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Abstract

This study aimed to 1. examine the level of purchase intention for consumer prod-
ucts via digital modern trade platforms; 2. compare the purchase decisions for consumer
products via digital modern trade platforms classified by the demographic; 3. investigate
the impact of digital marketing communications on the purchase intention for consumer
products via digital modern trade platforms; and 4. inspect the impact of the quality of
electronic services on the purchase intention for consumer products via digital modern
trade platforms among consumers in Bangkok. An online questionnaire was used to collect

data from 400 residents of Bangkok who used to see or use digital modern trade platforms.
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The data were analyzed using descriptive and inferential statistics, including t-tests, F-tests,
and Multiple Regression Analysis, to test the study's hypotheses.

The results revealed that consumers in Bangkok made purchase intention for
consumer products via digital modern trade platforms at a high level. Furthermore,
consumers in Bangkok with different genders, educational backgrounds, careers, incomes,
and marital statuses had varied purchase intention for consumer products. Additionally, the
findings indicated that digital marketing communications, explicitly remarketing and content
marketing, impacted consumer product purchase intention via digital modern trade platforms
among consumers in Bangkok at a significant level of 3.5 (Adjusted R* = 0.035). In contrast,
the quality of electronic services, regarding compensation for consumers’ damages and goal
completion, impacted the purchase intention for consumer products via digital modern
trade platforms among consumers in Bangkok at a significant level of 24.9 (Adjusted R* =
0.249). The findings from this research will benefit entrepreneurs and businesses seeking
to enhance their digital marketing communication and the quality of their retail services
on digital platforms. These findings can be utilized to guide the development of marketing

strategies and effectively cater to customer needs.

Keywords: Digital Marketing Communications, Quality of Electronic Services, Digital Modern
Trade Platforms
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Remarketing -0.103| 0.045 -0.122 -2.263 | 0.024* | 0.845 1.1183
R’ = 0.040, Adjusted R* = 0.035, F = 8.107, Std. Error = 0.57420, Sig. = 0.000*

MIINT 2 Frefunudn maveseudesduiieafuauduiusvesauls wienne
SaauduswTadu (Multicollinearity) Ingnismaaeusneaia Tolerance wag VIF 1ilonsaa
aoulgymanuduiusuazanunysusiuvesianls wuin A1 Tolerance 1nn31 0.1 wagAl VIF
Ween31 10 waned1 liidymnniesammdiadudaunsainmsingianneslamman (Multiple
Regression Analysis) #8733 Stepwise WU31 N158eANINISNANNAAYA F1W Remarketing uaz

a v

FrunmsnaniiiomdsaronisndlatedudrgulnauilnaiuunanilesufdvialuAiumsaues
Auslaalunsamnumiuas egelieddgnieada Fasuusisaesanunsnedurenimdila
Foaudgulnauslnaruunanvie suAdvialuidsumsnvesiuilaalunsammamunasiddosay 3.5
(Adjusted R? = 0.035) Ingnnsdeansnisnaniaria sunisnansilew (Beta = 0.214) f8viswa
msvandenisisladedudigulnavilng diuunanodufdvaluiidsunsavesuilaaly
nsaimasuasluvefid 1y Remarketing (Beta = -0.122) SdvEwansausdensntladodudn
sulnaudlnarinuunane uRTvialuATumsnveadiuslnalunsammavuas Ssansnsnideuaunis

MLR wuunnnesladuiuunman lanad
Y=a+xb+xb,+xb+xb+xb+-xb+e
¥ = 3.553 + 0.200(M3na1atilon) - 0.103(Remarketing)

wARIIALNAFIU H1: 1sdeansnisnainfviadananisnsladioduagulnauslaaniu
wnannasuAIaluATunIAvesEusaalunTuNNaMUAS
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auuRgui 3 aunimnsbiusnismedidnnsetinddsnasionsasladedudallnauilan
HuLnannesuAITAluATINIAvewuTInAlunJenEILAS
A1519% 3 NANINAFRUANNAFIUN 3

Unstandardized [Standardized Collinearity
Model Coefficients | Coefficients t Sig. Statistics

