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Abstract

This independent study factor affecting on population choosing online application
to buy product in Bangkok. The purpose of this research were to study (1) demographic factors,
online marketing factor and factors affecting on population choosing online application to buy
product in Bangkok, (2) population choosing online application to buy product in Bangkok
classified by demographic factor and (3) online marketing factor affecting on population choosing
online application to buy product in Bangkok. The sample population consisted of 400 people by
convenience sampling in Bangkok. The instrument of this research was a questionnaire that the
statistics used for analysis data were frequency, percentage, average, standard deviation and One-

Way ANNOVA. If there was difference, research used LSD method and Multiple Regression.

The result of the study has found that personal factor consisted of different age, marital

status and career affecting on different choosing online application to buy product in Bangkok at



the 0.05 level statistically significant. Online marketing factor (6P’s) had the highest comment
rate that respondent concentrated place factor. Moreover, Personalization factor and Privacy factor

affected to on population choosing online application to buy product in Bangkok.
Keywords: Marketing Online Factor Online Application
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