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Abstract

This independent study aims to 1) To study the technology acceptance model that
affecting the decision making on purchasing products the online of people in Klongtoey district,
Bangkok province. 2) To study factor the marketing mix that affecting the decision making on
purchasing products the online of people in Klongtoey district, Bangkok province and 3) To
study the decision making on purchasing products the online of people in Klongtoey district,
Bangkok province are the survey research by analysis data and implementation of the
guantitative research process. The sample consist of 400 people in district, Bangkok province
have been chosen as samples for this research. The data collection was carried out by
questionnaires and the collected data were later analyzed by using percentage statistic, mean,
and standard deviation and show the results of the relationship between accepting the
technology and factor the marketing mix that affecting the decision making on purchasing
products the online of people in Klongtoey by Pearson Product Moment Correlation Coefficient.

The research findings that most of the sample are female (87.3%) between 31-40 years
old (50.3%), working for government or state enterprise (66.0%) with monthly of income
between 10,001-20,000 baht per month (46.8%). The overall of aims to study. The technology
acceptance model that affecting the decision making on purchasing products the online of
people in Klongtoey district, Bangkok province had the average in high levels (X_: 3.88, SD. =
0.67) found the perceived ease of use that can compare prices with the quality of products
before making a purchase, there are the order process is easy to understand. The attitude to
use that the application or website always update the products and the intention of using that
the customers have the concentrate because there are many update products to choose.
Factor the marketing mix that affecting the decision making on purchasing products the online
of people in Klongtoey district, Bangkok province had the average in high levels (X_: 3.89, S.D.
= 0.58) found the online products have a variety to choose. The customers can compare the
prices of the same products. The distribution channels have the free shipping service and there
are the promotions all the time. The decision making on purchasing products the online of

people in Klongtoey district, Bangkok province had the average in high levels (X_= 3.84,SD. =
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0.64) found the perceived ease of need buying the products because the application or website
are convenience, speed and time saving. The customers can search the products information
before making a purchase. In the evaluation of options can compare products online with
products in department stores. The customers can decide to buy because there are clear
details and after buying behavior when ordering products online as needed to buy products
online again.The hypothesis find the technology acceptance model and the decision making on
purchasing products from the online application of people in Klongtoey district, Bangkok
province had positively the relation of the high level (.958) at the 0.01 level of significance
which shows the technology acceptance model have a relationship in the same direction as the
decision making on purchasing products from the online application. For the factor the
marketing mix and the decision making on purchasing products the online of people in
Klongtoey district, Bangkok province had positively the relation of the high level (.934) at the
0.01 level of significance which shows the factor the marketing mix have a relationship in the

same direction as the decision making on purchasing products the online.

Keywords: The Decision Making on Purchasing Products the Online
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