B [Std. Error Beta Tolerance| VIF
(Constant) 1.243 0.244 5.086 0.000*
mwmmaqﬂﬁ%ﬁa 0.397| 0.060 0.364 6.562 | 0.000* 0.624 1.602
\inAuLE e
ﬂ’]iﬁﬂﬁUiSq 0.215| 0.063 0.189 3.401 | 0.001* 0.624 1.602
wWhnune
R* = 0.253, Adjusted R* = 0.249, F = 65.678, Std. Error = 0.50656, Sig. = 0.000*

s 3 Fredunuin maneseuifestuinifuaufiiusvesiauls wienny
SaAmdus W Tadu (Multicollinearity) Insnsnaaeuseaiia Tolerance wag VIF 1ilonsaa
aoulgmauduiusiarAunUsUsuvesianls wuin A1 Tolerance 11nN31 0.1 uazAn VIF
weend1 10 uanaliifidgymanigsumyaduisannsayhnsieseianaeeidamyan (Multiple
Regression Analysis) #2835 Stepwise Wuin Aaunimnsliuinismediannsednd faun1svinli
vssmneuasiunsaegné adaaudsmedssasonisidladedudgulnauilag
WuunasesuAdTaluAsumsavesfuslnalungunmamunas eg1elldodAamnaaiadisyi
0.05 FehulsisansanunsneiuisaudsladedudgulnauilnauunansesuAialuifsu
wsnvasuslnalunsaunnuvuasladesay 24.9 (Adjusted R® = 0.249) lngaaninnislvuinig
medidnnsedind funsunmegnédiefnnnudems fsviwadenisiilatodudgulneuilna
HnuLnannesuRIVialATuImIaveUslaAlungamnumuas nndwunsiiiussaithang
feanunsndouaums MLR uuuamaesBadunuunvna Tdwsdl

Y=a+xb+xb,+xb+xbtxb+..xb+e
¥ = 1.243 + 0397 (M3yavegnAilofinanudsne) + 0.215Msiussaidmane)

wansIaNNAgIY H2: aanmn1stiuinsmeBidnnsedinddasienisadlatiedufgulng
U3laa duunasvlesuadvialuasumsavesfuilnalungamnnumiuag
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aiuse

1nMsifeites Mydearsnisnanddianazaunimnisiiuiniamisdidnnsednd
fidsnaranisdsladodudgulnaviinaduunanlesufivialaisumsavesguslaaly
nyammamung Wieliussginguszasinsidouazdanunise {ideldmaaeuanigunside
marfngusvasdnIsive il

sunAguil 1 fuilnalunsayme AildnvazmaUsEInsmansiuandnaty finsisla
Foaudgulnauilan KnuunanrlesuAtialudsumsnuandeduy annsing wut fuslan
Tunganmasunsiifin ssfumsine e s1elduazanunimausafiunnsnetu fn1sdila
FoausguinauslnakuuwanesuRdvialuAsy

wisavasfuilnalunsammumunsuanssty Tnememsiuuslbsonisidlatodud
gulaauslnasuunanvlefuddvaludfumsamnniunavds erawdesanmanedulg/laild
Tfauddglunisdentedudgulnavslnnainmedu faduiuiiliusssogudaidony
uwnannlesuRITalAsunse uenaniidenuin izé’uﬂ'1iﬁﬂmqaﬂdﬁizﬁuﬂ%ﬂgmym%‘ﬁmﬁégﬂa
FoAudunniian oraiflesandiifinisfnwseiuganiUSygynd dausnniieuanunsolunsld
unarefRITATLAT UL AUNSAnyIBL uenandSmuh §itusznavedmiinau
Uitmenvuiinadilatodudnnniian enaiflesannistodudiilivsydegudriuunaniosy
favia ludfumsatisanaugenuasidenalifunguendwniineuuisenauld wenaini
Hawut §iifiseldeiousinndt 45,000 vivduly fuwildusenmsddlateaudgulaauilaa
muLLwam\Ia%mﬁ?}ﬁa‘ma%ummmaﬁqm mf\]LﬁaqmﬂﬁﬁﬁiwlﬁsiaLﬁaumﬂﬂdw 45,000 UM
1U farwannsalumstedud wasnud didanuamlaninisidlateauiguinauilaasiy
unareuRITaluAsumsanriguilaafiasauds oradissanmstedudguinauilnani
miweradufnssundnivhimiunisluaseunis Tusasigidenguandraiy dnisdile
FodudrgulnauilnesuunaniosuAdaludumsaliunnsieiu faaenndastunuideves
ndien qUwsd (2563) AldFnyides “Hafofifinatonnuiilatowiestuilitutayssnminfuiu
iuveuIina Generation Y Tulwangamnamuas” uaznud Yadedudssansmans loun
A 91y sefumsinwuarsgldraeuiiunneaty daruddatoirdosuiteifutassami
AuidsAmsuuansaiy

auNBgnuil 2 msfearsnsnaniaviadiwadanisaslatedudigulnauslan wau
wnanWesuAIaluATunInvesEusaalunTuNNEIUAT 91NMIANYINUT

