U238n159a10 U299d9AUInIusssy hasUaaaanangn
NUAMUFUNUSAUNTISANAUTITDA WL WNALATUINSANI L DD D
Marketing Factors Sociocultural Factors and Psychological Factors is Related

to Buying Decision with a Mobile Phone Application

91 dnensual wazenInn UguAsna

Vida Sattayarom and Yaowapa Pathomsirikul
ANgATUIMNITINANuUnidin uninededafisueldy

Doctor of Business Administration Program, Eastern Asia University
Received: August 1, 2019

Revised: September 17, 2019

Accepted: September 19, 2019

unAnge

Hadunismann Jadodennimustsn wartafedniver Afaruduiustunisdaduladodouonma
wiulnsiwiiflede  unarwiidunisfnviduenarslasifurusudeyarinuuifa 9uite uasunay
fiieadosfuiaduninan dadediantamsssy uazdadedoinen Avilignddnduladeruuonniiady
voslnsdwidiofe esandadeisanudniinelhiAnnszuaunisinduladennduney Buanduilaainms
SuAnslUaufmginssuniendnisde ludiuvesdadednine L‘flu‘i']f\]%’aﬁLﬁmsﬁumﬂué}’mﬂﬁaLLazﬁmaﬁia
nginssuuilnalaensainilufuilnafuanmginssurodansrfildsu mamumuissunsaudiyamened
wiausuwAavesininnisuazatuayudodunuresisefifendosindadeiingnudy fanuduius
sliAansdadulate uiiHinstendnsustas duiiosiunioomginssuduilon uiduiladdyuoims
Woduilaadnilng weenirimsmumuinfunuideteundiasdelfiAnmudnlafidt deaivang
wazfafefiAntunigluivesfuilnafivilfiAangfinssunisteresiuilondononndedulnsdwislode

[

Ardrdey: U9denisnann, Jadedenuinusssy, Jadedninen, n1sdedulade, wennaadu

Abstract

Marketing factors sociocultural factors and psychological factors is related to purchasing de-
cision with a mobile phone application. This article is a documentary study by collecting data from
research concepts ideas and articles related to marketing factors, sociocultural factors and psycho-
logical factors that make customers decide to buy through mobile phone application. As all three
of these factors form the purchasing decision process beginning with consumers receiving stimuli

until the post-purchase behavior. Psychological factor, it is a factor that occurs internally and di-
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rectly affects consumer behavior, why consumers show behavior towards stimuli. The review of this
literature aims to present the ideas of academics and support the findings of relevant research that
these factors. Having a relationship, making a purchasing decision. Although the purchase of products
is only one side of consumer behavior. But is at the heart of most consumer research and hoping
that a review of previous research will help to understand about the causes and factors that occur

within the consumer that cause the buying behavior of consumers with mobile phone applications.
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