegiansige
msldmiinanunesiudeddia saeliuslaaldsumuuziinaznsuinsiisngy msussoduiuseiiu
doRavianilaudifnlunisainruiuiiasanuduiudiugni uazn1sna1anienss 1wy nMsdedonany
Tusludusinuteannaddna drensedunisinduladoldodeiiussaniam deswdadewmaridnfedu
wheaiunudunsditunagnsnsnanidrauazdulondlunsueauduiduinndu

Forauauuzlunisiseaiasioly

ATALTIUNTANYLTIRUAIN dialngAndanisdeansnisnatafidviafifinaseidunisnisdodud
voafjuilnn lnensdunivainguiiedsedsazidon odayuuenazUszaunisaladsesiuilag
Tuustazduneuvesmsdinaulate mufenadnlatiadosng q Afdviwa wu mssuinadud anulinda
Tudendva uagtadensdnineriviliguilnadentedudn n1sl9isnsduntvnidielilidoyaiiedn
flaanmnsoldannisnuidasiim uasdoduaudlangnssuduilnaldAs
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