Media and Communication Inquiry Vol.4 No.3 (September-December 2022)

Uadeiidenaron1sandulaidandeduliuszAuniy Instagram
Factors affecting purchasing decisions of

Ornamental plants via instagram

Funian fadeu way weuwn qunalatius’

Warinlada phuengthuen’ wag Anna Choompolsathien®

UNANED

neitedifaguszasdifiednuinisilindudie Instagram
Hafudrnuszaumnisnaineeulat (6Ps) fidswasionisdndulaiden
Fasuliiuseiuriu Instagram ngAnssuwazunldumginssaieaiu
nsidendeduldusyfury Instagram 13u3Te139d1599 (Survey
Research) Ingnslduuuasuntueeoulal (Online Questionnaire) tHu
wdnsilelunaifudioyatunduiededifieny 18 Biuly fiaedadulsl
UIEAURIUNIA Instagram 31U 300 AI9EI9 HANISANYINUIN NY
fegrsdiulvagiduwands ang 25-35 Y nisfnwiasanegluszdu
Usygns Wunidneuensu sneladiudiseideu 15,001-25,000
um flaudlunisi@ald Instagram ieafunisidendeduliisziu
1 3 SwdUannt [uounaindu Instagram enfunsidondesulst
Usesiusenssdulngiluszezinan 30 wiil dalvglduoundindu

Instagram tAgnAUAsIdonTesuldUszAuTugI9a7 18:01-00:00 U

Y
o

WiotUnsuguninvesduldndaass nelidanudn Yadediudseay

! ndAnwiseiudSyniin angnsasmansuagdeansinary awninedussaumans

? 599ansna13E Ussinairnsansenansiazdeansinary anine dusssuans

® Master’s Student, Faculty of Journalism and Mass Communication Thammasat University
¢ Associate Professor, Faculty of Journalism and Mass Communication, Thammasat

University

-102-



Media and Communication Inquiry Vol.4 No.3 (September-December 2022)

mansnameaulatiidmasdenisinduladoveanduiiogisnniian
Ao Yadearunissnwimnuiudiuda (Privacy) s09a9u1fde A1y
4994n199ad1mUny (Place) Ar1un1sliusnisdiuynna
(Personalization) A1uN&Asiet (Product) A1u31A1 (Price) Uagau
AMsdeLEsuN1sAAa1A (Promotion) MNERY saustewuindalng
audlunisteduldussfunny Instagram 128e 3 ASe/iiou uaz
Ussnduliuseduiidonnitan fo Ussinnuaada alldaneluniste

sulsiUsedunn Instagram siaAssegf 501-1,500 UIM/ATY U

v
2

FourASIRYN 1-3 fu Meldmuin naudiegrsinnunslavsiosuld

[

UsEAUNIU Instagram mald
AdRey : suliiuseau/Buanunsy/mnainesulal

ABSTRACT

This research aims to study Instagram media exposure,
online marketing compound factors (6Ps). That affect the decision
to buy ormamental plants through Instagram behavior and
Behavioral trends regarding the purchase of ornamental plants
through Instagram are survey research, using online
questionnaires as a tool to collect data on samples aged 18 and
over who have purchased 300 ornamental plants through
Instagram. Monthly personal income of 15,001-25,000 baht, with
an Instagram activation frequency of choosing ornamental plants,
averages 3 days/week. Use the Instagram app about shopping for
ornamental plants at a time, mostly for a period of 30 minutes,

mostly using the Instagram app about shopping for ornamental
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plants between 18:01-00: 00. It also found that the online
marketing factor that most affected the sample's purchasing
decision was privacy factors, second only to place,
personalization.  Product price and marketing promotion
(Promotion) respectively, including: It was found that large sizes
have the frequency of buying ornamental plants through
Instagram 3 time/ month, and the most purchased types of
ornamental plants are cactus types. The cost of buying
ornamental plants through Instagram at a time is 501- 1,500
baht/time. The number purchased 1-3 times was also found that
the sample intended to continue buying ornamental plants

through Instagram.
Keyword : Ornamental plants/ Instagram/ Online marketing
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WuTuanndneu 15.6% w3e 2.5 &ruay wWiulddadn Instagram 1y
IgSumnuieintuanilenou dwalsiinisgedussiiu Instagram
1nTu Fedladediulsraumenisnanesulatdeudidvsnadeniste
durn Ty 9es 19ddyvina wazame (2550, 13-16) Na1309 @7
Uszaun1snatneaulail (Online Marketing Mix) 1Jusafusznau
msnarauuulng Fauszneusie 6P’s tdunndn el (Product) s1an
(Price) N353 MUY (Place) N15dwa3UN130@a19 (Promotion) N3
Fnwrarududiuda (Privacy) waznistiuinisdiuynnaa
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a1 14591 lunisdasiavesudnsasidedided ssanaiadundn
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