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Factors Affecting Online Purchasing Decisions on E-commerce Platforms

among Generation Z Consumers in Bangkok

Julaluck Boonprasert*
Asst.Prof.Dr. Tussanee Sirariyakul™*

Abstract

The objectives of the study are to (1) investigate online purchase decision-making
behavior of Generation Z consumers on e-commerce platforms in Bangkok, (2) analyze the
influence of the modern marketing mix based on the 4Es concept—namely Experience,
Exchange, Everywhere, and Evangelism—on online purchase decisions, and (3) propose
marketing strategy guidelines for e-commerce platforms that align with the behavior and
needs of Generation Z consumers in Bangkok. This study employed a quantitative research
approach. Data were collected by a questionnaire from a sample of 440 Generation Z
consumers aged 18-30 years residing in Bangkok. The data were analyzed using
descriptive statistics and inferential statistics, including T-Test, One-way ANOVA, and

multiple regression analysis.

The results indicated that the majority of respondents were female, aged between
26-30 years, preferred shopping on the Shopee platform, and most frequently purchased
online 1-3 times per month. Overall online purchase decision-making was found to be at a
high level (X = 4.00), with post-purchase behavior showing the highest mean score (X =
4.03). Regarding the marketing strategy factors based on the 4Es concept, Experience was
rated as the most important factor ()Z = 4.28), followed by Exchange (92 = 4.20), Everywhere

(JE = 4.15), and Evangelism ()Z = 4.08), respectively.

Keywords : Online purchase decision, E-commerce, Generation Z, 4Es marketing strategy
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