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Abstract
As Thailand transitions into a fully-fledged aged society, the "Silver Generation" has emerged as a
cornerstone of the digital economy, wielding an annual purchasing power of 1.7 trillion THB. Despite the
shift toward online consumption, this demographic continues to prioritize credibility and security above
all else. The objective of this research was to examine digital marketing concepts influencing the purchase

decisions of elderly consumers in Thailand, with a specific focus on the role of digital strategies. The
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independent variable is Digital Marketing, which refers to the communication and information delivery

processes tailored to the specific behaviors and requirements of the elderly. The dependent variable is

Purchase Decision. Employing a documentary research approach, the study synthesized academic

literature, research articles, and case studies from both domestic and international databases. The findings

demonstrated that digital marketing significantly influences purchase decisions, where establishing digital

trust serves as a critical mechanism for mitigating perceived risks and closing the skill gap among the

elderly. Furthermore, designing digital experiences that emphasize simplicity and transparency effectively

fosters long-term relationships between consumers and businesses. These insights offer.a strategic

foundation for developing marketing approaches that addresstboth physical and psychological'dimeénsions,

while providing policy recommendations to enhance the potential of the Silver Economy and ensure

sustainable growth in the digital era.

Keywords: Digital Marketing, Technology, Accéptance, Digital Trust, Purchase'Decision, Silver Generation
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