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The objectives of this independent study were 1) to explore the characteristics
of demographic factors and marketing factors of consumer purchases via online
channels of the population in Bangkok and 2) to study the influence of demographic
factors and marketing factors affecting consumer purchases via online channels of the
population in Bangkok. Sampling plan is a form of non-probability sampling that
consisted of 400 samples. For collecting data, was used to create a questionnaire as a
data collection tool using Google Forms and distributing the questionnaire online. The
statistics used in the descriptive analysis were frequency and percentage in the analysis
of demographic factors, mean and standard deviation were used in the analysis of
marketing factors. For hypothesis testing used in the inferential statistics were t-test
and One-way ANOVA to test the demographic factors and used Multiple Linear
Regression Analysis to test the marketing factors affecting consumer purchases via
online channels of the population in Bangkok.

The results of the study found that the majority of the sample groups were
female (51.2%), aged between 31 - 40 years (52.0%), had a postgraduate degree
(47.5%), had a government officer/state enterprise employee (38.3%) and had average
income 15,001 - 30,000 baht/month. The results of the analysis of opinions on the

overall marketing factors affecting consumer purchases via online channels were at a



high level, the score was 3.95. The factors that influence from most to least are
distribution channel, promotion, pricing, privacy, product and personal service by all
at a high level. The scores were 4.33, 4.06, 3.94,3.93, 3.81 and 3.61 respectively. As
for the study of consumer behaviors, it was found that the majority of consumer
products are Convenience products (42.0%), most of the purchasing channels are via
Marketplace (62.0%) and average cost of purchase is 201 - 500 baht/time (46.5%). As
for the behavior of repeating consumer purchases via online channels, most of them
was at a high level. And word-of-mouth behavior of consumer purchases via online
channels was at highest level. As for the hypothesis testing results at significance level
of 0.05 were found that different demographic factors including sender, age, education
level, occupation and monthly income had an effect on the behavior of repeating
consumer purchases via online channels and word-of-mouth behavior of consumer
purchases via online channels. As for the marketing factors including products, prices,
distribution channels, promotion, personal service and privacy had an effect on the
behavior of repeating consumer purchases via online channels and word-of-mouth

behavior of consumer purchases via online channels.

Keywords: Consumer goods , Online channels
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