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ABSTRACT

The purpose of this research was to compare online shopping decisions among
customers in Bangkok. It was classified by personal factors, to study the factors that affect
the decision to purchase online on e-Marketplace in Bangkok, and to study the relationship
between digital marketing communication factors and online shopping decisions on e-
Marketplace in Bangkok. The samples which were used this research were consumers, both
male and female in Bangkok. They have used the service on e-Marketplace. The sample of
400 people were chosen by random sampling. The confidence was 0.96. The statistics used
in data analysis were frequency, percentage, mean, standard deviation. T-test, one-way
ANOVA, Pearson-Product Moment Correlation Coefficient, and Stepwise Multiple Regression
Analysis. Multiple Regression.The results of the marketing mix factor (6P’s) of e-Commerce
business found that the opinions on the marketing mix (6P’s) of e-Commerce business
overall was at the high level. The digital marketing communication factor found that the
opinions on digital marketing communication factors overall at the high level. The online
shopping decision factor on E-Marketplace found that the opinions of online shopping
decisions on E-Marketplace, overall was at the highest level. The results of comparison of
online shopping decisions among consumers who have used services on e-Marketplace in
Bangkok, found that consumers who used service on e-Marketplace have the average
monthly income is different and a decision to purchase products online was statistically
significant difference at 0.05. The digital marketing commmunication factors correlated with
online shopping decisions on e-Marketplace in Bangkok (r = .775) were statistically significant
at level 0.01 and found that distribution channels, products and marketing promotion have
influences online shopping decisions on E-Marketplace with statistical significance at the .05
level. The changes of the online shopping decision on E-Marketplace could be described
from distribution channel factor 56.4% promotion of marketing and products 56.4 % (Adj.r2
= 0.564)

Keywords: Marketing Mix, Digital Marketing Communication, Online Shopping Decision Making
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1

g$dU (Pearson - Product Moment Correlation Coefficient) Taglgnagin15Na1s AU FUNUS

o

Wa(Hinkle D. E. 1998, p.118 uagn1sAnwidadediudszaun1anisnain 6P’s’s va9g5nanIiye
a < a 4 aa a 1 LY d” a v 6 1 1 @ 6
diannsefind (E-Commerce) fianSwasonisinauladeduaissulauniudeamiaivles E-

Marketplace WeﬁmﬁmﬁwﬁmsmaaawwLLUU%’umau (Stepwise Multiple Regression)
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HaN15338

1. namyaszvdadeiadermudiulszaunanmsnain (6P’s) vasgsiandiagdiannseingd
(e-Commerce) U1 AUARLAUABAILUSZANN1INNTAAIR (6P’s) Vosgsnandisgdidnnsetind (e-
Commerce) lnanmsiu agluseauunn (X =3.99)

2. wanshnngitadefunsdomsnisaainuuuiiva Tnsamsin wui anudAniiude
Hadusnunisdeansmanaiauuuda eglusedusn (X = 4.05) fansieil 1

M13°99 1 Aladsnazd ulsnuunInggu seauladesun1sdeasn1snainiuuaiva nennsy

MIANIUNNTIANT < SD SEAUNSUUR
1. frumseanariupsessiofumuudumesiis 4.05 .670 110
2. gumseanaiierfunisaengiauayla 4.06 .664 110
3. gunsvhthelawansaudfiwan st iuleed 3.99 692 1N
4. punisviinseanauudaneaulall 4.05 .694
5. HUNTYIASAAIRENUIRNINEBLANNT O 4.11 .637
594 4.05 .670 110

3. nansaaeutadesunsinaulatedudiosulatiun E-Marketplace Wu3n ALAALTIU
mssnaulagedudesulatiuu E-Marketplace Tnenwsiu aglussAuniian (X = 4.25) #an51ai 2

A131997 2 Anadenazdriudenuuninsgiu seaudadeaiunisdnduladedudissulatuy E-

Marketplace
AIANTUNITINNTT 3z SD. szAumsUfun
1. NTEVIUNTTOFUANIBLAZAZ AN 4.44 730 NN
=3 I3 = % [
2. ules e-marketplace danundaulunisldeu aunsa
d9afn dudnlavni nnLIan 4.34 679 wNNan
3. AUANTOHIU e-marketplace ASIANUAIY FABINNT  4.24 752 1nTign

