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ABSTRACT

This research aims to 1) study the behavior of consumers viewing product reviews in Bangkok and
its vicinity, 2) study the importance of factors in online reviews (online product reviews) that affect
consumers’ decision to buy products online in Bangkok and its vicinity, and 3) analyze the relationship
between factors in online reviews (online product reviews) that affect consumers’ decision to buy products
online in Bangkok and its vicinity. This research is a quantitative research. The sample consists of 200 male
and female people in Bangkok and its vicinity. The sample group is determined by using the G*Power
program by convenience sampling method. A questionnaire is used as the research tool. The statistics used
for analysis are percentage, mean, and standard deviation. The hypothesis is tested using multiple
regression analysis.

The study results of the behavior of consumers watching online product reviews in Bangkok and its
vicinity found that the media used to watch product reviews was watching via mobile phones (Smartphone)
on the Tiktok channel, watching from 18.01-24.00 hrs. The person who influenced the viewing was
themselves, and watching as a channel to consider choosing online products. The factors of online reviews
(online product reviews) that affected the decision to buy online products, overall, were at a high level.
Consumers gave the most importance to product information, followed by the writer of the online review
and the results of the online review, respectively. The results of the multiple regression analysis between
the factors of online reviews (online product reviews) that affect the decision to buy products online of
consumers in Bangkok and its vicinity, namely the factors of the number of online reviews, the writers of
online reviews, and the results of online reviews, were statistically significant at the .05 level. The three
variables can jointly explain the variation in the decision to buy products online of consumers in Bangkok
and its vicinity by 76.40 percent.
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