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Abstract

This research aimed to 1) study the consumer behavior of second-hand goods and
2) study the level of opinion regarding the purchase of second-hand goods among the population
in Bangkok. This was a quantitative research using a sample of 400 people. Data was collected
using questionnaires and analyzed using descriptive statistics.

The research findings showed that 1) the population in Bangkok most frequently
purchased second-hand goods from online platforms, accounting for 44%, due to the wide variety
of goods available. The most frequent purchase frequency was once a month, accounting for
47.2%) Regarding the level of opinion on the purchase of second-hand goods, the most frequently
considered option was convenient payment methods (average 4.62), followed by awareness of
environmental issues (average 4.57), influence from friends/people around them/celebrities
(average 4.54), and uniqueness of the product (average 4.52), respectively.

Keywords: Second-hand Products, Online Platforms, Purchasing behavior.
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Abstract

The objective of this research was to study the freshly brewed coffee consumption
behavior and the marketing mix factors influencing Generation Z consumers in the Bangkok
Metropolitan Administration (BMA). Data were collected via questionnaires from a sample of
400 individuals and analyzed using both descriptive and inferential statistics. Including Chi-square
tests and Multiple Regression Analysis.

The research findings revealed that the majority of consumers were female (61.0%),
primarily aged between 26-28 years (42.3% ). Most respondents were students with an
average monthly income ranging from 12,001 to 15,000 Baht (42.0%). Regarding consumption
behavior, Espresso and Americano were the most popular choices. The majority of consumers
spent between 51-60 Baht per cup and preferred purchasing from Commercial Coffee chains.
The hypothesis testing indicated that spending behaviors—specifically the amount spent,
frequency of purchase, point of sale, and reasons for consumption—were significantly
correlated with the decision to purchase fresh coffee at a 0.05 statistical significance level.
Furthermore, within the marketing mix, Place (Distribution Channels) and Price were found to
significantly influence the purchase decision at the .05 level. These findings suggest that
businesses should focus on designing marketing strategies that prioritize developing accessible

distribution channels and setting price points that align with product quality.
Keywords: Freshly Brewed Coffee, Marketing Mix, Generation Z Consumers

Uni
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gavinssneseshiudinadunaduiiauddnsorsugia wiazBayfunnuimeduiddon
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3373N15A", 2568) adnfiinaule Ao ulnedsnsnisusinanuslfintiuann 300 uisorused 1Py
11N 340 uwoausodlul 2568 Mndoyananifsnisveesumeutiunsudstuiigadu gafa
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1) m3gnannsidlen (Premiumization) st sananuvingunSilley uagnguiiiey (Specialty
Coffee) iiulntuagnann fuilneBuidreunsduiionmnmuazundimsssdamunidnay

2) mstmeluladunld Vsl gsRanuniuunldszuu Omni-channel inndu Wy n1sds
AULeUNEIATY NsarauuANAdva warn1s¥1seRuwuuliiiuan (Nation Thailand, 2025)

3) AwdsBu (Sustainability) gsRvMuiBsandasUsuTImsnsELaR M URAvEUR A IWInd e
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(Content Shifu, 2025) Tnemegfnssumsuslnauasideniismes Gen Z fidnunzanesasil
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walil (Coffee Fusion) nuslldusmaidon (Plant-based milk) w3ewyfifiniumtunazfy (Brand
Buffet, 2025)

2) mulAeUszaunmsaiuayiaauvesgin s ununlailudnsiy udfensmaniui
dWSurhau (Coworking) wiensdanwasledeaiifiewiioasns Personal Branding (Bluemochateas,
2025)

3) mldlaluanusslovd fuslnanguilasfiuunliudonmuniifidunanvesansatniie
4079 (Functional Coffee) 11U ADAANAU 138IANTIY Lﬁamauiwézjsummwuaﬂﬁim (Perfect Daily
Grind, 2025)

‘17‘||ﬂa"]’331’1‘1;1’5@1/131@;3/3f:]J‘EJ":NLﬁu&]’;’mﬁ’]ﬁﬁyfﬂ@ﬂ@a’mmLLW‘UQﬂﬂﬁIfIﬂ’]iLaUIGI wSauTamsiUasuuUas
nauguslnalugangu Generation Z

IUIZAIAVBINIGIVY

1. efnwmgAnssumsuilnaniunanvesiuilng Generation Z

2. Wefinwngiinssunisusiaanuysaniinnuduiusnisdnaulauslaaniunvianves
AUSLAA Generation Z

3. wieAnwidiuysrauniinisnaindiadsenisdndulavsinaniunysanvesguilag

Generation Z

NUNIUIFIUNTIA

wuIRALasnquEfinglfunginssuguslaa (Consumer Behavior Theory)
woAnssuguslnadunszuiunsindulasasnisnsgvinvesyarailieiunisteuasnisly
auAn lnefidaduneluegimnudesnisuazusedlaidudiduinion sunguidduduaudesnts
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#adulade (Purchase Decision) LLa”wmﬂmwam Ch) quﬂiiuwa\‘imi%a (Post-purchase Behavior)
Bslugadavia msfiguilaauvivszaumsalinludeaiiiedefudiuniwesnszuiunsinduled
dwmanszvusief@osedu 4 lusnia Blackwell et al, 2017)

daudszaun1an1snan (Marketing Mix - 4Ps)

