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Abstract

The objective of this study was to 1) study the differences of personal factors 2)
consumer’s online media behaviors and 3) selective exposure process that affect
consumer’s purchasing decisions-making process for cameras and accessories. The research
instrument was used a questionnaire to which 420 samples. The data were analyzed using
the descriptive statistics of mean, percentage, frequency and standard deviation. The
inferential statistic included T-test, F-test, Correlation and Multiple Regression Analysis. The
research found the following results: Most respondents were male, aged between 21-30
years old, single status, bachelor's degree, working as a company employee, average
monthly income was 15,001 - 30,000 baht, used online media during 20.01 - 00.00 hrs.,
frequency of using online media was every day, time to access the information more than 1
hour / time, used online media channel was Facebook. device used to access online media
was smartphones, the reason for using online media was because it is accessible to multiple
sources and has a large amount of information and the purpose of using online media to
found information and features of the camera and accessories. It was founded that there
were differences of personal factor only aged, status domicile and occupation that affected
consumer’s purchasing decisions-making process for cameras and accessories with a
statistical significance at 0.05. Furthermore, there were the consumer’s online media
behaviors only the frequency of using online media and the selective exposure process,
including selective exposure or attention, selective perception or interpretation and
selection retention, that affected consumer’s purchasing decisions-making process for

cameras and accessories with a statistical significance at 0.05.
Keywords: online media, selective exposure, purchasing decision process
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wazaUnIalasy ana NSANY RGa!
1. MINTENUNDIAUFADINT 0.397 0.050 0.193 0.286 0.001* 0.827
2. MIdzuaImtoya 0.680 0.065 0.067 0.238 0.067 0.170
3. mMsUsziliunaden 0.996 0.002* 0.027% 0.279 0.154 0.188
4. msinaulate 0.491 0.111 0.205 0.443 0.005¢ 0512
5. wqaﬂiiwﬁamiﬁm%ﬂﬁa 0.371 0.632 0.013* 0.753 0.284 0.252
AMTI 0.805 0.039* 0.035* 0.310 0.026* 0316
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AaLkUs EX PE RE VIF
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2. MsiaeniuinseLioniniu (PE) 0.776" - 1.906
3. N19LE0NAAT (RE) 0.689" 0.838" - 2.514
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a v Y oA A a Y] a o a1 va ' YR ~
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Y Y

Multicollinearity wu3n @1 VIF veadauusdaseiaregszning 1.00 - 3.50 Faddnlain1nnin 5.00
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astulaifadgmdudsdasylailudasyronu (Siig nSwduude uavamy, 2561) Jumunzauiiay
deyalviinsgrinmsannssuuunyan (Multiple Regression Analysis)

Aaa a I

AN5199 4 AT 1UNTTUIUNTSIURSUINMETSINFReaulaY NilEnSnasrenszulIunsinaulade

Frauys B Std. Error Beta t-value  Sig.
AT (constant) 1121 0.138 8.120 0.000*
1. madeniasuniadonaula 0.283 0.049 0.301 5.721 0.000%
2. M3lfenTuinieieniniy 0.178  0.066 0.190 2.713  0.007*
3. M5LE0NIAT 0.283 0.055 0.316 5.199  0.000*

R=0.740 R?=0.547 Std.Error = 0.38594 Sig. = 0.000

o
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y = 1121 + 0.283x, + 0.178x, + 0.283x,
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