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Abstract

This study, factors affecting decision making on purchasing Google Ads of
entrepreneurs in Bangkok Metropolitan region, aimed: 1) to investigate the demographic
characteristics of the entrepreneurs in Bangkok Metropolitan region that affect decision making
on purchasing Google Ads 2) to study the marketing mix (7Ps) that affect entrepreneur’s decision
making on purchasing Google Ads, and 3) to study the technology acceptance factors that affect
entrepreneur's decision making on purchasing Google Ads. This research was quantitative
research. A sample of 400 cases were drawn from entrepreneurs who live in Bangkok
Metropolitan region by using a purposive sampling method. The instrument used was online
questionnaires. Data were collected and analyzed using descriptive statistics, which included
Frequency, Percentage, Mean, Standard Deviation and inferential statistics, which included T-
Test, F-Test (One-Way ANOVA), and Multiple Regression Analysis.

The results revealed that 1) The different demographic characteristics, which included
gender, business type, business format, average monthly income, and experience in online
advertising, affect the decision making on purchasing Google Ads with statistical significance at
0.05. 2) The marketing mix factors, which are Price, Promotion and Physical evidence, influence
entrepreneur’s decision making on purchasing Google Ads with statistical significance at 0.05. 3)
All factors of Technology Acceptance Model influence entrepreneur's decision making on
purchasing Google Ads with statistical significance at 0.05.

The results can be used as a guideline for Advertising Agencies to improve their services
or develop a marketing strategy to be more efficient in responding to the needs of entrepreneurs

who are interested in Google Ads.
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