4. 3ules e-marketplacefiuinisdndsiinsouaquyniiuil  4.30 738 wniign

Y

5. uffizeruivled e-marketplace fiavuvainvate 4.29 747 wniign

6. ViUl e-marketplace Maandedidunmsondeiud 4.14 809 1A
7. Twiuled e-marketplace f51AnduAnszydnau 4.19 .802 3N
8. Liulws e-marketplace TH91udne 4.27 766 wNan

9. 13ulwd e-marketplace Uszananasiniignaesuiugn 417 772 1N
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N1IANIUNITINNTS < SD. szAumsujua
10. Yiulas e-marketplace @ausatiedusinalilasy
AT AINAVIUINEITY 430 714 aniga
11. ules e-marketplace fvownsmstrssfiunannnans 431 737 wniign
12. Bulws e-marketplace fmufianinsonsiaaeuld 4.12 891 wn

13. Bvievoaiulad e-marketplace HuAsdn uariivedes  4.12 840 un

Y

14. Bulws e-marketplace Innsdndsiinsesionan 4.18 785 1N
15. Yiulad e-marketplace figldusnisdiuauuin 4.43 701 aniiga
59 425 572 awniige

4. mamaUFeuidfisunisdnduladeduieeulaivesiusinafiasliuimsuu e-Marketplace
TUUANTIVNEMIUAT WU
4.1 Q’U%Imﬁmﬂwu%miw e-Marketplace ManAnds uazinaArie dn1sinaulede
dudeeulat liunndneiy famsned 3

M5 3 KansiSeuisunisdndulatedumesulatvegnan Iuunaune

L < SD. t Sig.
ald 4.16 0.592 -1.954 051
N 4.29 0.562

4.2 Juslaaaglduinisun e-Marketplace 1¥39018umAnA1AY dn1sdnduladoduen
poulay liunnd1aiu danns199 4
M131991 4 wan1siUSeuiisunisinaulateduresulatvesgnArlunsunnuiuas Iwunaueny

EATNMTNATITAANULUTUTIU

WraIAULUTUTIU SS df MS F Sig.
FEMINNFY 2.096 4 524 1.610 171
Aelungy 128.551 395 325

T3 130.646 399

4.3 guilnafinglduinisuu e-Marketplace NsEsunsAnwiuandiany dnsindulade

adurneaulal liupnanaiy f9nns19Nn 5
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M15°9% 5 wan1siUSeuiigunsdedulageduaesulatvegnalunamnumues UUNAINTEAY

ASANEN AIEIDNITIATIETRANULUTUTIU

WaIAULUTUTIY SS df MS F Sig.
JENINNAY 491 2 246 749 473
neglungy 130.155 397 328

59 130.646 399

4.4 guslaanaglduInisuu e-Marketplace M813wuansaiu An1sdndulagedunn
R/ v o 4'
poulatl liwans1aiy fanns199 6
= = = v a L a v ¢ 1% ° =
M15°99 6 HanTsiSeusunsdndulatedufesulatvegnAluniunnumIuAT IWUNALDITN

v aa a L3
AITNITAATIZNANULUTUTIU

wasAULUTUTIU SS df MS F Sig.
FEMINNGY 2.692 4 673 2.077 083
nelungy 127.955 395 324
53 130.646 399

4.5 guslaaiaglduinisuu e-Marketplace 151elaladesiaiiouunndieiu dn1sindula
Fodumeoulal uanasiuegsltvdAgnisadanszau 0.05 AI15199 7
M1519% 7 nansiUTeuiisunsdadulageduieeulatvesanalunsannuviuns Suwunaiusald

RAVADLADU AEATMTIATIEAANULUTUTIU

wasAULUTUTIU SS df MS F Sig.
FEMINNGY 7.489 5 1.498 4.792 .000
nelungy 123.157 394 313

33U 130.646 399

v
aa v v vV a IS

5. nan1TIATIZRANUdLTUS S TaduaunsERaITNI a1 UUAITIanunsAnaUla T
dumeeoulatuu e-Marketplace wui1 Jadeaunisdoansnisnainnuufavialagsiuiinuduius

Aunsindulaeduaiteaulatiuy e-Marketplace lulwangamnuyuas (R=.775) ageliladAgymig

A0ANsEeU 0.01 AIMIS19N 1
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CY Y

