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Abstract
This study aimed to (1) examine the level of consumer’s perception of artificial intelligence (Al) marketing

applications and online purchasing decisions, (2) compare differences in online purchasing decisions based on
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respondents’ demographic characteristics, and (3) investigate the influence of Al marketing applications on
consumers’ online purchasing decisions in the Bangkok Metropolitan Area. The sample consisted of 405
consumers residing in Bangkok. The sample size was determined using Cochran’s formula (1977), and the
participants were selected through non-probability convenience sampling. The research instrument was a
questionnaire that was validated using the Index of Item-Objective Congruence (I0C), with a value of 1.00,
indicating strong content validity. The reliability coefficient was 0.978, demonstrating a high level of internal
consistency. Data were analyzed using descriptive statistics, including frequency, percentage, mean, and standard
deviation, as well as one-way ANOVA and multiple regression analysis.

The results revealed that the overall level of online purchasing decisions was high. Certain demographic
factors showed statistically significant differences in purchasing decisions. Furthermore, Al marketing applications
significantly influenced online purchasing decisions. In particular, consumer data analytics, recommendation
systems, and personalization had a positive and statistically significant effect on online purchasing decisions (p <
.001), whereas chatbot communication showed no significant effect. The findings can be applied as a guideline
for developing online marketing strategies by emphasizing the use of artificial intelligence technologies in
analyzing consumer behavior and delivering personalized offerings to effectively support online purchasing
decisions.

Keywords : Artificial Intelligence Marketing, Online Purchase Decision
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VOIHUTLNATLYANTUNNUNILAT

H, : MsUszgndldnisnainimedyaivszivglunisdeduiiosulauiidninanenisdnduladedudieaulal

YouIlnAluAN NI ILAT

M13199 4 lunanisaanaenvgn (Model Summary)

Model Summary®

Model R R Square Adjusted R Std. Error of the Durbin-Watson
Square Estimate
1 .896° .803 .801 2.958 1.551

N3N 4 nud Wieansanneenvauie R2=0.803 waned dudsdasy tiun nsusvendldnisnaindie
Jyaysehvg aunsaesuisanuudsusivveinisandulatedudiesulatves|uilnaldsesas 80.30 uenanil
A1 Adjusted R2=0.801 Tuwmafimnumansauuarainnsaesuiedeyalaet1aivss@nsnim lauen Durbin-Watson=1.551
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Coefficients®

Unstandardized Standardized

Model Coefficients Coefficients t Sig.

B Std. Error Beta
1 (Constant) -3.553 1.049 3387 .001
AunsEUeduALaNIryUARa (Personalization) 405 .088 170 4.618 .000*
PNUTEUULUZENEUAI(Recommendation System) 735 113 301 6.503 .000*
ﬁmmiﬁamimmmuam (Chatbot) .052 122 .020 426 670
AuNTIeTzvidedaguilag 1.238 123 473 10.038 .000*

*5 < .05
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31N91399% 5 wud1 MsUszendliniseainsietdygussAvgusniuddvsnasienisanduladeduresulad

°o o aad Aaa

Yo Uslnaegiltuddyneadaniszdu 0.05 Ineladenifidvinauniianfe dunsimseideyaguilaa (B = 0.473,

o

p < .001) 5098911AD AIUTEUULULUNAUAT (Recommendation System) (B = 0.301, p < .001) uazAIUAITULAUD

a v

dudanizyana (Personalization) (B = 0.170, p < .001) luvaigdt sun1sdeanssuusauen (Chatbot) Laifidnsna

semssindulagedumesulatvesiuilana (B = 0.020, p > .05)

aAUI18NANISIVY
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NTANNUNIUAT LTBNTUINANITITLUALNNINAADUANNAFIU UTENBUAULWIAA Nouiar 1MUITeNNEIT 699
wu duszinueiusenuingUszasavasnisinuilaned
1. m3UszandldnisaaadielayaUszsivglunisdedudeaulai

'3

nan1sfnwmudn {uslaaluwangannumuesianudadiusonisuszgndldnisnaindiedygilssivg
(Al Marketing) lunisd edudreaulatlnsnmsmogluszduinn asiouliifuinfuslaasuifeunumaess Allunis
aﬁuawﬂszmumiﬁmﬁﬂfﬁa TnganizluliAroinnuniugLagaumNIsaureItalausdun Nan1TITuaonAdes
fukuusiaseniseeusumalulad (Technology Acceptance Model: TAM) 484 Davis (1989) & 83 U181 n1535u3
Uszlewt] (Perceived Usefulness) wazn133uiannudislunisldanu (Perceived Ease of Use) 1 uiladdndayidana
donuaslalduagnginssunisldanaie nsfidneuuuvasuanaliauddygetunisinssideyaguilae
wazuvaven azviouinguilaniuiiumelulad Al hreifiuuszavsnmlunsdumdeya annarlumsdaduls uazdnne
anuazadnlunisieans dadunadnuuzddauosnisiuiusslonisazanudelunisldaumunseuuundn TAM
(Silva, 2015)

uenanil wansfinudaenadasiungufinsruiunsdadulatovesiuilon Taszneudetunounisnsgwiin
feflgm madumdeya nsUssfiumaden nisiadulade wagnsUssidiuniendaniste Tae Al Marketing Sunum
ddnflutuneunisdumdeya (Information Search) wagnmsUsufiumaden (Evaluation of Alternatives) H1usUY
wugthAumuazmslinsevmganssuiuilnn Seednnsesteyadinuunliindeamemadeniinssiuanudosnis
dwalvinszuaunmsdaduladszannmnniy

HaN1TIdvaenAdeUNEITeves Yuzyy wwsiianfied (2567) wag 1A 5553 wavAmy (2566) INUI1 N3
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fumsfinnsandeyauazmuuziiinin Al Marketing egasounsuneusindula Al dretfinausiule waghlsinnsdaduls
Fofululdiedu asvioulsiifiuin “qunm anufetes wagarnindeiovesdoyn” \Hulladuddgiauayy
nszvrumsdndulade nanmsideaenndestunguinsruiunsdaduladovesiuilag Tasmeduneunsdumdeya
waznsUsudumaden s Al vimihiidisanauilduiuounasiiueudmaulunauioudeuiud Snisdiaenados
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