wssgelannsensuaiuasnginssuNIPeduA MR UlatidNafaAIN NI VYRS

Auslaanenfuagluwansunnumuasiunisdemisinelduenndnduy

Emotional Motive and Buying Behavioral Online Affecting Consumer’s

Preference to Use the Food Ordering Application in Bangkok District Area

faa o sz

WITUNT Tuno' uae HeLAT.NYUEUS NTwlAsANA
#1U1IYINNTIANTAULUIVNTTINIUMNINGIRYTILALN

NSURAYOUUNANL

e

Phannikar Chinthong' and Dr.Kasemson Pipatsirisak®
E-mail: 6214070023@rumail.ru.ac.th
Faculty of Business Administration Program in Management,
Ramkhamhaeng University

Corresponding author

1. o - 2 o o o o . .
uﬂﬁﬂﬂ1ﬂimuiyﬂiﬂ Iﬂi\iﬂ1ﬁﬂiﬁ15§iﬂi}ﬂﬂ1ﬂm“ﬂﬂ AUSVINITFTINT WWINGAYITTNAUN

2 ] - N o - N N 8
E)'Ii]'lif]’ﬁlﬁﬂ“ﬂ'l Iﬂi\iﬂ'liﬂiﬁﬁﬁiﬂi]lm'mm“ﬂﬂ AMUSUINITHINT NN1INGAYITINAULN

n1sAnwiasaldinguseasdiiio (1) dsraanuaaiuusegddanisensunl

ngfnssunsreduneaulall uarauureulunisdsermsineldienndiadu vos

a

Auslnafionduaglunsunnuniuas (2) iAs1ednsnavessesgalanisensuaiuag



woAnssuni13d oAudmseauladi dreanud urouvesuilnaiiendoeylu
nsammsmuaslaglduennainiu insesdlefilflumafuteyafeuvuasuniy Gl
MINTIEABUINENTIAANA Wagilaranudediuviidy 0.914 degediuau 200 Ay
A0n91NN3HUAIENMUUIIEAe ad AT LITUTEneuad AT ans T UsEnauAae
fApud Arferar Aledy ArdudonuunasgIu waradflseoyunu leunnis
AATIENNITONNBLRUUNYIAD
namsAnymUIEmeuLuUasualagedeiiusegslanisensuallunisdadula
fszfuviunans lusazfinuingneunvuasuanulnoiedeiiufoinngareUssifiu
yowmginssunmstedudosulat uenanidmuiigrouuuuasunulneiadedai

Fugaulunsdiwmsmakennantuluszauuin EMSuNaNIINeFUANLRFIUNUIY

=

noAnIsUNsTORUAMIRaUlAtLAzLT Rt lamse sundmasaAuTUYD UTUN TS
DIMIINNUDNNELATU LFeuaIUAIBNENE pelitpdAgnIsaafnszau 0.05

AdnAey : wsegdlanisensual , wgAnssunisdeseulatll , Aruaureulun1sas

21915Lng T NWALATY

Abstract

The purposes of this study were toward investigate (1) Emotional Motive
and Buying Behavioral Online and Consumer’s Preference to Use the Food
Ordering Application in Bangkok District Area Opinion to analyze Emotional
Motive and Buying Behavioral Online Towards Consumer’s Preference to Use
the Food Ordering Application in Bangkok District Area; (2) analyze the impacts
of Emotional Motive, and Buying Behavioral Online on Consumer’s Preference
to Use the Food Ordering Application. The instrument for date collection was

questionnaire approved by the expert. It’s alpha coefficient value of reliability



was 0.914 The 200 samples were randomly selected from Consumer’s
Preference to Use the Food Ordering Application in Bangkok District Area The
descriptive statistics, including frequency, percentage, mean, and standard
deviation, as well as the inferential statistics in terms of multiple regression
analysis were applied to analyze the data selected. The hay pothesistesting
were proved. At statistically significant level of 0.05

The research findings were found that the respondents had their
emotional motive in motive in buying decisions at the moderate level. While it
was found that the respondents most strongly agreed toward their buying
behavioral online. Moreover, it was also found that these respondents much
preferred to use the application for ordering food. According to the hypothesis
testing, it was proved that the buying behavior and the emotional motive
differently affected the preference to use the application for ordering food
respectively, regarding the effect value at 0.05 of statistically significant level.

Key word: Emotional Motive, Buying Behavioral Online and Consumer’s

Preference to Use the Food Ordering Application
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