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Abstract

This research aims to study the factors that affect purchasing decisions on online
conversational platforms. In this study questionnaires were set as a tool to collect data
from 400 samples. Research framework was developed from the concept of Marketing
Mix 4Cs: Customer, Cost, Convenience and Communication together with the concept
of Technology Adoption including Perceived Usefulness and Perceived Ease of Use.
Statistics used in data analysis are the descriptive statistics and inferential statistics. The

results revealed that educational factor, consumer demand factor, convenience factor,
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perceived usefulness factor and perceived ease of use factor influenced the purchasing

decision-making in an online conversational shoppins.

Keywords: Purchase on online C-Commerce Platforms, 4Cs Marketing Mix, Technology
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Chris Messina (2015) Faidu Developer Experience Lead at Uber laia5uedn wila
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C-Commerce fia N113570918AUAUAZUINTHIUN N F013anBnodeniedn
Conversational Commerce dinsaunguitusidunaumsnageiuiueriunsuemostlatau
ihlugduneunisdous vieulinsesiandsnisdodudinazuinisuda fesmdeiuneuiiiie
sinaulate uardinsBudunisdmostunusuivieduoiulusunsuum Tnsdeidusuuuuues
Two-way communication (Bangkok Bank SME, 2020)

2. u,mﬁﬂLﬁ'mﬁudauﬂsxaumamsmmﬂugﬂu:uu 4 Cs

NNUUIAAYDY Unicomhouse taliAnumuneues 4Cs Ao 1) Anuiain1svesguilan
(Customer) fio nsvhanadnlafuduslaamnniuiguslnadesniserls salufamsudtiym
Tungu3laa Conversational Commerce villusudiidewnensuglnidaliaudidayiu
AINNABINITVBIABTYAAD 2) ANUANAITBIEUTLAA (Cost) Ap NTLUlanuANAIYEIgNAY
Fenn9ldusn1sdedudriruunaunuiesulay (C-commerce) Hu azgasligndiaiunsa
Usendaaldinglusumsdomsuasnmaiumslaeiilifedlutedudiint3u 3) eagenn
Tunns¥e (Convenience) Ao fnaiiuanuazninlifugiuslag vilvinisdnauladodudvie
U3nslaenslduinisdeaudunauntesulatity asiideannanisthszaruinisinuun
auneaulad Tnefilifeseananaviidnsunaunun Swetisantunerlunsiedudn 4) ms
d9an3 (Communication) fie MsdeansiiaztisaitamuduiussuisegsAafugnd n1s
finun Chatbot Lilel#uin13gnAn wazneudaiufugnAuuusiuil waznasn 24 Falus
(Unicornhouse, 2020)

3. uuRaLUUIIaaIn1sEausumalulad (The Technology Acceptance Model-TAM

Junquiiandulag Davis, Bagozzi, and Warshaw (1989) 84WaLNLN91NLLIAAY
TRA T TAM agitiunisinunienfudadosineg fidwmadenissensunionisinauladiasld
wieluladvFoutnnssului fetladovdniidsnalnonsaoniseensumaluladuiouinnssues
{4 figpusrasditedunuuunlunsihunenssensufumaluladansauma lag TAM
Wusesuismsidenlestuseninenys 2 fuus Toua nrsfuiindiuselevd (Perceived
Usefulness) wagn135uiindiesonisidar (Perceived Ease of Use) (Suthee Promsena, 2020)

Perceived
/ Usefulness \
‘ External Variables | \l Attitude Behavioral L, Actual System
/ Toward Using | ~ |Intention to Use Usage
Perceived
Ease of Use

Figure 2 Technology Adoption Model (Davis, Bagozzi, and Warshaw, 1989)
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Conceptual Framework)

