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Abstract

This research aimed to examine the factors influencing purchasing decisions for Microsoft
365 Business Standard among private company employees in Bangkok. Conjoint analysis
was employed to evaluate the relative importance and utility values of key attributes
affecting purchase decisions, including price, promotion, payment terms, and after-sales
service. The sample consisted of 70 employees from private companies who were
involved in organizational software purchasing decisions. Data were collected using an

online questionnaire and analyzed with statistical software.

The results revealed that payment terms were the most influential factor in the decision-
making process, followed by promotion, after-sales service, and price, respectively. The
most preferred attribute levels included a price of 3,900 THB per user per year, a
promotion in the form of a 2% discount, payment terms with 30-day credit, and on-site
after-sales support. The findings indicate that buyers in a business-to-business (B2B)
context place greater emphasis on overall value, financial flexibility, and the quality of
after-sales support rather than on price alone. The results of this study can be applied to
the development of marketing strategies and the design of Microsoft 365 service packages

that more effectively align with the needs of organizational customers.

Keywords: Microsoft 365 Business Standard, purchasing decision, conjoint analysis, B2B
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