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Objectives of the Study (1) To examine the level of importance of Digital Marketing
Communication and Sustainable Consumption Values that affect the purchase decision for healthy
products among Connected Consumers (Gen C) in Mueang District, Nakhon Ratchasima Province and (2)
The level of importance of Sustainable Consumption Values regarding the purchase decision for healthy
products among Connected Consumers (Gen C) in Mueang District, Nakhon Ratchasima Province. The
sample group consisted of 400 consumers who had purchased healthy products online. The data was
collected using a purposive sampling method through questionnaires distributed in various community
areas. The statistics utilized for analysis included Mean, Standard Deviation (SD), Correlation Analysis, and
Multiple Regression Analysis (Enter Method). The research findings revealed that (1) the majority of the
respondents utilized TikTok as the online platform and social media channel through which they had
previously purchased healthy food and beverages. They also held the opinion that digital marketing
communication was highly important, placing the greatest importance on Website Marketing, followed
sequentially by Content Marketing, Social Media Marketing, Email Marketing, and Search Engine
Optimization. (2) Sustainable Consumption Values among Connected Consumers (Gen C) were perceived
as highly important, with the highest importance placed on the social aspect, followed sequentially by
the Environmental aspect and the Governance aspect. Hypothesis testing revealed that both Digital
Marketing Communication and Sustainable Consumption Values were positively related to the purchase
decision for healthy food and beverages among Connected Consumers (Gen C) in Mueang District,

Nakhon Ratchasima Province, with statistical significance at the $0.01$ level.

Keywords: Digital Marketing Communication, Sustainable Consumption, Gen C, Health Food and

Beverage
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