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ABSTRACT

The purpose of this independent study is to study the factors that affect
smartphone users in Bangkok to select applications for mobile phones. The sample size that was
used in this research is 500 samples who have used smartphone applications before. The data
collection method was questionnaires of which the data was analyzed by statistic methods such as
frequency, percentage, average, confirmatory factor analysis and path analysis.

The results of this research showed that most of the smartphone users are male
who are students studying for their bachelor’s degree, under 20 years old, less than 10,000 baht
monthly income, use the i0S operating system on their smartphones, and have less than a year’s
experience with mobile phone applications.

The factor with highest influence on the selection of mobile applications is
hedonic motivation. On the other hand the factor with lowest influence is price. This research
implements the path analysis method to find correlation of the factors that influence the decision
to choose and buy mobile applications. The research findings are as follows: The hedonic
motivation factor and habitude factor have a positive influence to behavioral intention to users
who need practical applications. Whereas the hedonic factor, habitude factor, and the price value

factor have influences on behavioral intention to users who need to use mobile applications for



entertainment. But the research doesn’t find that behavioral intention to use applications has an
effect on using mobile phone applications, while facilitating condition factors have a direct effect
on usage behavior for both practical applications and entertainment applications. For purchasing
behavior, the research finds that the price value factor, habitude factor, and marketing factors
have a positive influence on intention to purchase mobile phone applications but the intention to

purchase mobile phone applications doesn’t affect purchasing behavior.



