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Factors Influencing the Decision Making of
Buying Tourism Products through Group Buying Website
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Abstract

Purpose The purpose of this research aims to explore the media exposure and
motivation of working aged persons influencing the decision making of buying tourism
products through Group Buying Website.

Methods The selected sample group for this study is 400 working aged persons who
work in Bangkok. This research adopted questionnaires as a main research method for the
data collection with I0C of 0.91 and coefficient alpha equal of 0.96. This study also applied
statistical data analysis with the determination of patterns in the data such as percentage,
frequency, standard deviation and Multiple Regression.

Results The overall result of working aged persons’ media exposure in decision
making of buying tourism products through Group Buying Website in Bangkok is average level
(X =3.33,S.D. = 0.63) and social media, television program, and word of mouth are exposed
in high level. Motivation of working aged persons is overall too in the high level (X = 3.89,
S.D. = 0.64). Results also demonstrate that intrinsic motivation is in the average level
(X =3.77,S.D. = 0.70) and extrinsic motivation is in the high level (X = 4.01, S.D. = 0.69). The
decision making of working aged persons in Bangkok area in order to buy tourism products
through Group Buying Website is overall in the high level. The hypothesis testing indicated
that media exposure of working aged persons including social media; television program;
event booths; and word of mouth as well as the motivation of working aged persons have
influenced the decision making of buying tourism products through Group Buying Website
with statistically significance at 0.01 and 0.000.

Conclusion The overall result of working aged persons’ media exposure in decision
making of buying tourism products through Group Buying Website in Bangkok is average level.
Motivation of working aged persons is overall in the high level. The decision making of working
aged persons in Bangkok area in order to buy tourism products through Group Buying Website
is overall in the high level. The hypothesis testing indicated that media exposure of working
aged persons including social media; television program; event booths; and word of mouth

as well as the motivation of working aged persons have influenced the decision making



of buying tourism products through Group Buying Website with statistically significance
at 0.01 and 0.000.
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