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Abstract

This study aims to examine the influence of demographic factors, consumer
behavior in purchasing electrical appliances through e-marketplace platforms, attitude
factors, word-of-mouth communication, motivational factors, and technology acceptance.
The objectives are as follows: To compare how different demographic factors affect the
decision-making process in purchasing electrical appliances through e-marketplace
platformsamong consumersin Bangkok. To compare how different online purchasing
behaviors through e-marketplace platformsinfluence the decision-making process in

purchasing electrical appliances among consumers in Bangkok.

The sample group for this research consisted of 411 consumers residing in Bangkok.
A questionnaire was used as the data collection instrument. Descriptive statistics used for
data analysis included frequency, percentage, mean, and standard deviation. Hypothesis

testing was conducted using t-tests and one-way ANOVA.

The results of the hypothesis testing revealed that gender, age, marital status,
and work experience—as well as the behavior of purchasing electrical appliances through

e-marketplace platforms—had statistically significant effects.

Additionally, the findings indicated that attitude, word-of-mouth communication,
motivational factors, and technology acceptance significantly influenced the decision to
purchase electrical appliances through e-marketplace platforms among consumers in the

Bangkok Metropolitan Area.
Keywords: E-marketplace
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