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Abstract

This research aimed to examine the influence of content formats and online media exposure channels
on consumers’ purchase decision-making processes regarding red algae in Bangkok. This study employed a
quantitative research methodology. An online questionnaire was used as the instrument for data collection
from a sample of 404 individuals residing in Bangkok who had previous exposure to information about red algae,
using a multi-stage sampling method. Data were analyzed using descriptive statistics (frequency, percentage,
mean, and standard deviation) and inferential statistics, specifically one-way ANOVA and Chi-square tests, to
test the hypotheses at a .05 level of statistical significance. The findings revealed that the majority of consumers
(70.8%) received information about red algae through online media channels such as Facebook, YouTube, and
TikTok. The most frequently accessed content format was video reviews or short clips (51.2%). The content
factor most influential on purchase decision-making was consumer reviews (23.74%), reflecting the importance
of credibility, followed by media featuring easily comprehensible images or graphics (22.03%). Hypothesis testing
results indicated that media content format was the sole factor significantly related to both aspects of consumer
behavior: purchase frequency (p-value = .029) and purchase decision-making (p-value = .003). Meanwhile, media
exposure channels were also significantly related to purchase frequency (p-value = .008). These findings indicate
that selecting appropriate online media channels and content formats tailored to the target audience directly
influences consumers’ purchase decision-making process regarding red algae in the digital era, providing
beneficial insights for marketers in planning future communication strategies.
Keywords: consumer behavior, content format, online media channels, purchase decision-making, red algae
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Table 1 Demographic characteristics of the respondents (n = 404)

Demographic characteristics Most frequent characteristic Frequency Percent
Gender Female 249 61.6
Age 30-39 years 192 47.5
Education level Bachelor's degree 361 89.4
Occupation Private company employee 178 44.1
Average monthly income 15,001-25,000 (THB) 148 36.6
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4 MIAISLAYATNILIBUNET 2570 : 45 (1) : e0269749

Table 2 Summary of media exposure behavior for red algae information (n = 404)

Exposure behavior Most frequent characteristic Frequency Percent
Exposure time No specific time 212 525
Media type Online media 286 70.8
Exposure reason Purchase decision-making 145 359
Content format Video reviews / Shorts 207 51.2
Exposure nature Intentional search 133 32.9
Exposure frequency 1-3 times/week 179 44.3
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Table 3 Summary of factors influencing the purchase decision-making for red algae

Factor Top characteristic Frequency Percent
Purchasing characteristic Purchase to try new products 126 21.39
Influential content Consumer reviews 127 23.74
Media features Easy-to-understand images/graphics 113 22.03

Respondents could select more than one option. Percentages are calculated based on total selections
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Table 4 The most frequently accessed content formats regarding red algae

Most frequently accessed content format Frequency Percent
Text advertisements 14 35
Articles / Health news 84 20.8
Infographics / Images 99 24.5
Video reviews / Short clips 207 51.2
Total 404 100
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Huthsuinfidmarotinamadasuiody ssuglin ﬂammamwaﬂmammaaum NUAMULENTUY (44.1% 210
Table 1) ‘ZNIWEJ‘VI’JIUEJS‘ULL‘UUﬂ’]'ﬂ‘U“U’mLL@wﬁl’]i’NL’JﬁWW’N’mW%ﬂLﬁ]U (19U 9.00-18.00 . wﬂwwqmmimmﬂmuaa
soulatfiuiuou 1wy FreRnnansiy niegraaIvd udnau ‘YNLLGlﬂGl’Nﬁ]’lﬂﬂaM@W%W@ﬁ'ﬁu‘wiaLﬁ]’]?JENﬁSﬂRWI&Jﬂ’J’m
gangunaanannnia suamaumLﬂuﬂiimﬁuamammauﬂmwmﬂiumimLmummmmmwamam (Media timing)
iwmanmqmﬁmma

Table 5 Comparison of mean scores for media exposure to red algae information, classified by occupation

Variable SS (Between) df MS F p-value
Time of exposure 13.817 5 2.763 2.730 .019%
Media channel 11.493 5 2.299 1.653 .145
Reason for exposure 5.449 5 1.090 0.839 523
Content format 4.487 5 0.897 1.116 351
Nature of exposure 1.511 5 0.302 0.225 951
Frequency of exposure 4.895 5 0.979 1.591 161

* p-value < .05

Table 6 Post-hoc multiple comparisons (LSD) for time of media exposure between occupations

