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ABSTRACT

The objectives are to investigate 1) the influence of website-based distribution channels on Thai consumers'
bonsai pot purchasing decisions, 2) the impact of online marketplace distribution channels on Thai consumers'
bonsai pot purchasing decisions, and 3) the effect of social network platform distribution channels on Thai
consumers' bonsai pot purchasing decisions. Researchers posted questionnaires in online social networks and
obtained a sample group of 400 individuals for analysis. Hypotheses were tested using multiple regression
analysis. The research findings reveal that the online bonsai pot distribution channels influencing Thai
consumers' purchasing decisions are primarily social network platforms, specifically Instagram and Facebook.
In addition, distribution channels through store websites also play significant roles in influencing Thai
consumers' decisions to purchase bonsai pots online. However, online marketplace channels were not
significantly affecting the purchase decision of bonsai pots.
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