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Abstract

This research aims to investigate digital marketing strategies influencing consumer
decision-making in the context of private hospital services within the Bangkok Province. A
quantitative research methodology was employed, with a purposive sample of 400 individuals
who had previously utilized private hospital services. Data were collected using structured
questionnaires and analyzed through both descriptive statistics—such as percentage, mean,
and standard deviation—and inferential statistics, including Pearson’s correlation coefficient and

multiple regression analysis.

The findings revealed that digital marketing strategies—particularly content marketing,
social media marketing, and influencer marketing—significantly correlate with consumers’
decisions to use private hospital services. Key influential factors include the credibility of digital
content, consumer engagement, and responsiveness on digital platforms. Moreover, the
regression model accounted for 81.5% of the variance in consumer decision-making behavior,

indicating a strong explanatory power of the applied marketing strategies.

The study suggests that private hospitals should systematically implement digital
marketing strategies with a focus on delivering value-driven, trustworthy content and cultivating
positive digital experiences. Such approaches not only foster consumer trust and satisfaction
but also enhance long-term service utilization and brand loyalty in an increasingly competitive

healthcare market.

Keywords: Digital Marketing, Consumer Behavior, Decision-Making, Private Hospitals,

Marketing Strategies
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- @1 F =347.130 uazA Sig. = 0.000 uxaIINUULUFNMINANRLARNEATYNIFAR

A o
Nn3cay 0.05
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ﬁammumﬁuﬂizﬁwﬁ%mﬁsm (Beta) 19 3
1) MIaaauuUuiaIusIn (Engagement Marketing) — B = 0.274
2) miamauuulndatneawlal ewom) — B = 0.272
3) maaanaLBslszaunnyol (Experiential Marketing)— B = 0.229
4) ﬂ’]i@lmmﬁawl (Content Marketing)— B =0.188

5) miaaarulodaaiids (Social Media Marketing)— B = 0.152
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mﬂwamﬁmﬁ:ﬁmmamwmm (Multiple Regression Analysis) W1 RIS pI2a}?
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4.0179uNBLAzE L AUNAENTN1IAA1AATYIA (Digital Marketing Strategy) Wﬂsamquﬁh
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§ QI > Q a v =) v &/
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