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Abstract

The purpose of this study was to verify the relationships between online marketing management
and online marketing success of E-commerce businesses in Thailand by using a questionnaire as
an instrument for collecting data form 124 marketing executives of E-commerce businesses in Thailand.
The statistics used for analyzing the collected data were mean, standard deviation, multiple correlation
analysis, and multiple regression analysis.The study found that online marketing management in the aspects
of online customer relationship management and technology marketing communication had a positive effect
on online marketing success. Therefore, executives of E-commerce businesses in Thailand should focus on
online marketing management especially on online customer relationship management, and technology
marketing communication in order to have marketing competitive advantage and achieve the success in

online business.
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HRdeRslAvinnmaaaL Multicollinearity TagldiAn VIFs 191n2)31 An VIFs aassauilsdasy n1stsmanismans

o  a

aaulad JAsaua 1.010 — 1.092 TelAtiaandn 10 wassansaulsdasslanuduiusiunsladfidad Ay
(Black, 2006 : 585)
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