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Factors influencing purchasing decisions of consumers from each generation in Bangkok.

A a 1 a d2
AINNYUNT ADNAIN

UNAALD

ae A s 4 @ N
MsfAny1ITA5eil Hiagilszasd 1) mefSeuifisudeyadulszmnsmans TuiSes Sex

v Aa ¥ a 4 4
(tmer) Age (918) Occupation (m%w) iaZIncome (iw"lﬁ'/gﬁau) nmsdadulageaumeonla 2) WORANK
Javealszaumamsnana (7Ps) o1 lAUA Product (FUAMI0UFMNIT) Price (51A1) Promotion (MIAA5

HAZMIAUTTUNINTAAIA) Place (F9IN1NTIATIHUIEY) People (YAAINT) Process (NT£UIUNIT)

. . A FY Aaa a 1 v Aa dy a FY L4 A =4
Physical Evidence (6 4300 9NNNMENTN) NUDND Waﬂamsﬂﬂﬁu%%ﬁuma@u”lau e 3) anfssumow
Y 9
A

a Y a d’ d‘ A d‘ [ o a A:il g‘/ ! dy
Wi]ﬁﬂiiil‘ll@ﬁﬂﬂijﬂﬂ Tuwisesnnudlunsgenasviaoy MUINRUNNE/ATT BITzeza luNsFe

a Y @ ASI ] o o Ay A~ 1 v A dy a Y 4
ﬂizlﬂﬂﬂlﬂﬂﬁuﬂﬂumiﬁﬂ‘ﬂfﬂ Gymmweu"lauﬂlumiﬁwa mJwaﬁammﬂﬁu“lwaﬁumaau“lau
é I~{ = Av A . . 2 Ao 9 S
mgﬂumiﬂﬂmnmmﬂ?mm (Quantitative Research) Iﬂﬂ’)‘ﬁﬂ”ﬁ’ﬁ]&l!ﬁb’ﬂﬁﬁ?% Survey research) AYNT

P o a s Y Ay v o o
@@mmmf@umm@u"lau (GOOgle Form) 214U 400 ‘Ijﬂ LLﬁ$3Lﬂ§1$Wﬂl@uﬁ‘ﬂ]lﬂﬁ]']ﬂjﬂﬁllﬂﬂ\lﬁ']!ﬁ5031]

QU

Y
[ A A F)

A a = [ v J % 1 Aaa a 1 v A 4 Y a
LW@@‘EU”IEJEN?]’J”I?JET?JWU‘Hsll?N@]’JLL‘]J3G]?J‘ﬂ%i]fJ‘VIlI?J‘Vl‘ﬁ“l"la@]’e)ﬂﬁ@ﬂﬁujﬂ‘ﬂf@ﬁuﬂﬁJ@uqﬁuﬂlﬂﬂQ‘Uﬁiﬂﬂ
v v
Lmazﬂqmwmmwuiuﬂgamwumuﬂs HU
= 1 Y 1 1 & a g ] =
WANIIANET WU @ﬁﬂﬂllﬂﬂﬁﬂﬂﬂ?ﬂﬁﬁuiﬁiylﬂ‘HLWF’(‘I{TQ_N 308aL 58.00 YN Gen Y (27-42 l])

$ouay 44.50 WinNUUS oYY Fosaz 3470 uaziiseldmasde@en agh 10,000 - 30,000 LN

U

a 4 o a <3 v 1 o
Tasinansunsizrseauanuaar Ul s ulsedgun1an1saain (7pPs) Wua1 Unmsiuluseay

< A = o w [ v o 1 1 a 1w

AUAIINA A [He9AINEIADAD AIUFDININITIATIHUIY AURAOININY 4.50 AIUNTTUIUNS
ANDAGININDY 4.45 AIUTIAT AUNDOININD 4.36 AIUMTAUATUNITAIA ANDAGMNINY 4.36 AU
AUIAFOUNIINIENIN AUNAGININD 4.30 MIUAUAT AUNDOININD 4.20 HAZAIUYAAINT ANNAY
MIAY 4.13 aud1ay naziased ungAns sy WU ANSINegluTTAUNIN Genud1aune
9 A ,i’ [ A 9 o a 1 9 1 ,i’ 9 a 9
AuANND lumsdoaaman MmuIIURUILMINE AUENTzezna luMIde Aulszmnueaau

9 [ 4
l,l,azmu%mmm@u"lau

1 g & Y ¥a A o daa a ' v A X s 9 3 Y a ' ' &
unanuiiludiunilaeansauniivdaszises Tadshiioninadensdadulaedumosu larivesdus Inaudaz nquinuiuersiu
Tungaunnumunas
2 w a [ 14 a a
nAnSyanTn TasamsnifyanInnesglszmaumansuazusmsgsne

AN IAMANTLAZANZUTIITFIN UHIINOIROT WA LN

a Y 4 a a
N33 IasamsnifSyamesglsemauandasuazinisgine Wi 1



Abstract

This research aims to 1) compare demographic data regarding Sex, Age, Occupation, and Income
with the decision-making process of purchasing products online, 2) investigate the influence of marketing
mix factors (the 7Ps: Product, Price, Promotion, Place, People, Process, and Physical Evidence) on online
purchasing decisions, and 3) compare consumer behaviors such as purchase frequency per month, amount
spent per purchase, time intervals between purchases, types of products purchased, and online channels used
for purchasing, regarding their impact on online purchasing decisions.

This is a quantitative research study utilizing a survey research method, conducted through the
design of an online questionnaire (Google Form) with 400 respondents. The data collected was analyzed
using statistical software to elucidate the relationship between variables and factors influencing online
purchasing decisions among different generations of consumers in Bangkok.

The study found that the majority of respondents were female (58.00%), aged between 27 to 42
years old (Gen Y), working in private companies (44.50%), and had an average monthly income ranging
from 10,000 to 30,000 baht.

The analysis of the marketing mix factors (7Ps) revealed that the distribution channel had the
highest level of agreement, with an average score of 4.50, followed by the process with an average score of
4.45, price with an average score of 4.36, promotion with an average score of 4.36, physical evidence with
an average score of 4.30, product with an average score of 4.29, and personnel with an average score of
4.13, respectively. Regarding behavioral factors, the overall level was high, with the highest agreement
observed in terms of purchase frequency per month, amount spent, time intervals between purchases, types

of products purchased, and online channels used for purchasing.
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