nMsusianisssanulanlivszauanudidadniudesorfudmussaumanisnaind
aonndodiu Inglusnundnsde (Product) AeaiuninuvainvalsLazAMnMYesEeRugnILml Ay
710 (Price) Fosfimnuduailefisuiuyszaunsalfiléisu (Perceived Value) fugosmenisdndwming
(Place) foansUARUTT M WA uTsIINAR LAz szUUNTdIeaulaY uasdunsduaTuNIInaTa
(Promotion) #aslnnsdeansiinsangantmunesu Influencer w3 ouaugyAdva (Kotler & Keller,
2022) dW¥ungu Gen Z Hu 4Ps uuuidnealiiiisie uidoatulufinruaidaveauusud (Brand
Authenticity) wazruduendnualvesdudiioademassyilaanysa (Clow & Baack, 2022)

aonumsainaanunuastiadeiifieadesiu Gen Z (Coffee Market and Gen Z Context)

pananuanlutlagiuiiing "yardugni 3" (Third Wave Coffee) Ailinnudndnyfudans
LLazsflaazLé‘miuwﬂéﬁ”’umaumﬁwam FarenndasiungAnssuves Gen Z fivouuanwusraunsalulan
vl (Experience Seeking) kazilAunsentinA1uasEs5U (Ethical Consumption) W NMsaTuayY
nuriiduiinssedwndoursonsinfiusssu (Perfect Daily Grind, 2025) wona1ni Jadedu "aany
dzmnaue’ (Convenience) wae "wimnssusaw i’ (Flavor Innovation) Safusiiladndaiviile Gen z
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(Euromonitor, 2024)
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Ju 5 sgdiv
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1. mafudoyafivnnismunadeyadosiunnduiaegis $1uau 400 Tasldnisnou
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2. unasteyanienil (Secondary Data) lngnN1sANYIAUAIIYOLAINLBNEANT 11TATIVING
sy wansiuladeng 4 MAeades

ananldnszvidaya
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wagneataUewiu Wunisesuenseusseneanvagvesdeyaiiiusiusy Wunsasuiisdnuoe
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2. @dfBeeuuu (Inferential Statistics) Wunis@nwideyaveinquéiedis Tunismaaeu
aunfgrilunismanuduiusseninnginssunas tadulunisdaduladonuvean aaeaudiu
Usyauvnansnanaiinavswadenisfndulade {ideldn1maaeumnuduius Chi-square 04) uay
MTNATIZVEUNTOANBELTINYIA

NBUKUIANNITIVY
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1. Usstannun

2. $uiiuiite

3. $1uundilunisie

4. aoudlunisie

5. wnalunsde

msindulauslaanunvsan

druUsEaNy1InNIINaIn
1. wansuan

2. 5707

3. I NNITINT MUY
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1. avedeumiismseaniion (Content Validity) Inemsisziaduiiamdenndas
TarmnuusiavUanuingUszadd (tem-Objective Congruence Index: 10C) Fisiedaust 0.5 Fuld (Rovinell
& Hambleton, 1977) Ingdarmauynterunasienviaiuasnnded lnadr1sendng 0.7-1.0

2. msmAnadesiu (Reliability) Inonsihuvuasunuitlunaassiulssunsdbildngs
Fregasuau 30 feehe udrhanlnsimanudesiuveauuasuany TnesvueliiAdulsyans
woanUeIRTaULIA (Cronbach's Alpha Coefficient: @) 111N71 0.7 #ML35N15UBIRTEULIA (Cronbach’s
Alpha, 1970) 39nNaNSMAGBUNUT1 AduUszAniuoan 1A19g5¥1319 0.702 - 0.935 LaATIN
w3asdlefinAnudoiy

nsTeideya

(%
Ya o

mevendsl A JelYatAlansIasun (Descriptive Statistics) Usenausie Segay Aade (Mean)
d2d8aU1an3g1U (Standard Deviation) waznsmauduiusszninamgnssunaztadolunis
dinaulatoniuivsanuaradodiiidnina {33619 X2 (chi-square) uazmsinsigviaunisnnnesids
WA (Multiple Linear Regression)
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Generation Z
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3 afasioty 61 15.2
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(Amazon, Inthanin, Punthai) 224 63>
Frunun Premium
(Starbuck, True Coffee, 109 27.25
Coffee World)
Frun Uil Specialty
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mRHavinudoniunu ileanennisiieuey 156 34.7
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WieAuAeTu 69 15.4
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400 100
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3.80 0.980

1MNA15197 4 Anade wardrudsavunnsguresdindulauilinanulvsan wazdlousn
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d2ufl 3 wan1sIATITENgANssHAUNISARaUTAUS ALY 9ER
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Abstract

The objectives of this research were 1) to study consumer purchasing behavior toward
frozen food, 2) to examine the importance of the marketing mix (4Ps) in overall decision-making,
and 3) to compare the differences in marketing mix importance categorized by average monthly
income. The sample consisted of 400 consumers in the Bangkok Metropolitan Region.

The research findings revealed that the majority of respondents were female (60.25% ),
aged 21-30 years (52.50% ), employed as private company employees, and earned a monthly
income of 30,001 Baht or more (47.75% ). Regarding purchasing behavior, most consumers
consumed frozen food 1-3 times per week (48.25% ), with an average expenditure of less than
100 Baht per transaction (64.25% ), and preferred purchasing from locations near their workplace
(52.50%). In terms of the marketing mix (4Ps), the overall importance level was high (M = 4.09,
SD = 0.397). The dimensions ranked in descending order of importance were Place (M = 4.12),
Promotion (M = 4.11), Product (M = 4.08), and Price (M = 4.05), respectively. Hypothesis
testing using One-Way ANOVA showed that consumers with different income levels prioritized
Price (F = 3.084, p = 0.048) and Promotion (F = 4.058, p = 0.019) differently at a statistically
significant level of 0.05. Games-Howell post-hoc comparisons further revealed that for the
Price dimension, consumers earning 30,001 Baht or more (M = 4.10) placed significantly
higher importance than those earning less than 15,000 Baht (M = 3.98) at a p-value of 0.045.
For the Promotion dimension, both the low-income and high-income groups placed significantly
higher importance than the middle-income group (15,001-30,000 Baht), with p-values of 0.025
and 0.039, respectively. No significant differences were found for the Product and Place
dimensions. The research suggests that entrepreneurs should focus on distribution channels
near offices and customize promotional strategies based on income segments—emphasizing
privileges for high-income groups and direct discounts for lower-income groups to ensure
sustainable competitive advantage.

