Ly Y] . a Aa v A H d
iademaedumanarauazmsgansumalulagnionswanemanaaulodesanla

ansansagldymamvavesduslanliuangannuriuns

MARKETING FACTORS AND TECHNOLOGY ADOPTION IN FLUENCING
CONSUMERS’ DECISION TO BUY KOREAN INSTANT FOOD ONLINE IN
BANGKOK.
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Abstract

Research Subject A Study of Marketing Factors and Technology Acceptance Influencing
Consumers' Online Shopping Decision-Making Korean Ready Meals in Bangkok. The
objectives of this research were (1) To study the different personal factors in the online
purchasing decision of Korean ready meals of different consumers in Bangkok. (2) To study the
factors of marketing mix and technology acceptance affecting the online purchasing decision of
Korean ready meals of consumers in Bangkok. The sample size used in this study was a sample
size of 419 people who have purchased online Korean ready meals in Bangkok. Data Collection
Tools is an online questionnaire The data were analyzed by using a computer program to find

the percentage, mean (x_), standard deviation (SD.) and



hypothesis testing for comparison using the one-way variance t- test. way ANOVA). If
differences were found, they were compared in pairs using the LSD method and using multiple
regression analysis.

The results showed that A total of 419 respondents surveyed sample group found that
most of them were 258 females, representing 61.6 percent. Between the ages of 12-24 years,
there were 277 people, representing 66.1 percent. Most were students/students, numbering 277.
People accounted for 66.1%. Most of their monthly income was lower than 20,000 baht, of
which 312 people accounted for 74.5%. Most of them chose to use the online shopping service,
Shoppe, with a total of 291 people, accounting for 32.5%.

1. Personal factors such as age, occupation, different decision to buy food online.Ready-
made Korean nationality of consumers in Bangkok was significantly different 0.05

2. Marketing mix and technology adoption factors affect decision-making buy online
Korean ready meals for consumers in Bangkok. It was found that the decision to buy online of
Korean ready meals of consumers in Bangkok. Technology user
attitude Product marketing promotion Recognize how easy-to-use technology affects
consumers' online purchasing decisions for Korean ready meals in Bangkok. with a statistically

significant level at the 0.05 level, respectively
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