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Abstract

This research aimed (1) to study digital marketing communication toward taxi service
applications in Bangkok Thailand (2) to analyze the relationship model of digital marketing
communication and decision to use the taxi service application (3) to analyze the digital marketing
communication influencing factors toward consumer’s decision. There were 400 samples that have
been used taxi service applications service in Bangkok. The samples were selected by purposive
sampling method, the online questionnaire was a research tools. The research data was analyzed
by descriptive statistics which are average percentage and standard deviation. Moreover, Pearson
Product-Moment Correlation Coefficient and multiple linear regressions with stepwise were adapted
to identify a correlation.

The results of study have shown demographic data that the majority of samples were
male, 18 - 25 years old, graduated in Bachelor’s degree, private company employees, and average
monthly income ranging from 20,001 — 30,000 Baht. The samples used taxi service application
because they need the transportation service to their workplace, availability and ubiquitous
service. While most of the samples used taxi service application 3 - 5 times per month and most
of the service was on every Monday at 7am — 9am. Thus, the digital marketing communications
have been related to the decision to used taxi service application in Bangkok Thailand as shown
by a multiple linear regression equation. Decision Making Service = 0.394 Digital Media Promotion
+ 0.325 Perceptual + 0.297 Perceived Benefit - 0.104 Digital Advertising. Moreover, the consumer’s
decision to used taxi service application in Bangkok was effected by four aspects of the digital
marketing communication at 68.5 percent in Bangkok was effected by four aspects of the digital

marketing communication at 68.5 percent.

Keywords: Digital marketing communication, taxi service application Decision making
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Faguszasdi 3 n1sdearsmnenInaafivianiiannadenisinaulelduinsuaundiadu
s8UATUTS Tungamnuniuas

mMnzinsdeasmenmsnainfaviafifidvinadenmsdindulalivimneundintusogudsuig
Tupgammumues nnsasEunIsaneeluduluunvan (Multiple Linear Regression: MRA) 61375
Stepwise Jaduddnyiidvsnarensdindulalivinmaweundiatusosudiudng lunsammamas fann
aonadestuieyaiiesydind uazAmaaeuraaandeududaseseriu 9nnsmulaA Durbin-Watson
< 25 wansliiuinduusdassldfianuduiusaeluiues ilinisduwansinszienuanaesd
wdadulifitamm wesarmaninsalumsneinsalldsedu Madimanduiuswgrindaans (R) wihiy
0.695 w38 Andufosar 69.5 anunsadeulugUauniswensel leun

nsfndulaldusnisueundindusasudsudndunsunnumuns = 0.394 Msduasuvienude

e + 0.325 msfuslianmite + 0.297 msfuduselowd - 0.104 mslewanrudeddvia (R® = 695)
Fauanslilunsned 2
M3l 2 msuaAneAduUsEAvS aunsonnseBadunuunguiaes Stepwise
Unstandardized Standardized

Coefficients Coefficients t Sig.
Uady B Std. Error Beta
nMsdaaunsnerudendia | 394 .052 382 7.557 .000°
nsfusldanueg 325 043 329 7.545 .000°
nsfuiusglend 297 046 280 6.445 000"
nslavanriudedivia -104 040 -098 -2.567 011

R Square (R?) = 0.695 Adjust R Square (AR?) = 0.692
Std. Error of the Estimate (S.E.) = 0.384 F = 6.590 Sig < 0.05
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aAUsI8NA

(Y

1. NNFIATIZINANRRYNITABAITNIINITAANAIY aNTNasan1sinaulaltusnshaUnawndy

aa o I

cou v PN = ' = ) —
iﬂﬁlumiuf\]qQIUﬂEQLWWNMWUﬂi‘WQﬂﬂa ﬂ’]iIGZJUm’]Nquaaﬂﬁ]maa%Iua%@U@Jqﬂ (X = 4.04) 99984911

'
[ v 6§ o w A

umsusgvduiusinudeddvia sgluseauann (X = 4.01) éwivd 3 lowd mssuiusslev egluseduun
(X = 3.79) @19uf 4 lawd nsfuldaudte egluseduunn (X = 3.62) d@runisduasunisie
HudeRIva fneukuvasuaulianuddydesiian deeyluseduuin (X = 3.55) a5uielan

o (%

Alduinisueundindusasududnslunsammumuas lianuddgdunislavantiiudendsauin
flan Faaoandesfuaiuidsves Muthern (2009) Fdld@nwAgafunisnainuuysan1sande
sUnvuiinludansdeansinenudeddsia nwuinisidsunlasgdendviauasiaiostnsvesdeyaly
gadlagiuldudsuzuuvunisdearsnenismainsugndluegnannlunadndedudwasve il
Haduiididninavamanssuarnsdonsonisiurndolavaneeulal Aetadodundwwnes wasiom
n15lawadn (Vanichbuncha & Chuachamsai, 2017) lae Tanurak, Chinuntdej & Meechaisue (2017) it
Anvidesdndnavesiruaidonisiiay waridefifsadosdonginssuanuddalunisldinalulas
YoNTNNUgRAIMNTIUIMIMAIaEAUENNE wudnisfuiiieuasnisiuiiniivselesidmaniauin
sevruaRwazngAnssueussiunisinumelulauomidne

3. MARTgENMsdomsmanismainaaviaiianuduiusiunisdndulalivinisueundiadu
soousFuidlunganmamnuns nui nmslevandudeddva msussndiusiiudeddva nisduaiums
erdeAdva meiuiusslond wasmssulinude fmnuduiusiunsiadulalivinmsueunandu
sopusisudndlunsaummamnuas sisil Bauer, Barnes, Reichardt & Neumann (2005) §ilédaazuainau
Aouavesteyaiideieludingugndrdanuddsreniseensunagdnaulaliuinisiiugunsal
fiofio Fadudesmdlvallunisliuins warenvazduogfuauamsodiuyaaalunislinumelulad
ansaumA anminaden mNassalumsindauasBeuserugliuing sadsnstieuuusiilunslia
(Vongchavalitkul, Singh & Neal, 2003).