A1519% 8 ANduUSEANSandunusULNysFuIDIUaTUAIUNISABAISNITARIALUUAINANUNTS

¥
v a

Anauladoduresulatiuy e-Marketplace

SEM Rem Web SMM Email Decision
SEM 1 6217 662" 555" 555" 636"
Rem 1 726" 708™ 593" 6217
Web 1 694" 586" 615"
SMM 1 700" 677
Email 1 728"
COMM 775”7

**_Correlation is significant at the 0.01

6. HadudunisdeansmsnaauuuRavalinudTuSBadunsaiunsanduladedud
goulatiuu e-Marketplace agnsilfudfyvsadfifiszaiu 0.05 Fim3197 9
A157197 9 Han1sMAdeUduUsYANENNsannes veen1sinaulededuiiosulatiiudemig e-

Marketplace Tungamnumuasiaesiy MeIsmalnseauwlsusiu

wasANLUTUTIU SS df MS F Sig.
Regression 74.161 3 24.720 173.308 .000
Residual 56.485 396 .143

Total 130.646 399

v a 1%

7. HANISILASIEAUATEAIUNISARAITNISAAIALU VAV aNdINanan1senaulagaduen

poulaluu e-Marketplace wui Uadeladeaudiuuszaunisnisnainniiondnanisandulade

'
o w aad

Aurpaulatuu e-Marketplace pg19iitodAyn1@danseau.05 lawn danesnisdndimuie (B =
0.274) nsdaaiunisnain (B = 0.273) uazwandnat (B = 0.230) Fsmswasuulasiiintulunis
Faauladoaudoaulatuu e-Marketplace @nsaasungldde Jadedomnenisiasmine nns
daasun1snann waznanswe le3esas 56.4 (Adj.r? = 0.564) Fm15199 10

A15197 10 AnduUszaninisanoesuazaiadivaaeunudifyresdatesiudiuusrauni

nmsnatniunsenauladeduriesulatiul e-Marketplace

o/ a lh‘
. . dulszansnisannay
AIAINBINTOU SE t Sig.

B p
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. . FulszAvsnsnaney
ANy ol SE t Sig.
B p
(Constant) 1.100 141 7.811 .000
Pla 274 .283 .055 5.005 .000
Prom 273 313 .046 5.990 .000
Pro 230 244 .045 5.103 .000

r=0.753, r’=0.568, Adj.r* = 0.564

aAUsIEHNaN1SIAY

1. iamshnsenladeiudnyssaunnenisnain (6P’s’s) vesgsianaisddiannsetind (e-

o |

Commerce) WU Justaamaeldunisuu e-Marketplace ianudidgsermunsduasuniinain
agluseiunnn enallesunaindelavaneaulall 1y Facebook fan page IG 1i1dsle Viulwd e-
marketplace fduanfidwluiuiiiay wazleulvaruandmsvandniiules e-marketplace A

winnvau Ianulaase aenndediuiuideves wantamail, N. (2012) na13313ULUUATITARETNNNT

=

oAl LY A B v DEAEN 4 a o o« 2 W v
efisfsgruslaaniunisdeansuuulundnlalvgusinagendndunilaense Inedudnuugainisld

sl w

nagnsia Fudunagnsnasuslnalidundeduinieluiuivseaunanauindliu Msdeasunis

Y

A Y a IS g § 0o w 14 ! a Y A dy %’ N
eneghusinaliingussasadAgvatsysenstawi nsiiun1snaasdlinianisdedn nsiiy
ANUDnIRUSINUNTENEn A Tnamatinvesnisduasunisvgussaniiivatemaia Neilans
Jumsginasestionisdaaiunisve Tanuvanvateuaziivszansamlunisnszdunisdnaula
dl' < & A
Foi3uazannTulusreza LY

o 4

2. HANISIAIIENYITUNITADAITNITAAIALUUAIE AUAMTURatadasIunISZoaNS

1 v [

NITAAIALUUAINE WU QU%Imﬁmaﬂ%’U%miuu e-Marketplace TANdAYAOAIUNITY

nseamsuanvanedidnnseding egluseduunn enatlessnaniideyadudlmiuntaue finng
YnauedudinsaUseinniaulalaense faudrfivainnatsliiden waziideiauedivanfivay
ADAARBINUINUIIYVDI Khamareesakul, T. (2006) ﬂmadﬁuﬁmﬁmmﬁmﬁmﬁmﬁ’umi?iami

