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Abstract

Research subject A Study of Intention to Purchase the Accessories By E-Marketing in Bangkok Area. The
objective is to (1) To study the Theory of Planned Behavior that affect to the intention to buy jewelry on the
electronic marketing channel. (E-Marketing) of consumers, Bangkok (2) To study the Theory of 4P’s that affect to
the intention to buy jewelry on the electronic marketing channel. (E-Marketing) of consumers, Bangkok (3) To
study the intention to buy jewelry on the electronic marketing channel. (E-Marketing) of consumers, Bangkok. The

sample group used in the research was 400 personnel from Bangkok.

The study indicated that Personal factors, such as Ages and different incomes made intention to purchase
the accessories by E-marketing in Bangkok area different in statistical significance 0.05 and intention to purchase
the accessories by E-marketing in Bangkok area in Theory of Planned Behavior in Attitude factor and Marketing
Mix (4P's) in product factor can forecast intention to purchase the accessories by E-marketing in Bangkok area with

statistical significance.
Keyword: Intention, Theory of Planned Behavior, Marketing Mix
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