Demographic Factors

gender, age,educational ,occupation, income

4Cs Marketing Mix Factor

Customer Factor Affecting The

St —  Decision Making On

Convenience .
Purchasing Products

Communication From The Conversational

Technology Adoption Factor Commerce

Perceived Usefulness

Perceived Ease of Use

25AL11uN15938 (Research Methodology)
Useynsuaznguflegs (Population and Samples)
iAfeluuuaunudiefudeyaannduiedieiiinsteaudosulat $1uau 400 Au
weslefldlumsiiusausudeya (Data collection instruments)
Iduuvasuntuuuueaula Tuguuuu Google Form lugsdainiseaulasngg iy
Facebook, Line tJuu Lﬁadmaﬁlﬁﬂa;uﬁaasmmmmL%’WﬁqLLwaaummlé’dmeazsmL%ﬁ
m'i"‘al,ﬂ'i'wﬁl,l,azﬂszu'aaNa%'a;ga (Data analysis and interpretation)
ihdeyafildannsfviuuasunuasufunds uvszananalaslusunsuduiagy
Aoy Usenauaie abAdenssawn laun e 01 seaunsine) 813w sl wag
AdATIOYNIY AuAINUTTANNINNITAAIAlLFULUY 4 Cs bawn Audeenisvesguilng
(Customer ) auduA1vaaguilna (Cost) muazmanlunisde (Convenience) N13d0a13
(Communication) wagkuafan unseausumalulag taun n1ssuiindivselevd nssusinld
Ny wazUssanaralagluswnsudnsagy
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NaN15398 (Research Results)
Table 1 Demographic Factors of Gender ~ Table 2 Demographic Factors of Age

Representative Representative
Amount |Percentage Amount | Percentage

sample sample
Male 156 39.00 Less than 20 years 10 2.50
Female 236 59.00 21 - 30 years 294 73.50
other gender 8 2.00 31 - 40 years 62 15.50

Total 400 100 41 - 50 years 20 5.00

51 - 60 years 14 3.50
Total 400 100

91 Table 1 Yaduiuusea1nsmanssuuna L. wAndlesiuau 236 au Andy
Sovaz 59 nwanisiiutoyavesladeussansmansiume nuitadivnaeunansii Sig. =
0.211 Fafidunnndt AL (0.05) wansinwefunnssiulaidsadonisiadulade

310 Table 2 YadpAuuszvinsmansduunaueiy: dulvgiongsening 21 -30 U
iy 294 518 Andudesaz 73.5 annanisnudeyavesdadeussrinsmansenueny wuin
affmadeuAnI Sig. = 0.168 Bsasuldenefiunnsaiuliidsuasdenisdndulade

Jaduaulszrnsmansdnunauseaun1sane: drulugilsedunisd@nudsggns

d1uau 305 518 Anludesay 76.3 annuansiiudeyaresdadeusyvinsaansiiuseeiu

NNSANEY WUNEANAABULEAIIN Sig. = 0.000 FediAtiounin A (0.05) LAAII1TLAUNITANT
danasienisiindulade JeresinisnageunuwanaeTeeiagld LSD sialudsil

Table 3 The results of the comparison of the difference between the pairs of the
samples classified by educational level

Education Mean Difference
Std .Error Sig.
I J | -J
Bachelor’s degree -0.504 0.114 0.000
Undergraduate Master’s degree / higher
-0.624 0.140 0.000
master's degree
Undergraduate 0504 0114 OOOO
Bachelor’s
Master’s degree / higher
degree s : 20120 0.098 0.221
master's degree
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Education Mean Difference .
Std .Error Sig.
| J I -J
Master’s degree Undergraduate 0.624 0.140 0.000
/ higher master's Master’s degree / higher
degree , 0.120 0.098 0.221
master's degree

910 Table 3 mmmﬁmﬁ’lﬁumi@]’m%ﬂﬁaiw@%ﬂﬂﬁjmﬁ"gasmﬁfﬁ’n,t,uﬂmmzé’u
nsAnwanInluties Musngseiutiuddnmsada 0.05 Tnagaind1 Mean Difference Tng
nusEsUMsAnmUIyan/geninUiayayiln fid Mean Difference = 0.624 Sig = 0.000 laifivy
ﬁ’umjmzé{mﬂiﬁﬂ@ﬂ@?ﬁﬂ’hﬂ%ﬁgﬁgﬁ@% WazNENsEAUNITANYIUIYY193 U1 Mean Difference
= 0.504, Sig = 0.000 \eifisuunguszAuNIANYIAINIT YIRS

