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Abstract

The objectives of this research were (@) to study demographic factors. of company
employees in Bangkok () to study the marketing mix factors affecting the willingness to
use online graphic design platform service Canva of company employees in Bangkok.
Municipal company employees for quantitative study apply fee waiver to <oo
unauthorized company employees.

The research finding: Most of the respondents were female, aged between me-m&
years old, graduated with a bachelor's degree. Is an employee of a private company
earning e&,o0o0o0-bo,0o0o baht and used to use online graphic design platform Canva

The results of the analysis of marketing mix factors revealed that the overall and
individual aspects were at a high level, sorted as follows: @) Marketing promotion
(Promotion) ) Product (Product) en) Distribution channel ( Place) and &) Price (Price),
respectively.

The results of the analysis of innovation acceptance factors revealed that the overall
and individual aspects had a high level of effect, ranked as follows: @) Exposure
understanding and acceptance of innovation, ) risk perception from innovation, )
conformity to personal needs, and &) conformity to public interest, respectively.

The results of the hypothesis test of marketing mix factors that can predict the
intention to use the online graphic design platform service Canva of company employees

in Bangkok. Statistically significant is the aspect of distribution channels. and product

Keywords: online graphic design platform, service intent, marketing mix, technology and

innovation adoption
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