Keywords: Frozen Food, Marketing Mix, Consumer Behavior, Income Level
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adda IS

U9du1u999119n1590 31910y (Place) Tarndusiusiusiglar1uiddinuuuauiiio
(Urban Lifestyle) Tnstamzguslaanguselduiunansisgsiiondelunsulaiionvionseunsaiien
YUIPLAN %ﬁﬁ%@ﬁi’ﬁﬁmﬁmﬁuﬁ{f@LﬁULLasnaﬂumiUgammi (Sivathanu, 2019) d@walsgamied
Tndivihau videazandenisidnfessniradumenanedulladenidviwagsninduusiusaly
v1ensdl uenaniinisuenefvestemisesulatiazuinisdddie (Delivery) ﬁﬂﬁwqamiumis‘ga
suaﬂ;EU'%ImﬁmsU%’ULﬂﬁaumulﬂe’ha (Sen et al,, 2021)

aavine Jadedunisdaaiunisnain (Promotion) ianuduiiusiunelaluiifivesguuuuyeds
Tnenguseldtiosasnouauswionisansiaiiui (Hard Sell) 1wy 4o 1 uau 1 wiensuonAudiduly
a$deu vuziinguineldgainuaromnisduasunisnainludalszavnisalniedniiiay
(Privileges/Loyalty Program) ﬁa%nqmmiﬁmﬂumjmaww (Exclusivity) 47NN NELAFIUAART
WU (Puvattanasin & Nurittamont, 2020)

ANNAFIUNTIY

Ho: fuslanfifisefuselfiedederfeuunndiisiu ianud fydetadodiuuszannia
mM3nana (4Ps) laluansneiu

H1: fuslariilszauselsiadesed sunandnety lmnuddnseladodiulszammenismaa
(@Ps) wanegnueenates 1 au (nekenynadeusieniu Product, Price, Place, Promotion)

A5AUN153Y

Useuns

15338l uN15ITeReUs e TnelduuvasuaiuvateUadueseadolun1sive
Usgnsnldlumsfine fie Ussvwuniinerdeluansaunnuviuas wasandunisiudeyasening

WaUNgAINIEY — SUIAY 2568

GGELTeRERE

v Y
v A ©

n3deasaiilunsfinwngudiegismiussyvuninedeluwansunnumiuas auie
Yoanquied1dAnwlanmuangusieglngldgnsdisaves Yamane (1967) szauainudedy

Y
v [

95% warnMuAAIINARAASDIAAIALATOUYBINITENAIBE1 0.05 Aeluatlangudtegravindy
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400 fvee19 e deldnisdusitegiauuuagain (Convenience Sampling) lunmsiiusiusiudeya
nuuvasuauesuladmeiiules Google Form

3ot

winsdlolun1side wiseenidu 2 dw ﬂE] drud 1 mauammmuﬂ%amuuma Toun
918 'i‘”ﬂ‘Uﬂ'liﬁﬂ‘i&H 93w seldadesaiiou dudi 2 sU@iJaLﬂEJ’Jﬂ‘U‘Wf](ﬂﬂiiiJﬂ’l'ﬁﬂ’]iLaE]ﬂsUEla’M”li
wtude @il 3 wansnudaiuretader 4 fhu Usenoudae 1) dundnsdast 2) fusian 3)
FrudaIudl 4) nsdaasunisnans f8nvazmadusuuinsdiuUszanan (Rating Scale) 3
AvuAALISI03aLAST (Likert Scale) (Best & Kahn, 2005) wisseaunsiadu 5 seau

M3AusIUTITaYa

a

N5398WF9UTN0 (Quantitative Research) ﬂ%ﬁﬁﬁmiswi’mﬁaa&aﬁ]’mL.méwgmgm (Primary
Data) 53UTINTRYAINNTVIUUUABUAILVDIFIE 1L ULUAN TUNNUVNUAT

1. unasdoyauguad (Primary Data) Idanmsifivrusmdeyadesiuainnguiogng
F1uau 400 A agldisnisifiudoyanuwuugeuniueeulatsmesiuled Google Form

2. unaseyanieni (Secondary Data) IngN1SANYIAUAIITBLAIINBNET I1TANTIVING
Uiy wansiuladeng 4 Mieades

sdanldAezvideya

1. @dfdanssaiun (Descriptive Statistics) Usenausig Sesaz Auade (Mean) drudeosuu
1113914 (Standard Deviation)

2. @iRiBeeyum (nferential Statistics) Usenausig NM5IATIENAMLLUTUTIUMARET (One-

way ANOVA) LLazmiwmaan’lﬂ@j (Post-hoc Comparison)

N3ATIVFOUANNINYBILATDIIDITY

1. pymdeUALTiBmswenien (Content Validiy) lnemsinsiziadaiinuadenndames
FofnusazderiuingUsvasd (tem-Objective Congruence Index: 100) ifiAndaust 0.5 Z4lU (Rovinelli
& Hambleton, 1977) Ingdormauynterunadiaiviiniuaanndot lneda15ening 0.7 - 1.0

