= 1

JadensianSnananisanduladedudtitumsdednusauladl
vastinfnwrumIngrdesuigaaugiuni
Factors Influencing the Decision to Shop through Social Media

of Suan Sunandha Rajabhat University Students

WRJAITIU BATEINE! UaT ADNANT J9EITTALNG?

Benjawan Yotrawat! and Duangsamorn Rungsawanpho?
W IMeNSYTIvAaIugTiun 2
Suansunandha Rajabhat University, Thailand’?

E-mail: benjawan.yo@ssru.ac.th!

Received: October 12, 2022 Revised: December 16, 2022 Accepted: December 17, 2022

UNANED

N19378ASINA TR UTTA A BAN®) 1) Yad8n19a1uUseuInsAIansikana1eny Nidnswa

q

sonsinauladedudumadediauesulativesinAnwuminerduasgaiuatium 2) Jadedan
Uszaun1en1nann 6P’s Afldnsnarenisfnaulededudiiiunisdedenuesulatvesindny
uvingdesvdgaiugiium Wunsideidatna nqudsernsildlunsidvadsd de fuslnafiae
FoAuAmumsdedinuenulad Fdurn@nuseiuuiyand TunyIng1des1vigaIugium i

400 pu tneldgnsnismiatuiunguiegnealssynsves Taro Yamane’s iasosdontdlunisiivdeoya

1Y ! a

2 a ¢ v Y aa oA
ABLLUUEDUOU ']Lﬂi’]gclﬁsﬂaiquaiﬂ 816030@ AIBYRT ALRRY ATLUYILUUNAIZIU T-Test One—Way

aa a 1%

Anova UagadiAlieeyuIuMIENITIATIERaNNITanaeY nan1sAneInydl 1) audlunisldau

1%
1 Y 1

a s & A N a v o A o ¢ ! | & a v a Y] &
E]uuﬂ@ﬁl,umLW@%931«1?‘?’]Nqumqﬂa@ﬁ\iﬂﬂa@uvlau ﬂallm'l@ﬂ'mﬁ'ﬂlﬂ‘mfg 1-2 ASY/LADU ?n']llgLﬂU'ﬂﬂUﬂ']i‘?]@

q

dudmunadediausaulatl nquiegsdilnginnuilunsdedunrinunndediausaulatluseiu

Al ¥ Y o a ¢ & A X a v 1 oA o ¢ | v e A &
110 ounsalnldiinfsdumesitlaiodedumnudediaussulal dulualdlvnsduviiofoaursnlnu

]

e

a 1% 1

FoduAniudodinuoaulall desnsesulaifiienteduieaulat Sufuisn wasmanaiitedudiive
nudednuseulal drulnaidennsruiunsdedudnde uazazain 2) JadedudruUszauna
AsAANA (6P’s) vosgsRansvIdudHuysdodsaueeulatl aglusziuanndian loun Yadesunis
duasunisnann Jadesudeanienisdndvuie waztadeaiunissnwranuludiuin Yaduau
aunmueanisiiuimsveaivled egluseduanniian 1éun dadedulszansam sesasneglusesu
1nlann JadeiunuaEINnTavesseuy uartadeiunisneuaueianIseuINIT muEIAU

(%
Y

Adnfny: Msindulateduieeulay, Fedwueosulat, uninerdusivdgauatiun



21561355UsEAEUANENT W INBFEIIBAEUETUNT TN 5 aduil 3 Auengu-5uinau 2565 —

Abstract

This research aims to study 1) the different demographic factors that influence purchasing
decisions via social media of Suan Sunandha Rajabhat University students and 2) the 6P market
factors that influence purchasing decisions through social media of Suan Sunandha Rajabhat
University students. Collect data from a sample of 400 people, collect data using questionnaires.
Analyze data using statistics, percentages, averages, standard deviations, T-Test One-Way Anova,
and inferred statistics by analyzing regression equations. The results showed how often we used
the Internet to make purchases via social media. We found that 1) the sample was mainly 1-2
times/month. Knowledge of shopping via social media we found that most of the models had a
high level of understanding of buying goods via social media. A device used to access the Internet
to make purchases through social media. Most use mobile phones and smartphones to shop
through social media. Online shopping channels found that, first and foremost, the reasons for
buying products purchased through social media. Most of them choose the easy and convenient
purchasing process. 2) The marketing mix factors (6P’s) of the business of selling products via
social media are at the highest level, including marketing promotion factors. We found the quality
of web service factors to be the highest, including efficiency, system availability, and

responsiveness.
Keywords: Making Online Shopping Decisions, Social Media, Suan Sunandha Rajabhat University
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