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Abstract

This quantitative study examined the information-seeking behavior, opinions on
content marketing, motivation, and expectations regarding undergraduate studies among
students in the Eastern region of Thailand. Data were collected via a survey using
questionnaires. The sample consisted of 400 students aged 18 and above, including Grade 12,
vocational certificate, and higher vocational certificate students from Chonburi and Rayong
provinces. Sampling methods included purposive, quota, and accidental sampling. Statistical
analyses, including Chi-Square, F-test/One-Way ANOVA, and Regression Analysis, were
conducted to assess the factors influencing motivation for pursuing undergraduate studies.The
findings showed that the majority of respondents were female (71.25%) and students (97.75%)),
with a family income averaging 45,001-55,000 THB per month (30.25%). Most participants were
in the Arts-Mathematics stream (34.25%) and had a GPA of 2.51-3.00 (40.25%). In terms of
information-seeking behavior, TikTok emerged as the most popular platform (37.50%), while

university websites (60.00%) and infographic images (30.00%)

Keywords: Information seeking behavior, opinions on content marketing, motivation and

expectations towards undergraduate studies.
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