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The objectives of this thesis were to study (1) the demographical
éharacteristics of those Bangkok University students being investigated in
connection with purchasing products and services through the Internet. Also
(2) determined are the factors of marketing mix affecting these purchasing
decisions. Finally, (3) the behaviors exhibited by these students in the course
of purchasing products and services through the Internet are taken into
consideration.

The sample population consisted of 400 Bangkok University students
studying at the undergraduate level in the four-year regular program in the
academic year of 2005 under the auspices of the university’s nine faculties.

The instrument of research was a questionnaire. The techniques of descriptive
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statistics used in the analysis, formulation and tabulation of the data collected
were frequeng:y, percentage, mean and standard deviation. The techniques of
T-test, one-way analysis of variance (ANOVA), F-test and Pearson’s product
moment correlation coefficient were also used for testing purposes.

Findings are as follows:

1. The majority of students wefe females at the age of twenty-one who
were studying in the Faculty of Mass Communication. Their monthly income
was between 5,001 and 10,000 baht. They used the Internet from two to four
hours daily at home. The majority of the students investigated learned about
e-commerce and Internet services from their friends.

They used e-commerce to order products and services from foreign
Web sites. Most frequently these students purchased songs, movies or videos,
computer programs and downloaded a variety of things. The students
purchased products and services ranging in price from 200 to 500 baht for
each purchase. Paymenté were made through bank accounts using automated
teller machines (ATMs). The problems or obstacles encountered in purchasing
products and services through the Internet involved delays in receiving
products.

2. The majority of the students under investigation paid a great deal of
attention to the aspects of products and sales distribution. The aspects of
pricing and marketing promotion were considered at a moderate level. In

addition, the majority of students additionally paid a great deal of attention to
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the aspects of need in consuming products and services, consumer benefits,
and the images of products and services in regard to engaging in e-commerce.

3. In the course of testing the hypothesis postulated for this
investigation, the researcher found that differences in monthly income, the
length of time spent in daily Internet use, the ordinary location for using the
Internet, knowledge of how to purchase products and services through the
Internet, the ordering of products and services from foreign Websites, the
types of products and services purchased through the Internet, the average
price of products and services purchased each time, the method of payment
for the purchase of products and services through the Internet, and problems
or obstacles found in the ordering of products and services through the
Internet affected the decision to purchase products and services through the
Internet at a statistically significant level of 0.03.

In addition, the factor of marketing mix correlated with the decision to
purchase products and services through the Internet at a statistically
significant level of 0.05 in three aspects: the factor of products, the factor of

sales distribution, and the factor of marketing promotion.





