rEuInsgsnamaluladaninas

MUT Journal of Business Administration
Dl 23 axiufi 1 (Wnaew - Igwiou 2569)
Volume 23 Number 1 (January — June 2026)

sUnuUNISANUiUSSNAUUNUSIUDS85SSUNdowatawnanssunis
Foauarwrudooniveaulad nazuuolivnisldusnisluounan
gooyusinaluluaagdn nspiNWUnIUAS

Ethical Business Models Influencing Online Purchasing Behavior and

Future Service Trends among Consumers in Dusit District, Bangkok

Received: October 14, 2025
Revised: May 5, 2026
Accepted: May 8, 2026

99sau Wuwnny Khajeerat Phumphruk "™

019738 MITINIVIMININININREE AKINEINITANT WA INENAETITAYFIUTUUM

Lecturer, Human Resource Management Program, Faculty of Management Science, Suan Sunandha Rajabhat University

unaaga

v o
o A A

mM3isueiih SiagUszad W 1. ﬁnmgmmumi@‘hLﬁuﬁqiﬁwuvﬁug'}m%sﬁﬁm
Usznaudls @UYAAINT GIUNITUINNIT Funfanme uazdwnalulad Adenade
wadnssumsadusiutesmiaanwladl 2). uwliumslsusnsluauaa pasguTlnaluia
ARG NTINWURIUAT mjm”’;aﬂwﬁlﬁ’[umﬁaﬁ'ﬂﬂ%ﬁ Ao dazmrulwungia nanwanIuas
I@]EJEL"I?LLUUKE]UE]’]NLﬂuLﬂ%aaﬁﬂﬁl“ﬂuﬂ’]‘ﬁmi’wﬁ“ﬁbHa Ao dnud ffana: ALads wazen
Lﬁmmummgm WAEMITNATIZRDNANBLITINAA T UATMIATA FullsAnsansunniatnadng
YDILNTT

HAMYIIL 1NMIFUAIELI9081941897152 10T 400 A% WU Qu’%‘[mdmlmﬂjlﬂu
wemds fag 20-29 3 Jamunwlan szaumIdnsndiganed edwnwinnuuIsnieanTu uas
finylddaldan 15,001-20,000 LN gﬂLLuumi@hLﬁuqsﬁﬂ@mm WazIN8a% laun 1w
NRAA DU LRTAUNTZLIUMT ﬁwa@iawqaﬂﬁumss‘%aﬁuﬁwmuﬁaamqaauvlaﬁ udlsinade

A39 BENINNERDANTZAY .01 ﬁmgﬂLmumm"%ﬁuqsﬁﬂ@mw wazTeen lawn dnwnalulad

* E-mail address: khajeerat.ph@ssru.ac.th



uﬁmiu’%migiﬁ%Lﬂﬂluiaﬁumﬂuﬂi | 45

URLAUHAAN Y JHaAaWnANTINANITaFUMKIUTBIN98an LAl auanNDlwnITe (AT
\fow) advdnpdaynaianIzay .01 uazwnAnTIunIBaRuARIuTaIN 190 awlat a1
ldiudanss uazanudluni@e (ATiAden) Janusuwusnuuwildunmsltusmsluemeaa

MuMITaRui lwawaa uazdwmMsuusinwsauenda adivefayNszay 01

o o > a a a £ 6 a fa & a 6 v v A

AEIATY: ATVTTINNNTIN Fudoanlan mdwdaiannsaiing wuildunislsusnslueuiaa
ABSTRACT

The purposes of this research are: (1) to study ethical business models, including
personnel, processes, products, and technology, that influence online purchasing behavior; and
(2) to investigate future service trends among consumers in Dusit District, Bangkok. The sample
consisted of consumers residing in Dusit District, Bangkok. Data were collected using
questionnaires and analyzed using frequency, percentage, mean, standard deviation, multiple
regression analysis, and Pearson simple correlation coefficient.

The research results, based on a simple random sample of 400 people, revealed that
the majority of consumers were female, aged 20-29 years, single, held a bachelor's degree,
worked as private-sector employees, and had a monthly income between 15,001 and 20,000
baht. The overall business model, as well as the product and process dimensions, significantly
influenced online purchasing behavior in terms of expenditure per transaction with statistical
significance at the .01 level. Furthermore, the overall business model and its individual
dimensions, namely technology and product dimensions, significantly influenced online
purchasing behavior in terms of purchase frequency (times/month) with statistical significance
at the .01 level. In addition, online purchasing behavior, specifically expenditure per transaction
and purchase frequency (times/month), was significantly associated with future service usage
trends, future purchasing intentions, and recommendation or word-of-mouth behavior with

statistical significance at the .01 level.

Keywords: Ethics Business, Online Products, e-commerce, Future Service Usage Intentions
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Wawnd 34 8.5
u'lod 26 6.5
liweldsunnudayaanunaslaias 2 0.5
It 400 100
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a A& a v ¢ v R ' <
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