2. msmandesiu (Reliability) lnsnisiuvuasuauilunaaesfulsyensiladlings
Fregesuau 30 Fegne udnmdesiaimudssiuvesuudeuany Tnefualidandudssans
WaANIYIATEUUIA (Cronbach's Alpha Coefficient: a) 411A31 0.7 (Hair et al., 2010) 3MNNANTT
nadoUNUIN AduUsEANSLea 1A19g5nI9 0.794 - 0.879 uAnaI wSesdlofimanudosiu

nsATIEidaya

ﬂ'l'iwaﬂ;qﬁﬁ%’ﬂ%aaaLﬁ‘z‘mwssﬁum (Descriptive Statistics) Usznausing Sevas Aads (Mean)
ﬁ’mﬁmmummgm (Standard Deviation) ka3 38l8n1531A51211ANMUTUTIUNNAAEY (One-way
ANOVA) Iiflennaeuannunnsnavessysurudifsetadudinyusyaumanisnatn (@Ps) S1uunany
sziuseldledsdeiiou wagiidoagiidunismaasuseg (Post-hoc Comparison) lunsdlfinunan
uansinseg el tedAgneadia §35eezl#38n5v0s Games-Howell tleRiansaninneldglatheii

AULANATNAU (Olofsson & Englund, 2025)
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NaN15I8

Han1sAnwdnsnavesszauelarensiiaud Ay ludiuyssaunianisnainvesusiag
9 suuds wisoanilu 4 du sl

daufl 1 namsiaszidayafiugruuastoyawginssuvasdneunuudauany

ynnsanwdeyaladudruunnavasngusiegiesdiuin 400 318 wudn daulvadumnands
$1uan 241 579 (Fovaz 60.25) lngngusegraiueimils Tengsening 21-30 ¥ $1uau 210 19
(Sewaz 52.50) 5e%adun Ao ¥39018 18-20 U d1uau 87 918 (Seway 21.75)

Tudunisuszneuen@n wuin naudiegnsfiondmlu wilnauuiem S 189 51 (Seway
47.25) 599931 A UniSeuuartin@ny 31U 87 518 (Sewar 21.75) uage1dndasy 31U 73
518 ($ovay 18.25) dmiudoyadussdunelfiadesodou wui ndusogisdlng Teoldaud
30,001 UulU innfiga $1uau 191 318 Gevar 47.75) sesawn fo nquitiseldsiingt 15,000 um
U 129 579 (Seway 32.25) LLazﬂejuﬁﬁiwlé’ 15,001-30,000 U9 ﬁaﬁ’wmuﬁaaﬁqm Ao 80 51¥
(Sewaz 20.00)

M13199 1: asuteyaiiugiuvenauLuuas Ay

Uadn 318azdYn 11U Sovaz
LN U618 159 39.75
VAN 241 60.25

91 18-20 ¥ 87 21.75
21-30 ¥ 210 52.50

31-40 U 50 12.50

11nn31 40 U 53 13.25

DTN HnFeu-tUnAnw 87 21.75
WUNUUTIN 189 47.25

CERRG PP 21 5.25

9151%M5/55 30 7.50

DNTINBATY 73 18.25

seausele #n1 15,000 129 32.25
15,001-30,000 80 20.00

30,001 Tl 191 47.75

(n=400) 400 100

IINNIFAATIANGANTIUNITUTINADIMTUTUTIVBINGUAIDENTINIY 400 518 WUIT NN
fhegns fawilunisuilng egfl 1-3 adededUani S1uau 193 518 (Sovay 48.25) seda%n Ao 4-5
pdsrodani S1uau 137 18 Gevay 34.25) wasdinguiiudlnaunnin 5 aSwadunnst 1w 70 38
(Seway 17.50)
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dmSuduutunlidesanss wudn nqustegsdiulvg deuldinglusedudasnia 100

(% [%
o

UMABATY 91UIU 257 518 (Foeay 64.25) 7898911 A 439 101-200 UmFBATY 3113 100 578
($ouaz 25.00) wazannnit 200 vintuly iftess o 43 18 Govag 10.75) luduvesaniuiily
madente nud ngusegiimnudisansdermautudduunasilngivinnuanitgn $1uau 210
18 ($avay 52.50) FelndiAsiunguilidondennuasilndtu S1uam 190 118 (Gevay 47.50)

A13199 2 aUTeLANEANITUVREABULUUABUAY

daya RUGHRLT) 1Y Soway
mnuilunsuilag (ady/dund) 1 -3 ady/dani 193 48.25
4 - 5 ady/dunnsi 137 34.25
wnndn 5 ady/dUni 70 17.50
Fruuiduillide Younin 100 vn/ass 257 64.25
101 - 200 Uw/nds 100 25.00
wnndn 200 vn/ads 43 10.75
aonuil Tngdnu 190 47.50
In&fivinau 210 52.50
(n=400) 400 100

Ay VirARveInguiegwratadtdmlszauensnain (@Ps) Tunadendee s
ufa wuin lunmsanguseendsinnuddnegluszivann nefldnadesumindu 4.09 (SD. = 0.397)
lofasansesu wui dadeyndmuilsziuaudfgeglussiunnsuieniu lasanunsaiFosdidu
puAedsTnnnlutieslddsd Sudui 1 fo dudomansiasming (Place) fidindsgeaniniy
4.12 (SD. = 0.401) 598N A FuMTANERLNIAANA (Promotion) SiAaABwinfu 4.1 (SD. = 0.335)
FufuTl 3 Ao FunAnsnst (Product) TAeAeNAU 4.08 (SD. = 0411) uazdusiugaving fe susiA1
(Price) flAadswiiu 4.05 (S.D. = 0.441)

