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Abstract

The descriptive research had the objective to study the factors affecting the
decision-making on purchasing products from Facebook application of the consumers
in Bangkok. Population and sample were people who had purchased products from
online application and live in Bangkok by focusing on the residents in 5 districts of
Bangkok, including Wattana District, Phaya Thai District, Huai Khwang District, Chatuchak
District and Rat Burana District without knowing the population and used the
nonprobability sampling and used the quota sampling and specific area purposive
sampling methods to get 400 samples. The research tools were a checklist
questionnaire and a 5-level rating scale. Quantitative data were analyzed by descriptive
statistics, frequency, percentage, mean, standard deviation and the statistics tested by
multiple regression analysis. The results of the research revealed that the level of
opinions on factors affecting decision-making on purchasing products from Facebook
application of the consumers in Bangkok based on all 7 factors in overall was at
strongly agree level (X = 4.01, S.D.=0.96). The test of factors affecting the decision-
making on purchasing products from Facebook application of consumers in Bangkok
with statistical significance at the level of 0.05 consisted of 3 factors in descending
order as follows: convenience, safety, good value and modern technology factor,
distribution channel and speedy PR and advertising factor, and technology acceptance
factor.
Keywords: Decision-making;, Facebook Application; Bangkok
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Unstandardized Standardized
Coefficients Coefficients
Model t Sig.
Std.
B Beta
Error
(Constant) 4.058 0.444 9.134 | 0.000*
JadsmuanuaznlIn Yaansiey
o ad o o 0.308 | 0.085 0.222 3.601 | 0.000*
ANUAUATLazAlUlaE Iviade
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M13197 2 (s19) NANITAATILINITAARRELTINYAM (Multiple Regression Analysis)
vastUadeniinadanisindulagedufsinuntsuaundinduiegnvasuilaaluwn
NIUNNUNIUAT

Unstandardized Standardized
Coefficients Coefficients
Model t Sig.
Std.
B Beta
Error
J99UANUYDINIINITININNUNE NS
l2yaNUsENFUNUSEATAINY 0.457 | 0.064 0.454 7.127 | 0.000*
599157
J238A1UNSUSMSUAINITUNE
. o 0.071 0.075 0.055 0.940 | 0.348
ANnulUsalansiaaauls
Uadeaundndoun 0.045 | 0.076 0.031 0.599 | 0.550
JA99A1UTIATLALTDINIINITIA
o 0.092 0.082 0.071 1.128 | 0.260
19U
Jadumunmseeusumalulad 0.142 | 0.072 0.117 1.977 | 0.049*

2Aius18Wan1338 (Research Discussion)

meIdoiFes madnauladodudriumaseunindumetnvosuilnaluiun
NTUNNNIUAT fussiuianansonefumenald 2 Ussiiudad

1. mAwTeisriunteaudWiumaeundiedumsnfmfutiadediueg
yosjuslnaluwnngammwauas wui MmalnngisiuaNuAndiusedadoifinadons
dinaulate Audrnumnaeundiadumstnuesfusinaluamnsammamuas audade fome
7 Uade Wnen sz usiuaaenn laun Aundasdue Ausa sutemin1sInsimig
sumsdeansmsmann dunsensumelulad funnuUsenouazeuindeiie diuns
Tiusmsduyana nunva suURAAws, B33 AMNEE (2562) indnvin aunmdeya
meds mafanmuamveuionivudosoulavisneg Weduvszdniaiwluduns
Ussndniusvietiausdudiiied sgelguilnafanuaulalusdudivd euusudlnglu
gty dulsfuieiudesuladfivsvauamnudiidmmi wsnanmsadaidomidlud
ulasfedosnulaidug TadomTamnniliguilnasuidoyaiiniadwesdomseeniy
Itine Betladeiiddlvinunimuest eyaesaumaiinanmuazsl anuundete eud anuinely
mafinle) Anuesuduauysal anugndesusugn uendinilnanisinundsaenndosfiy
M3ANYIVeY Chiu, CM., Wang, ET.G., Fang, Y.H., & Huang, H.Y. (2014) Anwdvidwavesaiy
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s 9 demslivelallduimatedudeeulatlulsuvaiunuin annmaesdeyadinasiose
msldvidelildus msteaudosularlulsemeiu uasdidenndasiunuIfnves Carlson, .,
O'Cass, A, & Ahrholdt, D. (2015) 1 na1111 Aauddedelunusus Wunudesuly
sansaush viauimsiigneaudnadatulussesen Tnedddwausslonifigndaglésu B
Wuashfulumssmnanuduiussufissningnii waiuedudlussozeniiesangnii
dndlnjazindulatedudmteuimsnoumsldSuaudwiorinante uanilegnd A
wela viodsfigndnlduiu Rumnunianieiidald Aagdauanuudunddluduvesa
U@etislufuneaudn IhAnanudednd Anf refuivdudiluiign sonadesiunuideves
Boonti (2012) Anw1i309 MyAATIzsinag nsmemmanad s ugsia widualadiumaiude
dpoaulat] waannsnwuin nagnsinunsiadmineaenadestiunisedudriude
&epsoaulat] ivhlding azmnsandalumsudstiu wasaninsoneulidenuiugnAnliosis
599157 denAdeafuauITeaes Manopramote et al, (2013) Anwiladeifidvinasens
sindulateaudrnudnuoeule Buaniunm) vesussrnslungaymayuAs KaTINASANYT
WU31 Jadanudiuuszaun1ansnatn aUNEATUIUazUIMS AUTIAN kA ATUMTEERY
manan f3vswaren1sinAuladedudrudsaueoulay Buaniunsy) vesserinslu
namasuns Tnefnyinansznuvesamulindaussuszaumsal fidiuandenlade
Audnoaulay nui Jadumnilinda femuduiusivamuddafissdedudsoulmiosed
Hodrdy Tnsanulindadudadenil dninaniniiqe aenndestunuideves
Kamnerdchutrakul (2014) @nwndadensuensie MITAguAULAENTINTAIAUAT ANINYEY
foya warn1sudmsid sviwaronnudiSavesiussnounsededundur umedsay
ooulavimdlvdidnnselind (S-commerce) lulwangammumiuas wuin Yedsidanase
anudsa ldun Yademsuende msdnduiuwasmsiansaldudinunmusdeyauarUade
AMMNUBINIUINS Aunnilindgda uasduanulaende