Table 4 Demographic Factors of Table 5 Demographic Factors of Income
Occupation
Representative | Amount | Percentage Representative Amount | Percentage
sample sample
Student 50 12.5 15,000 - 20,000 Baht 112 28.0
Government 25 6.3 20,001 - 30,000 Baht 145 36.3
employees / 30,001 - 40,000 Baht 65 16.3
state enterprises
Private company 202 50.5 40,001 - 50,000 Baht 28 1.0
employees 50,001 Baht or more 50 12.5
Business Owner 76 19.0 Total 400 100
Other at 11.8
Total 400 100

1 Table 4 Y9dumuUseynTFansIULNALoITN © LUmILa1TN lnenguiiage
fferdwdugusznounsidnvesgiie fdwau 76 au 9nnanisiivdoyavesilede
Us29nImansauszauendn wuinadavaaeuunansdi Sig. = 0.198 Feldunndd a (0.05)
aguléh ordmituanssiulidmadienissinaulade

970 Table 5 Jadeaudssrinsmansdwunnusiegls - wisauseld lnengusegia
fitlsele 30,001 — 40,000 UM T5IWIU 65 AL nwan1siivdeyavesiadeuszynsamans
fuseld nuadAnaaeuuandin Sig. = 0.937 Fsildannnd o (0.05) Tasaguldin sels

wansnaiulldsananisandulate
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nnsfnwdeyaladuenvdwmasenisinduladeduiiiuunaunuiseulal lng
N13NAABUANNFNR UG WDI5ENINduUsBase wuIdulsBaseynea lafiauduiusiuies
1 aov o w . . . & 1 1 Y] Ada a 1 v a &
ageildeddny (Multicollinearity) 3nuunaaausaluindadelaniidnsnanenisindulade
dudmuunaunuiseulal uazAuAsaurquYeIladeiualunITeAsIl

Table 6 Multiple Coefficient of Determination
R R Square Adjusted R Square Std. Error of the Estimate

0.784 0.614 0.608 0.4315

a a |

910 Table 6 wansluiulrdadenidnswasnenisdnauladaduaiiiuunaunun

poulai wudnduusiu 9 6 Jady devduussansnisdnaulaganyan (Adjust R Square)

Windu 0.608 wansliiuindadeis 6 Jadeniidnsnasnoni1sdnaulagadum it uNaunun
oaulad TuasstlAndudesay 60.8 dudndesay 39.2 Wudvswanniadvaunliladnuluassd

Table 7 Multiple Regression

Factor Affecting The Decision | Unstandardized | standardized
Making On Purchasing Coefficients Coefficients ‘ Sie.
Products From The Std .
Conversational Commerce ° Error beta

Constant 0.604 0.152 3.985 0.000
Customer factor 0.104 0.049 0.091 2.112 0.035
Cost factor -0.026 | 0.040 -0.028 -0.657 | 0.511
Convenience factor 0.156 | 0.044 0.169 3.539 | 0.000
Communication factor 0.056 | 0.041 0.060 1.383 | 0.167
Perceived usefulness factor 0.123 | 0.047 0.128 2.606 | 0.010
Perceived ease of use factor 0.460 | 0.044 0.487 10.405 | 0.000

18INNINAFOUANNRFIY d1nsariivun tansil

Y= Bo+P1cU + B2C0O + B3V + BacM + BsPU + PgPE
= 0.604 + 0.104 (CU)* - 0.026(CO) + 0.156(CV)* + 0.056(CM) + 0.123(PU)* + 0.460(PE)*

e Y fe nssindulate CU A AmUABINITURILUILAA
CO Ao ANUANAYBIEUTINA CV fig anuazanlunsde
CM fio N3dRENs PU fio nM33uiiniiuselov

PE Ao M3Suiildaudng
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210 Table 7 f915asmun é1 Standardized Coefficients wandlviiiiufeandudsyans
AuanneenAsT LTl nsUsuanddvswassuinstladusingg fidwwasensiilatedudniu
unaunueeulatiinniign fe dadusu “dunissuinsldaudte (Perceived Ease of Use)”
Tnodlen Beta 71 0.487

nN159AUs18Han15298 (Discussion of Results)
NANISAN®LI0Y Uadedinananisanauladeduainiuunaunuiosulall a1u1so