M191991 3: ALRdy warddosuulnsgIuvesnsindulauilnaomsuruds

Uady Alady daudsauunnsgiy TAUAINAALTIY
AUNARAY (Product) 4.08 0.411 1N
fus1A" (Price) 4.05 0.441 110
PIULDINNTINTINUNY (Place) 4.12 0.401 170
AUNTALETUNITNAaIN (Promotion) 4.11 0.335 11N
4.09 0.397 41N
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dauil 2 namsAneinansisuisuladudulsraumanian SuunmassiuTeld

MNMIvadBUALAg IS sUBUAILANAYRITERUA A A Tyfeta ST szan
n191159a19 (aPs) lunsidendesimisududs Suunauseiuseldindedediou Tnsldadfinis
AATILIANURUTUTIUNGET (One-Way ANOVA) Namﬁmwﬁﬂﬁﬂgﬁqﬁ

susia (Price) wu fuslaaiifisziuseliiadeseideunanstsiu Traudasotadesu
A upnensifuegaiiifeddyyneadiffisydu 0.05 (F = 3.084, p = 0.048) %qaamﬂé’aqﬁuamagmﬁ&gﬂ%

fumsdaaiunisnain (Promotion) wu fuilaafidiseiuseldiadesodeunnneeiu 1
audddetateiunisduaiunsnain wandstueeafied et afissau 0.05 (F = 4.058,
p = 0.019) Feaenndesivauufguiindly

fundnsfas (Product) wazsuromiensdndimiie (Place) wuin fuslaaiifiszfuseld
wAvseiouwandeiy Iaudidyededeiiaesiuliunnaieiy egrsdidod fyniada
(p = 0.380 way 0.868 AIUANU)

A157197 4: HANITIATIERANULUTUTIUNMALALT (One-Way ANOVA)

Variables F df1 df2 p
Product 0971 2 193 0.380
Price 3.084 2 213 0.048*
Place 0.142 2 207 0.868
Promotion 4.058 2 216 0.019*

*P<0.05

dauil 3 namsSeuiisunvaaNeNAFaUANULANAIITIEE

NAITI WU wamim’%a‘uLﬁwwn@mﬁamaaummLmﬂ@miw@fuaaszﬁummﬁw vk
Hadudusian (Price) S1uunmuseduseld fedsnisves Games-Howell fisasidondisdl

nquiiuslnafiflseldunnsinsiulgifrmuansirsoddideddmeada 1 g Ae nguiuslaad
S8l findn 15,000 v wasnguitfisneld 30,001 vAulY Tnedidn p = 0.045 WeRisandads
w1 nuifuslaediieeld 30,001 vvtuly Weeduauddasetiadediugman Mean = 4.10) gendn
ﬂejm;:iuﬁmﬁﬁiwiﬁ #1m37 15,000 UM (Mean = 3.98) aﬂwqﬁﬁaéwﬁ@wwqaﬁaﬁizé’u 0.05 Tuvauiinig
LU%EJULﬁEJUﬁEJ@J'gu 9 laun ﬂ&jmflalé’si"wrrj'] 15,000 UM fiungy 15,001-30,000 UM (p = 0.845) way
naus1ele 15,001-30,000 w1 Aungy 30,001 v mTuly (p = 0.260) Wua1 ldunne1eiy og19d
HedAYN 1A

i = a 1 Y% . ° [y I
19190 5: Nﬁﬂ'l’iL“lJ'ﬁEJULVIEJU?']EJ@%‘\]?]EJ@’]UT]F]'] (Price) f\]']LL‘Uﬂ(”ﬂll'ﬁ%fﬂUi’]EJIG]LQﬁEJG]E]L@E]U

seausela Mean #nd1 15,000 15,001-30,000 30,001 YulU
AN 15,000 3.98 - 0.845 0.045*%
15,001-30,000 4.02 - 0.260
30,001 Fuld 4.10 -
*P<0.05
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NMSUSEUIBUNYAMAI8ITNTUBY Games-Howell Tudadesunisdaasunisnaie
(Promotion) wuindianuuanasegeiiduddgmeadfiszsu 0.05 $1um 2 ¢ il

ﬁjmjmmlﬁ@fm’jﬂ 15,000 U1 wazngusiela 15,001-30,000 UMM WUAIIULANAINBE
NledAgyn1ead@ (p = 0.025) Imamjmﬁﬁawléf #1191 15,000 U Wauddyaenisdaasy
n159a1n (Mean = 4.14) gandi nqusnegla 15,001-30,000 um (Mean = 4.03)
Angus1gla 15,001-30,000 U wagngusela 30,001 UMTLlY NUAMLLANFAI9D 8
HodAyn19ads (p = 0.039) Immjuﬁﬁswiﬁ 30,001 UmaulU Thauddsionisdaasy
n13na19 (Mean = 4.13) gan31 ngusiela 15,001-30,000 U (Mean = 4.03) @13uUn1s
LU?EJULﬁamsmwﬂfjmwlé’ﬁ’mdw 15,000 U wagngusgla 30,001 vmaulu wun ladusnsneiu

pg19ildudReysana (p = 0.946)

M15199 6: wanTsiUSeuiisuTegUaduiunisdaiunisnan (Promotion) Suunauseausela

seausela Mean #1n41 15,000 15,001-30,000 30,001 JulU
#1nd1 15,000 a.14 - 0.025* 0.946
15,001-30,000 4.03 - 0.039*
30,001 Full 4.13 -
*P<0.05

dqufl 4 agUnIadaUANLAgIY

MnATUTIUNBUTEAUAILEIAYMARUATEAIUUTTAUNIINITAATIA (4PS) TIMUNAILTZAY
selfindesaiion nui wamﬁmaauamﬁgmﬂué’aﬁ