4. pTleszinisdeaismenisnanaaviaiiavinarenisiadulalduinisuoundiadu
sagudSudlunsunnuiuas 31nn1sasNannIsannssluduLuunan (Multiple Linear
Regression: MRA) #e38 Stepwise Wuin siaudsdase 4 fauds Wraunsannesidaduwuunyian loun
(1) mslawanrinudeddia (2) m3duaiunmsuioiiudedda (3) msfuiusslownd @) msfudldnude
Feansonnesadunuunguildmansasifuesuisnuiunlsvesnsdadulaliuimsueundindy
soeudsuie Tungammannuns Seeag 69.5 uazlirAnunususiu wiiu 0.384 Tagaunsa@ewluguuuy
nsfeansmanisnanfaviaidnadenisindulaliuinsueundiedusosudfuilunsannamiuas
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Multiple Regression Analysis: MRA
by Stepwise

R? = 0.695, SE = 0.384
A5 balwaN
Usgudunus
NNSARENTNN o ~a v A
daaSunsvy > | msdndule
AR -
FUINNT
Fuiusslenl /
Effect —_
Not Effect - __ . Tdauae
Independent variables Dependent variables

o aa a !

AT 3 NSERAITNIINTNANNAINANLDNTNasan15AnaUlaltUSNSWaUNFATUSDIUATUIN
TuNFuNNUIUAS

173 c:l' Yo a o
PDLEUBLUTNIASUIINNITIY

1. JUsMswoUnantusnsunsudng avstununagnslunmsussanduiusdusuas usnisludgnen
inudeRdvialuguuusingg Fululumunanisdrsaainngudliuinig Malinnsdearstoyasiineg aesies
yutufesslerungldusnisaglasuannslduins Jadudadvddnlunsdndulaldusnis natinisimun
sruuasaumasakenndndulunisiuinmsagseadsuuuunisiinuinheuansiulseleviuaslin
Uaeaseungliuinig sdmarerimaiuaznisseusunisldnuveslduinig vautsnnuddglunismvun
wmsnsnszAunsiawInanmnsiiusnslilugusssunnniu Ineduilifinisassfanssuineades
Inganizladumumsdaasunisuneniudeiva nsfuilidaude nssuiusslevd wasnslavansuge
aa v a v o a wa & v g = oA & v o v aa '
Advia NAsdnviuaunIsUfURnwne 4 aullegratussuunagsdeiliounsisilutladuddgyidnanans
AMRUIULALNNTIIUINNSVDILBUNALATUTDYUASUING

2. maunguidwangnienseatn lunwidenuiiniiesas 65 vesldusniseglusediu
91y 16-25 VFudurrengiiinseeusunislinumalulad mnuaunsatunmsldnunazdnisdefidsa
win1sidenivdelavannieeulatvesUssansnguilaglvinudAgun Jadeiundiwunes wasiilom
M1 AIHUNILREUAITASEIUNTNUTUAINET WBNIINTAUIBIUAILNTONALINNT YUK UED
lugduuudug Ageuuiunislavandudeddviaiienazveengudivaneniinisnain Wy n153nys
AanssumuanIuiaeg Mtenaaziinsduasunisveludisnaindavldinudesniedilusiluiseou
A A a v a & o X a a v Y % a < A a a Y Y a
enveliselanifiudy MellasnaslalignAnanunsoudsnnudniiunsodenasiamunlunisliuing

iengiangUuuumsiiusnisifieanuinelanaznisuensie
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3. faiiniisaiusneg fidertesnsiulevisdmiunsiauamunmaieluesdnsiiy ey
Tagsioudamsidusauinisdildunsgiu Silmunedidaeu uazdaaiunisimuinunin duse
é’wmi’mLquL%aﬂaqméﬁmmsa’i@%ﬁaamamuuazﬁa%ﬁ’mﬁLﬂugﬂﬁﬁmamﬂuﬁaam%’u EeF R
msdnassninernslunisliuinsgnanldegamnzauuasnssoingusvasd ienswaunaunmn
nsluinsedelifiamanoly dadasduaiuanufnaiiassdainiauuimisdiunisimuamunin
msliuinnsiifinnuunnsne Wy nsdaviAanssuAniiessinaniddsudeya nisilneusuninay
dowaduaiennud wanifielidanud-lafinsstulunsliuims RedenuduSafindnazdmaliuien
visomhenuiifgteaiuosdnisuinisdoud uasduwuvesanasguifamududn Tnglduloue
msBeudifiomunnuninasliinistuBsnsudsiulumissny wasdidinsduadunsaieimusssy

nsieuslussdnsiiintustellevainae
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