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Abstract

The purpose of this study is to 1) study the importance of digital marketing among
consumers in Yunnan Province, 2) study the importance of social media advertising among
consumers in Yunnan Province, 3) study the level of consumer decision-making to purchase
products through e-commerce channels in Yunnan Province, and 4) study the effect of digital
marketing and social media advertising on consumer decision-making to purchase products
through e-commerce channels in Yunnan Province, People's Republic of China. This research
was a survey. The sample consisted of 400 consumers who had experience purchasing
products through e-commerce channels in Yunnan Province. The research instruments
consisted of an online questionnaire collected via the Wechat website and an application.
Data were analyzed using descriptive statistics to find the mean and standard deviation.
Inferential statistics were analyzed by using multiple regression analysis with the Enter
Selection technique.

The research results found that consumers give the highest level of importance to
digital marketing, the highest level of importance to social media advertising, and the highest
level of importance to purchasing decisions through e-commerce channels. Digital marketing

affects consumers’ purchasing decisions as follows: 1) e-mail marketing affects consumers’
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purchasing decisions, with a multiple regression coefficient of 0.409; 2) search engine marketing
affects consumers’ purchasing decisions, with a multiple regression coefficient of 0.237; and 3)
Website banners affect consumers’ purchasing decisions, with a multiple regression coefficient
of 0.548, statistically significant at the .05 level. However, social media marketing does not
affect consumers’ purchasing decisions, with a multiple regression coefficient of 0.021. Social
media advertising affects consumers’ purchasing decisions through e-commerce channels,
namely: 1) consumer experience, with a multiple regression coefficient of 0.459; and 2)
confidence in advertised products affects consumers’ purchasing decisions. The multiple
correlation coefficient was 0.372, statistically significant at the .05 level, except that exposure
to diverse news did not affect consumers' purchasing decisions, with a multiple regression
coefficient of -.043, respectively.

Keywords: Digital Marketing, Social Media Advertising, Purchasing Decision, E-Commerce Channels
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uni1 (Introduction)
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TngUseaeAN15338 (Research Objectives)
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Conceptual Framework and Research Hypothesis)
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2. wwrRauazngujfiienugsnanidivddiannseiing
2.1 anumnevesssnandivedidnnseting
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3.2 ANUNUNYYBINITAAIARIVIA
n13na1AdIvia (Digital Marketing) vianedia JULUUNT1W0IN1TAAIATUAN
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2) Usraunsaivasyuslan 3) avundesuneduaiiilavan (Ha, 2004; Delgodo & Munuera,
2001)
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3591uN15738 (Research Methods)
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6. msmamﬁ%waaqwaﬁ{amsﬁmﬁuhﬁ?}uﬁlﬁuélwaa;;ﬁimiuum%aqumu #1515043F
UsE18U3U 21NN TEeUANNEIT LS SER U TBdE fio 1) AuaiunIInaIaRIuEa
2) sTmmammmﬁuﬁzwéjumsﬂjaaga 3) punIANARILAT e anLeeulat uay 4) AMuwUL
waskiulea a1 Variance inflation factor (VIF) fianuesna 10 Tasilanmadu 3.440, 4.900,
7.703, 29.854 Aud1RU s1zAn VIF fie Jaden1suenedivesnauulssiu @dleTanisi
m'1mé’uﬁu%éwﬁu@uﬁumwmﬁaLmﬂumﬁmiwﬁmimaaawmm A8 VIF Beflanannag
a;qqﬂmwﬁLLﬁﬁaLLinmﬂiaﬁﬂaﬁ’ﬂU wavafigendula Ao Adiusenin 10 (Kleinbaum, 1998)
0187 VIF fimann wanendudsdasy visemudsnennsal s fusuusdasydug un
(faen Nivedayw, 2561)

d1¥umn Tolerances (Tol) §AMAffu 0.101, 0.130, 0.204, 0.291 AIUEIFU WF1ZAT
Tolerance fie A1AMUTEINTsEaNSY warlresuty AnuduiusTaufuduaunsesinys
msilanluueenin 0.10 (Kleinbaum, 1998) a1A1 Tolerance vaadauUsilAm uane1fwls
Sase WiemuUsnennsailanuduiusfusudsdug uin Favlwin multicollinearity tdun1s
Fauosiudeulvvesnislinneinmsannes (faen Mmivedyw, 2561) feiu Fenarilaandauys
Saszunazialufianuduiustu 39nn153esen wuan w seduleddyd .05 Tawedute
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A15199 1 Msnatnfdviaamanenisindulageduntvesyuilaalutamaguuiu a1ssusy

U 1TUIU

Unstandardized  Standardized Collinearity

Model Coeffidients  Coefficients  t Sig Statistics

B SE  Bata Tol  VIF

sl 327 037 - 8.843  .000%* - -
1. mumsaaanuEiLa 282 016 409 17570 .000%* .130 7.703
2. AMUMIAMAKILIEUUALIITDYA 188 021 237 9011  000% 101 9.854
3. prumsnmaRueSevisdaueelay 019 017 021 111 267 204 4.900
4. prununuesiulen 435 012 548 5262 .000%* 291 3.440

R’= 972, Adjusted R=.785, F=457.583  #a1e#g: *p<.05
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Saszunazdalufanuduiusfu 9nn153asgn nuan a seduteddai .05 lngeduis
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A1515us U vUIY

Unstandardized Standardized Collinearity
Model Coefficients Coefficients t Sig Statistics
B SE Bata Tol VIF
Al 1.414 140 - 0078  .000%* - -
1. punssugsmansivannvane -031 030 083 -1044 297 648 1563
2. pusraumsaivesuslan 409 044 459 9.29.246 000 443 2258
3. pupnuidedunedumiliavan 296 043 372 6926 .000% 379 2640

R’=.567, Adjusted R*=.564, F=173.112 %/ 18/t38): **p<.05
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