£%
Y v A

anAUs1eNan1TIvUle el

Table 8 The result of Demographic factors

Number Demographic Factors Result
1 Demographic Factors of Gender Not Effective
2 Demographic Factors of Age Not Effective
3 Demographic Factors of Education Effective
4 Demographic Factors of Occupation Not Effective
5 Demographic Factors of Income Not Effective

Mnaunfgiud 1 Jadevssunseansiidamadenisinduladodudiiuunaunu
poulal (C-Commerce) annsnafiuselddil

Yadeuszrnsmansluduma lidsadenisdnaulatedudiuunaunuieoulad
ondumzidosantagiududsauesula viliyarannina aunsadidaeioviedn
ooulavlsiognaiils aesmdesiuaiAseves Yesnnsal Hreymy (2559) AlddAnwiGes Jadeind
Sviswa sonsiauladeduiriumdseuoaulay TnenanisiSenuin Undnusssulsyanesly
nywmauAT TilmAwnndnety deduladedudosuladlsiunnsatu

Yadedulszrnsmansludiueny lidsmadonisinduladedudiiuunaunu
oaulay] oradumsetngtuliiasieglassamnsodiddumesdalfinetu usvaosndos
fusAdeves Deunnsal Gregmy (2559) AldAnwiTes dadeiiidviwa denisinduladedudn
sinumadarneenlat] Tnsranisidewuin dndnusedusiyaneslunsammanmuns Adenguansing
fu srdulaterudeaulaliiupndeiy

Padeduuszrnsmanidusefumsiinu dwasenisindulatedudriuunauni
paulay ﬂf:j:uf?hasmﬁﬁixé’ﬂﬂﬁﬁﬂwm%agagﬂwqaﬂdﬁﬂ%ﬁyﬁyﬂ‘m finsinaulageduiriuum
auwmaaulaﬁmnmfwﬂfjmzé’umiﬁﬂmﬁm’jm%mm’% LAENAUTTAUNITANYIUT Y9
msﬁm%u%%&ﬁuﬁwmuwawmaaulaﬁmﬂmfwmjmzﬁumiﬁﬂmﬁﬁﬂdm@@@ﬁﬁ REIRIAY
msznguauiisiszfunisinwiiganindinisaniinzsiuazndunseslusuded - dodels
innIngusERuNMsAnwtesndt salufsnisaafiansandenisiiutinuewmausudlums
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FaauAtuUNaunUIeaulal 1ennsTeFuA N uUNaUNUIeaulatazilalanmalinig
Austnaldlaneuiuguelaenss magasunguiiisedun1sAnwiNandtazanunsofn AanTan
Insngas Iuﬁwwummmmmuﬁlé’m’mﬂdw FerenraoiiuNUITeves gnnissa Feviiyding (2555)
AV vee ~ a X a v a & 1 = ¢
lgAnwIes noAnssuns¥edumuazuiniseoulatuuusiunguiugeuuivlesd ENSOGO
Y9IgNALUYANTUNNUMIUAT WU SEAUMIANYINGINIUTYeYMIHN1sd@aduUANINNT
Wesnfeulddumesie Tnsazvaulainas ludesylsieg mnldfivdngruiiosme

Jaduaudsernsaansluniue 1w bldinasnani1sdnduladeduA I I uUNaUnNun

'3 I3 LY = Y =2 a ¢ @ 1o @ d! % [y}
paulal oradumnsizdagdunnerdnaiunsaiinfdumesidalalaulaidnin Geaenndesiu

a o a s 1 all F = d" o d‘dq a 1 U a d’lj a v 1

ATeves Veunnsal Heyny (2559) NieAnwises Yadenidviana sensdndulagedudriu
mederneaulal Ingran13enudn UnANwsEAuUTns lunJunmumnuas NE01AnuanmA1
fu drauladedurmeaulavliunnsiaiu

Jaduaruuszvinseaanstuaiusiele ludsnananisandulagaduaitiuunaunun
soulatl o1adunseanunsladelilivuegiunglimesediufes Weosnmsdaduladesin
Usgneumie sadeufiinnanunumuinfimedeauiazYademuau q sreladaduismisly
NNV LN NNTAAALUIAINNITAANIA IS B951ANS18TUNINNTT FIFBARABINUINTUITYVD
Y} a ¢ Py Ao awv A U aAaa a | v a E - % 9
fnsileg 28assas (2559) Mdeises Taduniiansnanenisinaulageidesnainiua
wioteedn uagduanunsy nuieusglalidmasanisdndulate

