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Abstract

The research objective was to relation between internet marketing strategy on marketing
success of E-Commerce businesses in Thailand. Data were collected from 137 marketing executives
in E-Commerce businesses in Thailand. Statistics for analyzing the collected data were multiple
correlation analysis and multiple regression analysis in SPSS. The study findings revealed that
the 1) Internet marketing strategy in the aspects of customer service driven overall had positive
relationships with and effects and 2) Internet marketing strategy in the aspects of market research

and development overall had positive relationships with and effects.

Keyword : Internet Marketing Strategy, Marketing Success and Electronics Commerce

Businesses in Thailand
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% 3.97 3.99 413 3.41 3.79
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BMR - 0.436* 0.650* 0.643* 2.387
CSD - 0.701* 0.318* 2.784
IMC - 0.559* 2176
MRD - 2.784

* Ppdagynesianszdy 0.05
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