7190159 AR LUSLAVLINAD N1THAUIILAZUTEIAUNUSNSIALARIAUAT ABlaW) ANUAIFU WAL

a

anvgndd i liguslnadedulaliendeuinian Aslivainvaiy savAlmaen
3. Han15ATIERsEAuNsAnduladedudieaulatiuy e-Marketplace voafuilnaiiagly
U3N13 nud nsandulateduiiseulatuu e-Marketplace lngnnsiu aglusziuiiniign 819

Wewnan ules e-marketplace #4l9U3n159uu070 dY0annenistnseRuvainmaiy 11190

PIUILaAllATUANNAEAINAUIBNINE WY wagldaude
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4. Han15aAsIzvinIsUTsuisunsnduladeduiseulatvesgnarlungamnuniuas

o

Puunautadediuyana wudn guslaanaglduinisuu e-Marketplace fiunnsnaiu dnsdndula

v '
aada

Foaufeaulall unnefusgivodrdgnieadanseiu 0.05 dufuslaafiaslduinisuu e
Marketplace 7 twe 929018 sefumsine 013 warseldlederaiiou unndaiy Smsdndulade
dufesulavlsiunndnaiu eraidesnduslnaiing ey sefunisine 013w wazseldfunneing
fu fimsdnauledodudrinumadiamoouladliieiu Weshedinulutagtulidaenama yote
NNTLAUNISANY NDI1TN NnTEauTIEl @m1sawdinda e-Marketplace (Electronics Marketplace)

a s

wenaInnanIaugdiannsating laegreintaazwinisudy wazieserien1sesulavslanatedu

a

drunilavesnsadutinlszdfuresuilnagaguuuulng (New Normal) luud denalvifuslnadl

v = £ ¥ ) ' a fa & a ¢ @ 1 a A v
anuduiagiaziaudlalunsldnuaisigaatanaramdyddiannseindilueg1ed 8nva
Frueeulatlutagluiiduuiuuiniy dialilidudivainualsuintu dfanssunisdaasy
n1saaaidndaduslnannaulaegiaage lulinsudauen aunsaneuaussuslaala wainraie

Javilsiname o1y seAunsfne 01dw warseauseld Wliduladendmasie nsdnduladente

FuAHIunaIANaINIvE L Annsatind

5. HANTIATIZVANUENRUSTEnIINsHRATNIARIALUUATTIadUN TR AUl gedueN
gauladvesgnarlunsimnumiuas wuin Yaduarunisdearsnisnatnwuufivialaesiud

AduiusiunsAndulatoduiseaulatuu e-Marketplace Tulamngammumuns (R=.775) agadl

'
aaa v

WodAgyneadidnsyau 0.01 oralissnanideiauedivaniivay Iveyadualniunitaue wazd

A1sdaURAUAInSIUTELANTaulalnense @anAARINUITUITYUDY
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1 v a 1%

6. HANISILASIEVUITEATUNISEBAITNISAAIALUUAIV aNdINanan1sAnaulagadumn
poulatiuu e-Marketplace wui1 Uadetaduarudiulssaunisnisnainidsnsnanisandulade
a %4 L4 1 a v o U QQQII Y ¥ 1 1 v o 1
duAooulaliuu e-Marketplace agnsiitludrAgyn1sananszau 0.05 LA 9941194n159A31%UNY
nsdLEsINIIAANN Wasnandnel onvvzillosnetadesiunisduaiunmseaadudsdunguilon
#o9n15 lvelunisudeiiansteyadualmig WiiugndAlaenss msvihAanssudeasunisnann
WU AR AN kAN WOY N1SUTEUVANITNNBLASUANS LAY USouLTbANISUTEINdUNUSI 1WA LY

