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Abstract

As the technology progresses at the most the global e-commerce business is
growing rapidly. There are many new applications going on. Established online
applications sales channels, because it is convenient and fast to use. There are several
convenient payment systems. There is a system for delivering a product that is safe,
which makes the user very comfortable. More confident in ordering products via online

applications.

This research has the objectives to study personal factors in decision making to
buy toilet paper products Through the online application of consumers in Bangkok and
problems with purchasing tissue products. Through the online application of consumers

in Bangkok.



Which solved the demographic factors in sex, age, status, education level
Average monthly income Including factors in the marketing mix (7Ps), such as product,
price, distribution channel Sales promotion, personal, physical and process That affect
the decision to buy tissue paper products Through the online consumer application in

Bangkok or not and how.

By using a Convenient sampling method of 400 samples, a questionnaire
tool with a reliability of 0.97 and the content validity was checked by experts. The

statistics used in the analysis were percentage, mean, standard deviation.

The study found that Factors Influencing decision to buy Tissue products
through application significantly online among consumers in Bangkok at 0.05 level. The
objective of this Independent study is to study the Factors Affection to Tissue

Purchasing Decision via Online Application of People in Bangkok.

Keys Word: Tissue Paper, Online Application
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