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Abstract

The objectives of this study are 1) to study the personal characteristics of modern
consumers who buy products through online applications in Nong Khaem District, Bangkok, 2) to
study the level of marketing factors that affect the decision to buy products online through the
application, and 3) to compare the marketing factors that affect the decision to buy products
online through the application. The sample of 400 people was a questionnaire. The statistics
used in the research included frequency, percentage, average, standard deviation, and
comparison of t-test, F-test (One-Way ANOVA). Single status, bachelor's degree, employee of a
private company, with an average monthly income of 10,000 - 20,000 baht. In descending order,
the price is the highest, followed by the location or distribution channel, the product is at a high
level, technology and safety are at a high level, and marketing promotion is at a high level. In
terms of personnel or services, it is at a very high level. As for the comparison of modern
consumer groups buying products online through applications. It was found that the personal
characteristics of modern consumers differ in influencing the decision to purchase products
through online applications. In terms of personnel or services, technology and safety, there is a
statistical significance at the level of 0.05. Entrepreneurs should set attractive prices or offer
promotions. Discount

Keywords: Marketing Factors, Decision-Making, Online Products, Applications
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