991198 ag1vaNaNe Fuvarllduuddiadanisandaulaiiendedudivesguilaanidu

ADAARBINUIUITLUDY

asAAduildann1sade

Jaduarudiuyseaun1anisnainveegsng e-marketplace liadudidgsioniunisdsasy
nsnanliinngdudmaniimsluiufiaviasfoulvdiuandmivaundn Afeunsedusenuioseg
nsdalusluduan uan wan wow Frweendrldirslunisitnisnainliussaiudilu e
marketplace Wialigusznaunisldusendnsunisnainuaziuilnaitdevedldlusaign s
BHUTHAZUILEINIINITYIINITAAIA YBININITVIENTEIMUIEEUAT (Channels) Tunumaans

deonwedudn lid1aziliu Facebook Page Nfiflartusienisaudilignandents deamdlunisiinsie

Y

o & W o w = & [YPN = Aa = a v Y a
U‘U'J']L‘Uum')LL‘Usﬁ']ﬂQJJGLUﬂ'WiLa@ﬂ%@ﬂJ@Q%UiIﬂﬂLu@ﬂ'ﬂ']ﬂﬂ']ﬁ/]ll ABNVDIFAUAINRANNNAY ﬂdUiIﬂﬂ

(%
09

a1unsaidenderutesmidlanlafiazaan dedunisidendesnianisuieiudify nsizazley

o

[
Y

nauiimunendnuesgsia uwinausaiaueiululalunndesmns uenaind guszneunisdesasng

Y

audulasionslduinis e-marketplace senisBududnuvesiwesiuludnnisdeyaiazyae

dinanuiulabitiugndn iszguslaalianunsasuitwinuvesiuiviedusenaunis guslaanld

' '
I [

NAaNAYINrFIT0AUAINUTIUAI1999 e-marketplace 5auE9lulTov0IERNDNAUAIAITHTEUY

Sbe
=)

9
Fulfillment fiiedan1senuanensgneiiusz@nsain deazifiulaanny Marketplace nange) 131
NEYIUNAUITEUU Fulfillment vasdaeslivianulafivss@ndnimnsziludiudrdglunisadig

UszaunisaldenefinbiiugnAn Feiussnaunisnanusatuunfadunimuiszuy Fulfillment 39
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=) v

9199 L ARIAUAILALASI9TEUUNIYAULDINT BDNNILABNABNITFTUSNITINNUIENLDNTUNTAIY

wiou lritiguadnu Fulfillment unulsiitenauaussauiianelavesuslnaliogisgean

Ualsuauue

UaLAUBLULIINNITIY

1. §UTENBUNITAITILABINDUAUDIAIUABINITVRIHUSIAALABIANIZ AT UN I THLETY
nsnan tngnisinagnslunisis ildlumsdaaiunsnainsjdluiguilag ieldunisnsedulv
fuslneinnistodudesusznaumslu e-Marketplace sndstu

2. fiusznaunsmsiazdesinaieaiionisnsnainmianse (Direct Marketing) snldiilevin

nsdaasunsvIguazn1saien1svedivesduslaalagnislddeyanngnaiiiveviinagns CRM

'
[y

(Customer Relationship Management) Aon1sansnnudusiusiddugndn ilelguilanifnaia
tndseciuled wasdusenounisuuiules e-marketplace wnnBsiu
3. fusgneunsmsiiasianiulsdliissansnmlunisldaundedu iedhdsguslon

ode wazilumslauseulunswdstuniansaaneeulal

4. fuszneuntsmsitiudnumsieansmsnaiauuuRivialviiuativazninuazielumsidnds
ileasanilaiuSsunianisudstusgredsdy

5. fusgnaunsmsiazdfulanazianndiu Yeamansdadmine msduadunisnain
uazAnfaidelasaadostunginssumsdnduladevesuilnalusuag

Forausuuziitonminidelusuinan

1. msdnwlaziBenludinvesnguinegafiazyinnisdnw wu Anvilamiznguiuilaa
GenY, Gen X , Gen Z mstdendnwuszansluimindu vidonseunquinyssina nsizdnuay

'
VY aa o

SULUUNSALEUTIRILANA AU 919V llingAnssuraznisnevausssenislddenavialunisidngs

Y
(%

Toyadaiuld asAnviiuivludadeninnuduiusseauianelalunisdedurgisoulatiiiu
Y0119 E-Marketplace ogUsenaun1sazlimindayauninsgiiion15319WAUNITARIN IHHUNA
gnslun1sasieaudnilunisdedudieoulaun1uyomie E-Marketplace lusuianlaegied

UsLaNBNMN
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