Aundnnnu (Product) BLAZATUYBINIINITIAIMUNY (Place) Nan1snadoU gousu HO
(Wikas H1) nalédn fuslaaifiszduseldededefounnnsiaiu Ianudifysdeiadedu
NARSDUT (p=0.380) Warsutomensdnsiming (p=0.868) liunnsraiiu egrefitudfyn1eadng
320U 0.05

#us1an (Price) wansnagey Uias HO (veusu H1) fuslnaiifisziuseldiadedeion

o w

wanenafiy Wanuddsetadedusan wandafusgraditedfynnsadffisedu 0.05 (p=0.048)

[ |

Tnenguildisnsld 30,001 vIMTUlY (Mean=4.10) Tauddnyganinguitiselésind 15,000
UM (Mean=3.98)
Funisdaaiunsnain (Promotion) Ufas HO (wexsu H1) fuslaafifisziuseldiade

LY

FOLADULANAINAY Iwmma’mmma‘ﬂmamumiaqLasumsmmmLLmﬂmaﬂuaUN UEJE"T’W’]EU‘I/I’N&EWW]

320U 0.05 (p=0.019) Imaﬂqummmlmuaa (#1111 15,000) warngusielags (30,001 gl) 9%
AnwdEAyaInIInguglaUunaegeiitud gy
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dsduazanusiena

Nnran1sAne Ity Hes Jedvdiulszaunsnsnanndiiinasenisinduladoomsududs
fAfuldvunUssiunseiusenanu i Uszasdnigite dil

‘Wqaﬂﬁmmi%ammsmiLL%&LLazmma‘hﬁmmaadauﬂizawwmsmam HANIIVENULN
Q’U‘%Iﬂﬂd’mimy'ﬁwqﬁﬂiiums%’ammimiLL%aiuaawuﬁiﬂé’ﬁﬁwawu ($owazy 52.50) laglviAnnudAgy
futladeduteamnanisdadming (Place) unliududunis Fsnannlein emmazanlunsidriage
Swheidutiatetvnddylunduiudgulnauilnafifienuidsiu uansinuiaonadesiumide
Y94 Keerthana & Krishnaveni (2023) fiszyin wadnssuguslnngelmiludmiledianuddyfusia
fifmesiuduaniidenlesfuiaiindsesr fuunnnifnsdudiiesedaien Weswinemsug
L.L%agﬂmmdwLﬁuﬁuﬁ’]ﬁmﬂwE‘Tmméfaqmmwﬁuﬁﬁﬂ@ (Impulse Buying)

szauaudfgvesladediulszaunenisnaialunmsiy guilaalianudidgyiuiade
d1ulszaun1en1snain (4Ps) lusedunin AuYgeIn1In153na1uLie (Place) LagA1un1TdsLasy
n1sMaa (Promotion) finnudAgdususiuniauavassnudiv agvieuitlunmziasughatligiu
fuslaafinmadafudoyauasiisuiisumnududnindossulatininiu msdnfanssuduaiums
28 WU N13aNSIA1 SENSTINENsiUTRTASAR SelnangiBtenisdndulate denndasi
L12AAYBY Kotler & Armstrong (2021) fleSunein nsdaaiunisnaaviviinfiiunsansefusses

(% '
v A

dunildnsnagedon1siUdsunginssuduslaa drunundnsiaet (Product) kaga1usian (Price) wil

= ]

rinudAgToRuwAdinsegluseauin na1aladn uilaalinnuddgiuidusuazsaity
igﬁummg’]uﬁmmzam donAdeetuuiTeues aAANS LUNTUTY way asuen Usayarinug
(2566) Tinuin suilasududsvaumnisnanaidudfysensinaulatonimsudud

MnmanageuasNAgu agulein nquiuilaafiflsziunelduansatilinuddnsetiade
A1us1A1 (Price) wazN15ANLESNAIIAAA (Promotion) kanAsiusg sl tsd1Agyv1sada (p < 0.05)
TngLaniznauseligs (30,001 vindull) Almnuseulmdetiadomartinnninguselduiunais
Fananlddn nquiiiseldgeindnginssunindendouuvauvnauna (Rational Buying) kagiinau
mavirimanfisngludesarrioufnunimuasavsusslovdlaiu (Value-based Pricing) Wamsidesdau
Hanndeaiunuidouss Sen et al (2021) wareuATeves Vichaidith waz Papattha (2023) fidnw1
woAnssunsuilarevnsududs uagnuin seduselmdusnuusmdndiimuaanumeavisenagms s
Tnonguiiiseligaazfiansan anududirenae (Price per unit) innnitngusneldfestuiiiog
ANUENINTAIUNNTINY (Affordability) windhu Tudunsdaesunisaann wuin sysuselduandnetiuae
AWARDIIANATNTALASLNITNAINT WANF 1Y (Chainarong & Phuthamma, 2021) @enAae4iu
MA¥8Y8e Puvattanasin wag Nurittamont (2020) uazsi3deues Klaus (2021) iwuin nqusiiseless
FosmsuanamnsdaaiunsnasludsUszaunsaiviedvisfiriiaianudandunguanizannnis
LNELAIUaNAIEY

