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Abstract

At the present time, marketing through individuals who can motivate and influence
the audience is very effective communication and has replaced marketing communications
through celebrities. The objective of this research article was to present online marketing
communication by using celebrities influencing consumers’ purchasing decisions of Doi Kham
products. In this study, data were compiled from literature reviews and research related to
online marketing communications to present knowledge of online marketing communication
theory, purchasing decision theory, and celebrity theory. The findings of this article presented
would be beneficial for those who are interested to apply it in academics and business
operations because marketing commmunications through online media can reach consumer

groups.
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