msAeansnTnandavia funisnataLienn (Content Marketing) dwmavisuansonisila
Foaudguinauilna suuwanrlesuAdvialudsumsnvesiuilaalungaymaumuas oraidlesan
mauanuiemieyailinnufiiulssleviteduilanfiunnmatugud mauansdoyaieaiuaud
Sudniidmausernsuanademiianudiauls fuuiliiiiazdmatoniundlatedudosuslan
FsaonndosivaAdeves Unduiug usow (2560) AifnwFes “deamsunanadiuazuszian
youdlomunanny $r¥uemnsun Twitter idnansgnuderruafinonsduduazauals
Fovestiuslan Generation Y” uazwutt fuslam Gen Y fuwliuflasdodudanduewnsid
i wanidlomi@sininaderinueionsndud wararnudiladesnnnindenidean
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nsAeansnanannRaa fMun1smansifiou (Remarketing) dwnariansniladedudguinauilag
Tusuau mﬁ]LﬁaammmmmLﬁamﬁﬁagaﬁué’mwLam vendendeiuen q ludeanedu 9
o1aneliiAnanusragseruilnald Fsaenndosiuanuidoves yutus Judseius (2560)
fifnuides “HaduiiiiEvinadeaudiladedudriunislavanuuuimsifniuaslavanuuy
Funfiniaiudiua” wudh mslevanuuuindfeisiuduadudeyarnans n1saini
$1Aeuazaudlunsiulavan ﬁmwué’uﬂ’ua‘ﬁ’umm&gﬂﬁaﬁuﬁwmQ"U'%Im Tuvaueil
nMsdeansnmsnanadvialuddy q idnwlundfedlddmadonsitlatedudgulnauilna
HULNanNeSUAITALATUNTA

aunfgiudl 3 aunmnsliuinmamadidnnsednddeadenstladedudgulnauilan
FnuLwannesuAITaluR SN InvesiunalunsumumuAs Ann1sAnwInuI

AaunwnstiusnsmsBidnvsedind sunisiliussaudivane (Fulfillment) deuasio
nsilatedudrgulneuilng Kuuwasosuddvaliisumsnvosfuilnalunsammununs
oaiilesnnguslaadiulnglirnuddaiuannimmsliinsannmeumlusmunanmaud
Aufn guwuuUIIYAe Tusluduguesdruan uaznsdndsdudiilduasgrudulumaidnd
szl damaliiAnnsdsladodudngulnauilnariiuunanosuddaluifisumsn Tsaenndos
fuaAdeves afiug manaw (2562) fidnwiEes “Uadesununnliuinsmedidnmseding
Anansznuienfianelavedliuinsiiuszuuginssueeuladvessuinisnansineluwn
NFIVNULAT” WU AnNINNNSUSNIsBannselindiunmsiiliussanad e fannuduiusiu
anufenelalumsliuinmsrugsnssueeuladvessuiamanansing Jauansin aanmnnsuinig
Bidnmsefindsunmsviliussqiimnedanudidyonnuidadedudveuilan

