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Abstract

This research aimed to 1) examine the factors influencing consumers’
purchasing decisions of fast-moving consumer goods(FMCG) in online platforms,
2) analyze the effects of these factors on purchasing behavior, and 3) develop a
model to promote purchasing decisions through electronic marketplaces (E-
Marketplaces). A mixed-methods approach was employed, consisting of
quantitative data collected from 400 consumers in Bangkok and its metropolitan
area, and qualitative data obtained from in-depth interviews with six experts and
business executives. The research instruments included a questionnaire and an
interview guide. Quantitative data were analyzed using descriptive statistics
(mean and standard deviation), while qualitative data were analyzed using

content analysis.
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The results revealed that 1) the most influential factor affecting online
purchasing decisions was digital communication strategy (x = 4.12), followed by
online marketing mix (x = 4.07) and government support policies (x = 4.04).
Consumers emphasized the importance of the 4Ps, credibility, security,
convenience, and promotional effectiveness. 2) The impact analysis showed that
digital marketing and online communication strategies effectively enhanced
consumer awareness, built trust, and increased purchasing frequency. Digital
tools such as artificial intelligence (Al), social media, and email marketing played
a vital role in creating value and improving consumer experience. 3) The
developed model for promoting purchasing decisions through E-Marketplaces
integrated digital marketing strategies, value-based communication, government
support, and consumer experience design, aiming to foster sustainable online
purchasing decisions.

The findings contribute practical implications for business strategy
formulation, online marketing management, and public policy development to
strengthen the efficiency and competitiveness of the national e-commerce
ecosystem.

Keywords: purchasing decision, online consumer goods, electronic marketplace
(E-Marketplace)
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