2. Yadoitfinadensimaulatodudvinumaseundndumsnvosiuilnaluis
nsammamnuasesiidad A yneaRafsesu 005 ddwau 3 Yade leud Jadeduainy
avann Uaonsts anuduAmazmelulad ivuats Yadusuromumsdadimine mslavan
Usgmduiuduazannusing Jadedumseeusumalulad aenedeaiunisdineives gu
Anftuslana (2560) ldAnwBrEnavesnsuiFmuuuaieiiednuiiduasorusdlade
auAuueseYivdiaueaulatiamITenuin MITuifmuunaIeviediay aansadalaann
Anuaniemsey saiuluanuilid entunigdioas (Co-presence) euidndsarmanansaly
mitlagdu vi3emsneuausirieesuaivesdu (Psychological Involvement) A 3ands
ngAnssufidarusnituiu msfndeduiusiuriedimelimeulumanseyindatusas fusans
{176 (Behavioral Engagement) waxdiBviswansuan Uiduiusssvinedeuasoeidvina
ymavanderTuduag wazaudesiuluiade anuduesliddvinaienmauinuasnsay
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(NS) siormnuiesului e wilidvinameuandennusilatie enuidesuludaieansnse
Inld91n ausfulaluaruaimisavesdars (Abiity) Aol ofiu1lavesfve
(Benevolence) mm%aé’mémaa@ma (Integrity) uawildvisnan1suandenusslade tnedl
SyvnaluszAusmNAuAed erusitlate dondestunsfinuues uas Fesaw (2558)
Anunenuiidetiovesueundiadudiulszaummanana 4 C'S Anadomsdnaulaidonly
U3 s ukeUnaadusluve US I AlULIANTUNNUMIUAT NANSANYINUTY
fuslnaluwensammamunsissiuanuAndiunnitanuind el evesuoundiaduuavdu
Uszaumemsnana 4C’s Marketing dsasiomsanauladenlausms

JoLduauzn159398 (Research Suggestions)

1. forauauuzialy

auluddinnsfitedulvalunuidedde msiadulatodudiiunauey
waadutsinvesfuslnaluaansaymamuasensatudsdl

1.1 msnaarudaueauladauanuduie fussneumsasasisendnualluy
msthiauerdndusiliiinnuaynauiu anundamdu Tumssdomiiumetn ladlae
msasudodu 4 Wlvlunsinaue welifuilaaldsuanutuiuazanud Sni
fsznaunsdsldinausueAudivesiussnou fenuthauladstudniae

1.2 anailindla fuszneumsansairsanuidesiuazarailindalsiuigusiaa
TneFgusznounsanansathlldle Buanmisuansteyarnundivlumsliuimsuas
auanaudnguilaaiiaelduinig easvioulifiuieguduilnaiifiaudesiuly
ANAMYBIEUAT N5V wazanulingdalunsldduiuasusmsvedusenauns uas
Al usineaunsansRaeuteyaLargastdunla

1.3 nsseniuimaluladiusznounsmsimuiuazUful§isnsdsiodud T
anunsathssuuiinisfamaddsdedudndnndas weliAnanuazamnuazanudielums
HdfeAudnndetu mrsnduesiifuslneliamudidy wasansussandiniug

2. Forausuuziiion1idunesioly

htenAdefimaideluluowan liud msAnwimAdedanunm lideady
msdunwalidedn viemsaumnngudseiiielilsteyaluddnAsatumssonsumallad
Frunnuudedefidmad omsdinduladeideduesgnAiuu Facebook Community 51113
msAnudladeiivinliguilnaifnnsiedioligsion sieisderinriu Facebook live
FulnBedu mstinisAnududsdufsdniiasnelifnmadnalade Wy anufisnelaly
mMsPeAud dadsvanmamanana dWaduuumslunmsinagnsmagsialvidiuy
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