aanmnsliuinsmisdidnnselind duniseawegndilolinaiuidenie
(Compensation) dssavnsuandensaslatodudnguinauslaauunaniosufavialuisumse
vosuilaalunsammamiuas oraidlesanguilandanlvglinnuddysunuamnsliuing
INNNTIUAT 1ué1’1umiammmmnaam’fay‘aﬁmwmmL%JLLaséiu’ﬂmht‘JLLﬁﬂﬁgm Tnglaasnsun
Hapidilafamauselovivosgnandundn anunsafutuvdoduaudils Weldsuaufiitisade
mevisoliifulumuiissyls dmalmAnnisidlatoduigulnauilnauunanesufdvaludsu
wsn saeandesiunuidoves dyning dwind (2563) AAnw1Ees “Bvdnavesnanm
nsusnsBiannsedindrernuianelavesfuilaalunislivinismainnarsnduddidnnsetind”
wuh pauamnsuinsidnvisedind lufiishueleuionisiududndiagann uneduiuuunasiosy
ansanouteasdovesfltuinisld uariinsnovausdldedesindlunsdfiintymayinld
anduinauiioela wardswaderudilatodudvesuslnaléinntu luvnsiinuamnisly
Uimmediinnsedndluifddy 1 Afnwlunuitedlidmatonisidadoduigulnauilag
HULNaRNBSUAIVALUATUINGA
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Harauauusitldanniside
MnnnsAnuAdeFes msdeasnsnainidvianazaunimnslivinimdidnnsetind
fidsnaranisdsladodudgulnaviinaduunanesufivialaisumsavesguslaaly
ngamaues deiaueuuzditnaula fall
1. nHamslinneideyavesmsdeasnsnainddvia dasienisacladiodudguina
Uslnarnuunanesufdvialuisunsavesuslaalunsunnumunas wud
11 mnaaien (Content) HAINNTIATIETENA NUI1 TBVSwaldeuinse
mssalate Tnefuslnadiumnaglimnuddyrenisuanademdeyailinuiuanduusslond
domTanuuandsainguis deyafenfuiuiaudfnnugniednauduigiu waswans
domiAsuiudduidamninauls eglsin fusznounismslfmiudidylumsuans
\domdeyaiiinunlussinafimngauenaanfislomalunisidatevesuslaald
12 mspaauuuEiiey (Remarketing) HAINNNTIATIZVITYR WUl JaviEwa
Beausteniasilate Taeuilaaleuddy fumnulunadhihavdoulndeaiiie vie
iudoyaduiriindeadety naiulewaniudluguiuuiiuansnsesns wasfiunisitaue
Foyaduigain Turomnady 9 guszneunmsmsliauddyinrtunsiiindosdiotinses
Foyalunstieiinsginguidmnediuriaia iletielumsnsaaeungiingsy vandesdameany
smganmsiiulavaniesads faleuduiusidsauderudiladeduivesuilan esn
fuslandisdniagannislavanfuuldufesdaruidatoaudtisninfuslaailsisdnagy
INNTLaIYN
2. NRANITIATIZRTayaveIRunImIsliEuIN1seBildnnsedindrenisdnduls
Foaudgulnauilan MuuwaniosuAdvaluidsumsavesfuilnalunsammamuns wui
2.1 muhbiussqdmng (Fulfillment) #aainnsiesgideya wud dnsna
sensndlatonniian tnefuslnadaumnlieuddysiouinisdadsdudiildunsgiussy
nsansdsidnuLazasvaeuld swimsuaniguesdiuan wazdudnilmdenvanvane
wazAaNTRAUA Ussgduet Wulunudissyld fusneunisenstimnuddalusunisesnuuy
unanWosuATVaTUsAvEam fduneumslinuldielidudou Tedesdielumauugihdudn
fomnzay TugndusagsneniunginssuuazdsyTanstodud owandlawvanludings
Wiy Wiy Google Al Recommendations, Facebook Customn Audiences Lﬁ@lﬁgﬂﬁ’nﬁuﬁuﬁ’]ﬁ
pssfunnafisanniigauaninaufianels damssdateuazifislomalunsdeslusuanld
22 msvawegniileiineuidens (Compensation) HAINANTIATIEYToYA
wuh Ssvisnasiensndlatesnniian Tnefuslnedusnnlsiauddysomsfamunsaseudeya
Ieegesimsa fuseneumsiiiinisuidgmilaedddwauselovivesgnAndundn nsfuku
Aududsierdsududilu Weduslaaldsuaumidisavidodemeviolidumudiszyly uas
fuszneunsfimusclafiaztneuddymilsviedes fusenounisorniilusunsu Chat Bot 1y
Fosnamsansodniugniniidesnsudstamnsliausig q ieanusindlunsindelsvn
e uasfiolignéuinaufionela dwmaromsdclatouasifislomalumsded-lusuianld
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Forsuauuzdmiun1siduneoly

1. Anvifisduieafudadununmmsliuinsdidnnsetind fuuszaunisainisliou
ilesantlagtuguslnalimnuddglusudszaunsaimsldnuduegrann dadesunuam
nsliuimamebdidnnsedindonaivimuaivesiuslnadunidusudenisdilate wu Fesns
Auazmn TIndlunsiumaudn funeumsdsde Yemmanmstissiufivennvans uagnsdn
dadumnfszansamlusinisluumanesuddvia WeduilnaldsuussaumsaliimiAnaaseviu
TaluuwanosuAivia axdsnalsifuilnafluultiufiosnduindeduddlusuanldundetu onld
FBnsdunwaliuuagan (in-depth Interview) Ltellddeyaidsdnundsty

2. Fnwniimdudentuiladedu q fannsadwaneanusimadelasan wu anudly
mswilaan Wuilivddyvildidmadennusinaselavan Fannusiegselavanavdma
soviruaRfeuyTUAuazanuTeAui vidonnudilatedudvesfuilnaluBeay wiefnwilade
Fruenuietesmedavaniuaruadlavesiudlon sUuuvvedawan ievedlawan sy
Tnsnseenuutlawanliaenedasiuaruaulavesiuilng donlisuuuuuandomivanzay o
Frwanemuimyiolavauardmairoviruafideuusud uasanudoduduasjuilnald

3. Anwiduusludwdy q Aisvswadensisladedudngulnauilnakiuunaniosy
AavialuiAsunsn wu nagnsnmsdoasmsnanauuuiusiing (Afflliate Marketing) mailinngla
AMENAIYBIUUTUR
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