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ABSTRACT

This research study Has the objectives (1) To survey people's opinions on Online
purchasing behaviors Trust in products Advertising content awareness Sales Promotion and
Repeated purchasing decisions by consumer (2) To analyze the influence of Online
purchasing behaviors Trust in products Advertising content awareness and Sales Promotion
Effecting Repeated purchasing decisions by consumer Who live in Bangkok and Vicinities.
The tools used for collecting data were questionnaires. The research sample using random
samples from a total population of 200 Choose from convenient sampling. With a reliability
of 0.9532 and the content accuracy was examined by a panel of experts. The statistics used
for data analysis were Descriptive Statistics, which included Percentage, Mean, Standard
Deviation and inferential statistics, that used in hypothesis testing at the level of
significance 0.5 was multiple regression analyzed

The results showed that the majority of respondents were women aged between
21-30 years old, completing a bachelor's degree in private company employee and having

average monthly income over Baht 10,001-20,000. Most respondents choose skin care



products. Less than 1 buy frequency per month the price on each purchase is below 1,000
baht, and it is also found that most respondents decide to buy on their own.

Online purchasing behaviors Trust in products Advertising content awareness and
Sales Promotion Influence Repeated purchasing decisions by consumer who live in Bangkok

and Vicinities in the statistical significance at 0.05

KEYWORDS : Online purchasing behaviors, Trust in products, Advertising content awareness,

Sales Promotion, Repeated purchasing decisions by consumer

UNUI

@

Tudseuilansoulauiauiuladvdrdglunisdiduiinvesaugull Ufaslildiaein de

v 9
o '

ooulatldidunidviwasdeuyudlunnune dudfudhaunssiadiueu Snsausanduazay
avanauievedlanesulatdgninldussleniiunguauynaiviendin lasanenisnain
ooular] (Online Marketing) Afnduduiifeufuogisunsnans mszannsaviliidudingvie
Audennldognenng: mafuieaudazmnavishefissasiataunsnusionaswdeds
sodantinUu sanesuladlutagiuliaudAguaziinsdulalduinaiauuuesnlad

nandasasurnunuilunainiiiyarinisnainaadududusiug Feaunaiunssud
a - o a aa v v a o a v a o o Y
\isugia Lesnnnsailiuiinvesaulutagtusuiiniswisunlas gausuiuinlvauaulaiu

FUNN FNBLAZHINTTAALLINTY IRaTAeIteatundndueasuamuny Sudlanulaawiu

[ c

nEnsaueifeiuauaunmuazauay lddnsdundndueiguaiia (Skincare) ndnsausiguatdu

Y

v
o

WY (Hair) nandugivinauaz 19319018 (Hygiene) 139981079 (Makeup) Unvieou (Fragrance) 9

1 a

Audwennsaliaswgionargsie umiinendevenisilne seyin gsRaledesdionsuasnanSusigua
Anfugsasanuss Tnsmainnglud 2562-2566 asidulnuszann 7.14% 910 2560 71 7.8%
yarTInasdis 1.68 uawduum wiadungundasduriguaiingian dndiu 47% sedatunde
wanausiguaLduny 18% La3esd1019 16% nAnSusiflivhauareIns1ne 16% uay iveu
5% lnednruadensdedudiaiosdionuasnantusiguaivesaulveasi 1,500 vmsenss
(AudneNTaliAsEENIUALEINT U Inedeviensiing, 2562)
nserlfindensnduindedilundaeluiussuuooulatiiu ainfudeddyuay
dwarogsieseulatifuetnamnn fueasdesdenudlafimofinssumstevesiuslnaiienaiin

Waguwlasld ielviguienduaniansaniiniszneuausmginssunisdeiifsuudasidegnsls


https://www.nipa.co.th/
https://www.nipa.co.th/
https://www.nipa.co.th/

nsiauailomietoyailiuiduilnatudeyansuduauysaiviol suiamandasivionaid
Huussfureamaaiunnulindafifuilneasiidendnsdas uenainifusaisazdesndun
muyuAsfuianssudaaiunseiildegiu waneanfunisnssduiaradiusgdlalifuslag
dinAulanduantednlundaelusnviel

Fruantadeiinariandreiu dlsidaiaauaulafiasdnuimsitadodnan
1#ur wofnssumsidentodudmisosular aruilindladedud nssuiidomnislavanuas
AANTIUNITAUATUNITVE mﬁﬂmmsﬂéﬁzy]mﬁuaqmaﬁwﬂum%’aﬁdﬂﬁama'ﬂfu dlethindnw
funsinauladetniundnsusiaiunnununedossule avdmadeduludnuasln (3T
yhmsAnedes nodnssumadentedudimseoulal eulinsdadedud mssufidems
TawanuazAanssunsdaaduniseiidmaionisinauladesimadeosulatidmiunantusiai
ANNLesUsEIBUTUsEnoue W luAn S mLvLAsLa UM LitelUsEneugIRauayy
Aalalunmsdiiugshefifendosiunandusiaiuanunumedessulay annsatwanisAnuly
pdsilldunuamdunmsnaununagnsnsmsnansliaenadesioriufasnsuesiusing 1o

ENYSAINWaTIUTEANS A NUNE T

Tnguszasn

1. iedsmanuAnifiuressznvuiienginssunisdendedudmaseulay e
Tndlasdedud mssufidemnislawan Anssunsdaaiunisme waznisinauladesinade
soulatdmiundnineiiasuninuay

2. WAATIZABNSNaTeINgAnsTuNsdendedueaulal aulinsasedua s

¥
[

Fusilevnnslavanwarianssunisasasunsuenisenisanaulatetinisdessulaid vy

u

HANAINETUANLNNVRIUTEV VU TENBUR TN WAN FUN NN UATLAEUS UM

Uszleainaindnazldsu
1. vlimswiesgiuanufndiuresuszneva@nluwnngavmiuasias Usuamand

AaLsemginssunsdendedunmisesulal anulindasredua n1ssuiiliemnislawan

Y

AanssunsanasunNIsUewaznsindulatetinisdessulayl

2. ylinsuiedvswaveanginssunisidendedusmisesulal anulingdasedun n1s

¥
[

FusilevnnislavanwarfanssunisasasunseRdanananisanaulatetinisdessulal dmsu

u

HARAUINETUANNY VoIUTEIBUNUTENBUDTIWlUANTIINIUATRA USHMNS

NUNIUITIUNTIA

1. uwIAn gy NgInunginssunIsiaandeduAiniveaulal



Kotler (1997, p. 105) lddasgsiin msdesizingfnssuguilaedunisAumnieide
fiAeaiunginssunsteuazuilnaiionsuisdnvararudiesnisuasnginssunistouasnisld
vosuilna Ameuiildazdieliannsadanagns manan fannsanevausseaiisnolaves
fuslaeldesnamnyan fseandent
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7. %U%Iﬂﬂ%amwu (where does the market buy?)
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