Table 9 The result of factor of Marketing Mix 4Cs, and factor of Technology Adoption

Nurmber Factor Affecting The Decision Making On Purchasing Result
Products From The Conversational Commerce

1 Customer factor Effective
2 Cost factor Not Effective
3 Convenience factor Effective
4 Communication factor Not Effective
5 Perceived usefulness factor Effective
6 Perceived ease of use factor Effective

NFNNAZINN 2 Yadeaudiudszaunienisnainluguuuy 4 Cs uagauufgiui 3

a A ]

Jadumruniseausunalulad Ndanasoni1sdnduladeduniiiuunaunuissulayl (C-

Commerce) asnsnaiusglasisil
Uaduaumufenisvesguilan (Customer) denadanisindulagoduairiuun

aunuioeulal nuii A1 Sig. 0.035 13azidunsizn1stedumauunaunuieeuladidunis
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Aoansuuu 2 v Bsaansaneudnugnélalnedituneuillidudou Jwovaussnudosnis
Y03gnAle InedonARBdfuLLIRAUDY Bojana Vojnovic (2020) fldasuneides How to Take
Your Online Store to the Next Level with Conversational Commerce ﬁﬂﬁ@dﬂﬁﬂmmm
1ARDUAULUTUALUUTIUN AIUAIINADINTT

Jadudrueudueiveadiuilan (Cost) ludenasionisinauladodudrinuumauni
p1fumsznstedudrnussulatlunngesmaiideldiuiounitoonlaieguda deaonndes
AUIIUIEUDY Fatima Mazhar, Muhammad Rizwan, Umar Fiaz, Sobia Ishrat, Muhammad
Salman Razzaq, and Taimur Nawaz Khan (2014) ﬁwudﬁalé’m%awmmié”]aaulaﬁ Ao
nsaneldrelunsiiunis Snenansadendedudildnannnane

Jasesunnuazainlunisde (Convenience) dinasanisfnaulododudinu
unaunnesulay sradunsensdedudosulatannsadeldlneriudumesidndsdeindy
Folfiussunimihiudesnuszndananiume awnsedelénnd nnnen wavannsadise
Suldielngliifosesnannihiunaununasdisantunou Seinaulatelsdne

Ja¥udrun1sdodns (Communication) laidwan onsinduled odus s uunaunun
ooulatl 0199ufumsng Chatbot (udsiidedndalunisliuins laslawizgniniidiosnisve
AMuuzivdomnuAniunisesulatnsmevaussiiiiuinnsgiusinas {angnd in Ssaenndes
fUeuATeavee Milan van Eeuwen (2017) #ifinw 303 Mobile Conversational Commerce:
Messenger Chatbots as the Next Interface Between Businesses and Customers Finuinns
1% Chatbots 1umﬁamﬂ;immmmauiwsj;ﬁuﬁmiﬁaﬂwLLﬁﬁﬁﬂ

Jadedunisiuiinduselon (Perceived Usefulness) danasianisinauladodudn
shuunauneoulay oradunszigtuaudulng deuldannivinufufiunniy fuede
Aswnn 3eiilinnstedudruunaunuesulaaransenislday awisededudiy
unaunuooulavlimniinnina Wulsylowd aonadesiusuiseves Mero Joel (2018) st
Anwn3eq The Effect of Two-way Communication and Chat Service Usage on Consumer
Attitudes in the e-Commerce Retailing Sector Wuiwmsﬁamsaawwswdw;:JéuwaLLaz
fuslaaviliAnaulindalunsdnaulade

Jadudruntssuiinldanie (Perceived Ease of use) dsnaronisiaduladodudniy
unaunesvlay eradumsiznsteaudruunaunesuladdunsdeasinenseszning
fuouazfuslnn mwaenadestun1sideves Felix Jan Krdger & Filip Johansson (2019) ilé
Anwi3as Conversational Commerce: A Quantitative Study on Preferences towards Al-Fueled
C-Commerce Platforms among Digital Natives in Sweden and Germany finuin C-Commerce
AeliAnmuelunsTeduin
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unagUuazdatauaunuy
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