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ABSTRACT

This research purposes to 1. Study social media marketing. Trust and quality of
information technology systems. 2. To study the factors affecting the decision to purchase
products through the live Facebook channel of consumers in Bangkok.



The sample group used in this research is 400 residents in Bangkok. The
questionnaire was used as a tool for data collection. The statistics used in the descriptive
analysis were frequency, percentage, mean and standard deviation. And the statistics used
in inferential analysis were multiple regression statistics.

The test results showed that Factors affecting consumers&#39; decision to
purchase products through Facebook Live channels in Bangkok are as follows:
Entertainment, popularity, specificity, trust, and service quality, and interaction, word-of-
mouth marketing, in terms of system quality, information quality does not affect
consumers&#39; purchasing decisions through Facebook life channel.

Keywords: social media; facebook live; purchase decision
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