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Independent Study title: Factors Affecting Satisfaction of the Decision-making on
Purchasing Online Products in Bangkok Metropolitan Region
Author: Miss Sorrawee Sinpichetkorn; 1D: 2613000690;

Degree: Master of Business Administration;
Independent Study advisor: Dr. Boriboon Pinprayong; Academic year: 2019

Abstract

The objectives of this study were (1) to study the satisfaction level for
decision- making on online shopping of the consumers in Bangkok Metropolitan
Region; (2) to compare the satisfaction for decision-making on online shopping of the
consumers in Bangkok Metropolitan Region classified by personal factors; and (3) to
study the factors affecting the satisfaction for decision-making on online shopping of
the consumers in the area of Bangkok Metropolitan Region.

The population of this survey research were consumers who had shopped
online products and resided in the zone of Bangkok Metropolitan Region, with
unknown certain number. The sample size was determined by using Cochran Formula
to acquire the sample size of 385 persons through simple random sampling method.
A questionnaire was applied as an instrument for data collection. The statistics employed
for data analysis included frequency, percentage, mean, standard deviation, t-Test,
One-way ANOVA, and multiple regression analysis.

The findings of this study were as follows: (1) the overall satisfaction level
for decision- making on online shopping of the consumers in Bangkok Metropolitan
Region was at a high level; (2) the consumers with different ages, educational levels,
occupations, and average monthly income were differently satisfied for online shopping,
with a statistical significance at level of 0.05, while the consumers with indifferent ages
were not differently satisfied on online shopping, and; (3) the marketing-mix factors,
technology acceptance factor, safety and credibility factor, and online market factor
affected the satisfaction on online shopping of the consumers, with a statistical
significance at level of 0.05.

Keywords: Satisfaction, Shopping, Online Product
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v 255 67.64 3.75 HUT BN
A
auY 7 1.86 - -
39U 377 100.00 - -
1Y
Yooni 15 1) 0 0.00 - -
~ < 9
15-201 16 4.24 3.59 IUAIUIN
= < 9
21-251 70 18.57 3.88 IUAIGUIN
= < 9
26-301 146 38.73 3.71 IFUAIUN
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{ a J [ @ v A 4
A1519% 4.3 Wﬁfni’)miW%ﬁLWﬁﬂUﬁ%ﬂUﬂWi@lﬂﬁuGl%%ﬂ

HAY9 Al
Mean 3.749473389 3.686608696
Variance 0.166609315 0.150906533
Observations 255 115
Hypothesized Mean Difference 0
df 230
t Stat 1.417944289
P(T<=t) one-tail 0.078780215
t Critical one-tail 1.651505638
P(T<=t) two-tail 0.157560431
t Critical two-tail 1.970331773

! a 4 [ Y v A ¥ 1
1NA15197 4.3 Nﬁ%1ﬂﬂ1§’Jlﬂﬁ'lg‘ﬁLWﬂﬂUigﬂUﬂ1§@]ﬂﬁuﬁl%°§ﬂ A1 P-value
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(A1 Sig.) 1A 0.079 FIUAWINNNIAT O (0.05) WUPATANVATIV (H1) AUUTIeg1 1wl

~ 1 ] [ [ v Aa dy a 9 4 Y Aa
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v
aas v v o

nyunnumuAItazSyamasd s AynadanssAued 1Ay 0.05

Jatoaiueg 19ana One-Way ANOVA lumisnaaeuauuagiu (H2): Jave
9 o 9 ~ 1 (% 1 1 v A dy a Y 1 4
doyanilldiuergiuanaisiu dinanonisaaduladedusiniugesnicoou latives
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{ a J o @ v A f
A1519N 4.4 NﬁﬂTi’JLﬂ'iT$W’fJWEjﬂUigﬂUﬂWiﬁﬂﬁuiﬂ‘%ﬂ

Groups Count Sum Average Variance
15-20% 16 57.4414 3.5901 0.2651
21-251 70 271.7714 3.8824 0.1600
2630 146 541.9200 3.7118 0.1655
31-35% 75 279.3986 3.7253 0.1213
3640 31 114.1671 3.6828 0.1586
41-451 19 66.9057 3.5214 0.2205
46 -501 12 45.8371 3.8198 0.0420
11NN 50 1) 8 29.6100 3.7013 0.0817

ANOVA

Source of Variation SS df MS F P-value F crit
Between Groups 2.9877 7 0.4268 2.7273 0.0090 2.0344
Within Groups 57.7477 369 0.1565