AUNENSTU9 (Product) kagsutaim1an1sindnniig (Place) linuaduuans1aiu azvisu
Tduiguslnannssduneldrseeniunnmsgiumiuasennuar sanilugusinasininwitugu
(Basic Quality) finususoniswiudesndudosfograindouiu vazldiaiseldluszaula
arwaznnlunisiirfisgasming (Convenience) fanafumnudonisiiugiusuiuvesiusing

omMsutudaionnn (Chauhan & Saiyad, 2024)
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JoLAUDMUL

nnmsenuiseluaded vlinswidadedmussaumensnaiaasnginssumsiaduls
goomnsutndwesiuilne dufusznaunsaunsnihdeuadldludesonlunsiauinansusionms
wiudslimaulangaudeanisldusiug Bty nsamznisinuanagns Yosmenisdadming
(Place) luviaflidenloafuiddinauiios wu Auilndfivheunareraisdiinaiu daduga
grsenansddyiindudmnsliaudifygege doyamdrildfiswuddisaienuliiuie
mamsutsdlunaatagtu widadulslovdesadedmivguseneumsnelmilunsysuidiuina
'1‘71'5@LLazmifi”mumimqa%ﬁﬁﬁmiﬁaamé’aaﬁuﬁﬂé’ﬁauazwqamsmmif\haﬁu@iaﬂ%gwmé’uﬁm

uenanil ATiIfeveiauouuniisniy fo fuszsnaunsmsonszdumudesiuinu auam
uarAILTeRovesduM (Brand Trust) InewfumnudueiunnnituAEessia (Value for Money)
uinseumquludsnaustlovtimalavuinisuazaialdloseduinden Wy msléussytasindos
anneldviedledald Famndusznounisaunsavimsdanisaaunnlulfuanduagdoanslv
fuslaasuiedrstaau sndunguad dyiiadreemasdnAnfdensiduduazdsnaligsioanunsa
wulnldegnadiduluszazen

dmsunsfnenidelusuien gIduaueliinisvensveuwnnisAinuldsladudedninu
ailalaguan (Health Consciousness) wagiirupisenslduianssuomnsududaiioquain sauds
msfimsfnwiSsudisunginsufuilnaluiuiiddamindeganuuaninadsgfimant uanannd
NM5IATIEBnEnavesdedinueoulatinaznis3Inan At (Online Reviews) azteliiidnla
nszuunsiaduladelugeidvaldognsseudiuinnty fvsduusslomioindwionsimulnng
g3fv0 I utudsliviniunsiasuidasuesmain
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Abstract

The objectives of this research were to investigate consumer purchasing behaviors via
Social Commerce and Live Commerce among Generation Z in Bangkok and to analyze the
influence of online reviews and influencers on their buying decisions. This quantitative study
utilized an online questionnaire to collect data from a sample of 400 respondents. Data
were analyzed using descriptive and inferential statistics. The findings revealed that the
majority of respondents were single females, aged 19-22, primarily students with a monthly
income between 5,000 and 15,000 THB (50.8%).

Regarding purchasing behaviors, the results showed that the majority of respondents
frequently purchased apparel and clothing via TikTok Shop, primarily during nighttime (20.01-
24.00). The main driving factor was promotions and special discounts, with a purchasing
frequency of at least once per week. The study found that online reviews, influencers, and
personal online shopping experiences all influenced purchasing behavior at the highest level.
Hypothesis testing indicated that demographic factors—gender, age, and monthly income—did
not significantly differentiate purchasing decisions. Conversely, online reviews and influencers
exhibited a significant positive influence on shopping behaviors via Social Commerce and Live
Commerce among Generation Z consumers. These findings provide valuable insights for modemn
retail businesses to strategically implement influencer communication and marketing engagement

more effectively.
Keywords: Online Reviews, Influencers, Social Commerce, Live Commerce, Generation Z
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dungloulyes ﬁmmé’uﬁué@qmﬂaﬂwqﬁﬁaﬁﬂﬁ’mmmﬁaﬁquaﬂsmmségaﬁuﬁﬂ (r = .895,
p-value < .001) axnsaagunaladn MssruiieeulatuaznsianuBugiouees danuduius
LU Giawqaﬂiiumiﬁmﬁuiﬁja%uﬁﬂ

sunAguil 5: nssnFIeeulavuaznsinnudungieuwe’ aansavunengAnssy
mstinauledoaudnld

LﬁamaaummmmzamaﬂuLmam'ﬁ%’ﬂumia%mstqaﬂiiumi%a?mﬁwmu Social
Commerce wag Live Commerce §33glavimsiinsiziannsenyan Inefia1sainan1siagiem
ANMAULUTUTINTBIANNITONNBY FIUARIT AT 7

M990 7 HaNITIAIITRANMIauTedluanisanneenaalunisesulengAinssunisie
AUAINIUY Social Commerce wag Live Commerce %a&ﬂu‘%lﬂﬂ Generation Z

R R2 Adj.R2 F p
0.912 0.831 0.83 974.92 <.001

HAN133ATITYINITNNBENYAN (Multiple Regression Analysis) Wu31 A1 R Square
Wiy 831 e fudsdaseiis 2 @ (MaghuFiuasfnnudungeulses) ausasiuiy
vunenginssunsinauladedudlifedesa 83.1 éh F (974.919) uawen Sig. (000) fifuddayvng
afinTiszau .05 fau nansieseiduuszaninisanaes (Coefficients) Wi ABULLNSARAIMEY
WaLowwes (Beta = .689, p-value < .001) ﬁam%‘waGiawqaﬂswms%aﬁuﬁmmﬂdw AZLUUNITEIY
F1eulall (Beta = .268, p-value < .001) Fsagunaladn n1se1uTieeulatuaznsinnudung
e ansasaufuvhuewginssumsinduladodudly

