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Abstract

This study aimed to examine the influence of digital marketing factors on consumers’ purchase
decisions for premium matcha in Bangkok using a quantitative research design. The sample consisted of 400
consumers who had purchased or shown interest in premium matcha; data were collected via an online
questionnaire and analyzed using descriptive statistics and multiple regression. The respondents were
predominantly female (55%), and about 40% were 31-40 years old; approximately 69% held a bachelor’s
degree or higher. Most respondents were employed in government or private sector jobs (73% combined),
and the most common monthly income range was 30,001-50,000 THB, indicating a moderate to high

purchasing power in the sample.

Descriptive results indicated that consumers’ perceptions of all seven digital marketing factors were
very positive, with an overall mean score of 4.23 (SD = 0.51) on a 5-point scale. Ranked by mean score from
highest to lowest, the factors were digital promotion (4.31), e-commerce platform experience (4.30),
perceived value and attitude (4.27), online advertising (4.24), content quality (4.20), influencer marketing
(4.18), and social media engagement (4.12). Notably, even the lowest-rated factor (social media
engagement) was still at a high level, indicating that consumers placed high importance on all aspects of

digital marketing.

Furthermore, multiple regression analysis revealed that digital promotion, perceived value and
attitude, and e-commerce platform experience were the digital marketing factors with a statistically
significant positive influence on purchase decisions, with digital promotion having the greatest effect. The
regression model yielded an R? of 0.385, suggesting that these factors together explained approximately

38.5% of the variance in purchase decision behavior.

Key practical recommendations include making online promotions more engaging, improving the
e-commerce platform shopping experience, and effectively communicating the brand’s value to
consumers. It should also be noted that this study’s scope and sample were limited to Bangkok consumers,

which may constrain the generalizability of the findings to other populations.

Keywords: Digital Marketing, Purchase Decision, Premium Matcha, Bangkok Consumers, Consumer Behavior
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