Total 60.7354 376

! a J [ Y v A 4 T
NNAT NN 4.4 Na%1ﬂﬂTi'J!ﬂ'i"lgﬁf]WfJ‘ﬂ‘lJﬁgﬂ‘IJﬂTﬁﬂﬂﬁuﬂlﬁ]é]sfﬂ NUIIAT P-value

1 . 1 W é a2 09 1 1 = [ a v g‘/ = 1
(A1 Sig.) 1NNV 0.009 FINMUDENIIAT A (0.05) IWYDUIVAUNAFIU (H2) ﬂ\ﬂ!u%\‘lﬁ@ﬂ’ﬂ 918

a Y 1 1

! ' o ! ' v A f J a
NUANANNY TINaADMTA ﬂﬁuclﬁ]éffﬂ’duﬂ 1WTL!‘]5’6N‘V]N’E’)E)1!U1€11JﬂlﬂﬁﬁijﬂﬁIﬂﬂiuﬂlﬁﬂgﬂmWMﬁWHﬂi

[
aAad v v o

tazlSuamaos NUTsd Ry NEDANIEA LB IAY 0.05

Josoa1umsanyn 19a9@ One-Way ANOVA lumisnadeuduuagiv (H3):

a 9 1 1

v H Y
adedoyani liduszaumsdnuiuanaieny deiwasemsaaaulaFedumHiugeanig

9 o

d a a { 1 % { v
E)?Juulﬁum@ﬂﬂijﬂiiﬂﬂﬁluﬁlﬂﬂﬁ:ﬂlﬂwmﬁTL!ﬂiL!ﬁ%ﬂﬁﬂﬂl“ﬂﬁﬁllﬂﬂﬂ?ﬂﬂu Nszauiiedinw 0.05

g
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{ a J @ [ @ v A g
A1519N 4.5 WﬁﬂTi'JLﬂ'ﬂgW'igﬂ‘UﬂWiﬁﬂ‘bﬂﬂUi%ﬂUﬂWiﬁﬂﬁui%%ﬂ

Groups Count Sum Average Variance
MnInfSaad 55 200.9871 3.6543 0.1996
Saanas 279 1045.4186 3.7470 0.1588

Sy In 37 137.6729 3.7209 0.1231
Sayyuen 6 22.9729 3.8288 0.1828
ANOVA
Source of Variation SS df MS F P-value F crit
Between Groups 0.4557 3 0.1519 09399  0.4214 2.6288
Within Groups 60.2797 373 0.1616
Total 60.7354 376

! a J Y [ @ v A 4 1

INATNN 4.5 Na%Wﬂﬂ'lﬁ')LﬂﬁW%ﬁSZQ‘UﬂWﬁﬁﬂ‘]&ﬂﬂUigﬂ‘]JﬂTiﬂﬂﬁuﬁlfﬂE]ﬂ)'ﬂ WU

1 1 . 1 [ é = 1 1 = a a v gﬂ
A1 P-value (A1 Sig) M1NV 0421 GIUAININNIIA1 AL (0.05) mﬂgm‘ﬁﬁumgm (H3) a3uu

a Y

= ! [ = A ' v L] ' (=) X ' 4
wagiszdunmsniuanaeny hidawanensdadulageduiriiugsoiniieou laives
A3 Inalwuang anwuriuasuaz S uaumasgniliedagneatan szauivdn 0.05
Tadea1ue13n 19a0a One-Way ANOVA Tumsnadeuauuagiu (H4): Jadedoya
o Y =2 ~ 1 1] 1 1 v A zil a Y ] o Y Aa
mlddmedniuanany dwaaemsaadulaedusiiiugoiniesu laivesdus Tnn

TuwangannuriuasiazSuamanuana 190y Nseauied1Any 0.05 AINIINN 4.6
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{ a 4 % [ v A ¥
A13199 4.6 HNANTAATIZHDIFNAVIEAUMIAATU 1900

Groups Count Sum Average Variance
WniseuainAny 61 232.8957 3.8180 0.1989
31MI/3TIENNN 59 218.6700 3.7063 0.1303
WHNNUUTHNONTU 201 745.2271 3.7076 0.1758
sgnouginvaiual 40 150.5814 3.7645 0.1145

ANOVA
Source of Variation SS df MS F P-value F crit
Between Groups 0.6518 3 0.2173 13122 02702 2.6299
Within Groups 59.1103 357 0.1656
Total 59.7621 360

{ a J [ @ v A 4 T
INAT19N 4.6 Waﬁnﬂﬂ133lﬂ31$ﬁ®1%7‘lﬂﬂ§$@UﬂWﬁ@lﬂﬁuﬁlﬂ%@ NWUIIAT P-value
1 . ! L é =S 1 1 1 = a a 2 g‘/ = 1 =
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