LLazLﬁa‘imswﬁﬁw%wamm‘ﬁaaaulaﬁuaz@uwQLauwa%ﬁﬁsiawqaﬂiimmie‘?}}aauﬁwmu
Social Commerce wag Live Commerce ¥835U3LnA Generation Z §33elaldnsiasigvianney
wiaas InenanTIATIZsNanIRaT197l 8

PN a fa a aa ¢ a saa 1 a L a v o
MN19190 8: N@ﬂ’]i’)Lﬂi’wﬁ/i@ﬂ/lﬁ‘wa%@\‘li?ﬂ]@@ulﬁuLLﬁ%EJ‘LJW@JLEJ‘IJL?IEJTVI&I@EJWZ]Wﬂiimﬂﬁ‘d@ﬁuwm’m
Social Commerce 1ay Live Commerce %aaﬁﬁiﬂﬂ Generation Z

faudsnensal B SE B t p

(AASN) -0.33 0.12 -2.86 0.005

Feoulail 0.34 0.04 0.268 8.26 < .001

duvgieuiwe’ 0.73 0.03 0.689 21.24 <.001
dyuna

INNINAFBUANLRFIUNTITeNMLA awrsaasunalain Jadeuserinsmans lown e
91y wazsnelandgdaau lddwalingfinssun1s¥eadudiriu Social Commerce wag Live
Commerce ¥845UILNA Generation Z lulwangunnuviuasuanaaiuegeiidoddgniada g

=

azviouliiiudy {uslnangu Generation Z fdnwazngAnssunisveiireuddlndifssiu uliasd
AuLmnagluAUaN vardIuyARaAIY
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Turnziieniu nansmagevanufziufaiudadedunsdearsnianisnain wuii 337
aaulaﬁuaz?mﬂqLaul,e'aa%ﬁﬁw%waL%amﬂ&iawqaﬂiimmi%a?mﬁwmu Social Commerce uag Live
Commerce 103f{U31nA Generation Z agfitaddnymsaia neansdafoansoosuienningsy
mstoduAldluszdugs Fauandisiuin nsfuiteyannundsnisuen Tnsaneaudniiuues
fldnuataunediivinavudedsauooulall funumddydenszuaunisiaduladenasuilaaly
Uiunvesnsdsndedenuesulat

Tagagy nansAnwatiuayuaundgiuiiieatesiudninavesiheoulatuazdungouees
vasrilimunsatuayuamdgululssduanuuandnadutiadeuszvinsmans dederumusanar
annsat Ul uuuimalunisimuanagnnisnatndimiugsia Modern Trade flsjauiunis
doanstinu Social Commerce way Live Commerce tioiiisuaznouaussaiudesnisvesuilaa
Generation Z lemgnsfiusz@nsnim

anUsewna

sala 1 a

mrmﬁﬁmsnﬁw‘éwa%ﬁ%aaﬂaﬁuaz@uwQLaulfzjaswmmawqmmiumi%a%uﬁ’whu Social
Commerce Wag Live Commerce U84 Generation Z‘Iuwmmqamwmmum %ﬂﬁ?ﬂﬁﬁﬁmmﬂmju
fhegneviaan 400 fregs wuin

Hafekrutszrnsaanifunginssunisdodudn nanisdnwmudt na o7y wasseld
AssaifeuTiuansety ”LaJdmam'awqaﬂﬁmms%uaﬁuﬁmm Social Commerce Wag Live Commerce
agadidaddgyn1eada awwnsaesuiglddn fuslaangu Generation Z \ungu Digital Natives i
dulanmdoufumeluladuazdedinueeulat] lvingAnssunadaiudouazittinlulanAdvai
A&uARafu (Homogeneity) Tnglalldgnindndetadefiugrududssrnsmans uwiduogfuani
aulauarnsdndaidomuuunanvlesufeniu wWu TikTok vie Facebook FsaenndasiuuuiAnues
dodinueaulanifitgtuilinaeunsunmenmwasUssnnsmansoonty

dnSwavasiireaulay (Social Influence & eWOM) Nsiiiieeulariiidvinaidauanse
woAnssunsdeAudetaliteddy anunsnesuielddae nguiavinanisdiay (Social Influence
Theory) Tngtanzludines "Informational Influence” Mgu3laalddeyaandduundunumisly
msmaulalefirnuliuuey Fhangldasaihmiiidy "méngumedany’ (Social Proof) e
anAudesluns3us (Perceived Risk) faumsdinaulatiovesiuilan Gen Z Ssaonadasiuuuafin
Seamsdeansuvudinsetnmisdidnnseiind (eWOM) 83 Cheung & Thadani (2012) #iszyin
Sheoulatfunumddylunsasmnudeiilusndnsusiunnniinislavanlaensaainuusus

dNTNavaBuNgLauwas (Source Credibility Theory) NAMSANENTFAIN duvlgieuiges
ﬁ@‘m%waGiawqamiumi%aqaﬁqmLﬁ@Lﬁ&JUﬁUﬁﬁaﬁu Fsanmnsnosuieldogdaauinumguiany
mlf?j'aﬁasuaqt,méaﬁﬁau”a (Source Credibility Theory) Tngtamzlugnuainuduyeu (Likeability) uas
ANNARIEATINY (Similarity) SeninaBunlgieulwasiugfnniu ngu Gen Z dnuesdndungiouiwes
Hufudstutszaunisal snnasdufuedud milou wilew' vie "t shlviarwidnlnddnid
dwaliiAnanuidofiouaznisseusudeyaldiiedu uonaind Live Commerce Bumgiouiwasiivh
13 Live Ssimihidugaseduduaznoulduuuiealni dwisaiuairennuindedolusu
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