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ABSTRACT

From the influence of technology that is constantly evolving, customers
are now more convenient to live their lives than before. The technology from private
business sectors enables them to communicate directly with their target customers to
shop online by which the goods are delivered in hours to the doorsteps. For these
reasons, consumers have changed their behaviors to buy things online more and more.
The researcher, therefore, would like to explore the online purchasing behavior of
consumers today. The purpose of this research is to study factors influencing the
repetition of purchasing online products through e-marketplaces. This research focused
on the concept of unplanned purchase, consumer satisfaction, information system
success and marketing strategy which includes the factors of system quality, data
quality, service quality, product, price, distribution channel and marketing promotion.
The method of collecting data is through online questionnaires from 183 participants
who used to buy online products through e-marketplaces in Thailand.

The research suggests that consumer satisfaction factors depend on data
quality, system quality, service quality, products, and distribution channels. Price and

marketing promotion factors do not affect consumer satisfaction. At the same time,
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the factors of consumer satisfaction and unplanned purchases influence online repeat

purchases through e-marketplaces.
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