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Abstract

The obijectives of this research were: 1) to compare differences in consumers’ purchase
intention through Facebook Live in Bangkok, classified by demographic factors; and 2) to examine
the influence of marketing motivation factors on consumers’ purchase intention through Facebook
Live in Bangkok. This study employed a quantitative research design. The sample consisted of
400 consumers in Bangkok who had experience watching or purchasing products via Facebook
Live. The research instrument was an online questionnaire. Data were analyzed using descriptive
statistics, including frequency, percentage, mean, and standard deviation, as well as inferential
statistics, including t-test, one-way analysis of variance (ANOVA), and multiple regression
analysis. The results revealed that:

1. In accordance with the first objective, consumers with different levels of highest
educational attainment demonstrated statistically significant differences in purchase intention
through Facebook Live at the 0.05 significance level.

2. In accordance with the second objective, five marketing motivation factors namely
promotion, seller credibility, urgency, entertainment and engagement, and the use of influencers
were found to have a statistically significant influence on consumers’ purchase intention through
Facebook Live at the 0.05 significance level.

The findings of this study can be applied to the planning and selection of marketing
motivation strategies through Facebook Live that are appropriate for target consumer groups.

Keywords: Marketing Motivation, Purchase Intention, Facebook Live
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