Occupation (1) Occupation (J) Mean difference (I-J) Std. Error p-value
A B 0.493* 0.223 .028
A C 0.545** 0.173 .002
C B 0.362* 0.178 .043

A = Private company employee; B = Business owner; C = Government officer/SOE employee. *p-value < .05; **p-value < .01

AuduRussznianslnsudonas N33u3Toya nanslaTgsinuduus dsuansly Table 7 wudn
“lJEJWl’NﬁEJV]N‘U'513’1ﬂLUGl‘ﬁ‘UiJﬂ’J’]@JamwuﬁL“ﬁw’Jﬂﬂ‘Uﬂ”Iii‘Ui‘UEJ&JaEJEJ’N@JuEJa’lﬂiUVl’Nﬁaa (p-value = .001) Han1SANYT
wmwmwuﬂmLﬂmwammﬂ%qmawam‘mma (sdmmaaa) EJaamamaﬁmumﬁuﬁsﬁammnmuuu aunsnedune
lots awﬁwamwummaqaaaaﬂau mmwﬁaammaﬂmmuﬂmim (70.8% 310 Table 2) aaaaulaummamummuﬂa
Judefifidnuaznsdoasuuuasnia (two-way communication) mﬂwuﬂnﬂlmLWENLmeamammLmum WA g9
U130 lANBU @BUATY LLamumwamaL‘w:uLmﬁnﬂmuﬂmmaﬂmaﬁmmnaumml,awsmm Snwnzdinardoly
N‘UﬂmmmmLLaNmLLavmiwmawamalmmamw,aq Fedonndeeuaisuves Wathanakachorn and Ruamsuk
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(2022) wmwmﬁusmammnmiwmaamﬂmaulawmaﬁja&mnmmaLszjw’mmamimmau% ﬂmamummaaaaaaﬂa
UmimuﬂﬂmmmLLaummaawamaimmu mLﬂu{]f\]ﬁ]amﬂmwmmawaiwmmuuiaLLaummammﬂmamswi
%mamammwﬂumam

Table 7 Correlation analysis between media exposure variables and information perception variables

Media exposure to red

) . r-value p-value Relationship
algae information
Time of exposure 016 751 No significant relationship
Media channel 161 .001%* Low positive significant relationship
Reason for exposure .098 .052 No significant relationship
Content format .050 317 No significant relationship
Nature of exposure - 111 .026* Low negative significant relationship
Frequency of exposure 011 .830 No significant relationship

* p-value < .05; ** p-value < .01

ﬂ’J’]&lEqiluﬁuﬁ‘iu‘iﬂ’jwﬂ’]itﬂﬂ%llgaLLﬁuWQaﬂiiﬂJﬂ’Ii‘ﬁa WansvInaauMeaiflaauaas (Chi-square) sauandlu
Table 8 wuAudNNUSdADY 3 Uszn1s Al i‘ULLUU‘UENLuaM”IﬁEJ (Content format) :Jmmamwuﬁﬂummﬂumwa
agslitedAgyN9ada (p-value = .029) iULLUU‘U@ﬂL‘LJEJWmEJ (Content format) mmmamwuﬁﬂumumumﬁmaﬂwa
a1l dudAgyN19ais (p-value = .003) Lay foamensiliaiude (Media channel) fiannuduiusfuanudlunisie
RN IERRL BN (p-value = .008)

mamimaawﬂwmum “ﬁJLLUU%ﬂLuam” LﬂumLuhmwmwamawqmﬂiiumﬁ%mmmﬂm Tnedanaits
mamwmumimaﬂ%aua mma‘Lums% FaanunsaeAuseldd “Iinndnaue” (How to present) Hpudndgylal
eelunin “Asiiiuaue” (What to present) Immaw Luwﬂuimwmmiainmaﬂaﬂau WLUusULLUWNUﬂm
Lﬂmumrmaﬂmwﬂﬁmgiu Table 4 sﬂt.wmuammnmmawmwmuﬂammmmLauamamaimamamwzfu LGU’ﬂAN”IEJ
washansUsy aummmﬁmwuaiqmnmﬂm wﬂmLﬂﬂmwmaﬂiﬂa‘mLLavmmmwaaammmLuamiuimwuau
mmaimusimmLLqu:uLﬂmmuammumama mmimmmamamamamaLuaaumEJaS’mmwamumsJLLawmmLmauu
RoONANA N auuwlﬂams%mua auilunmsdeiiiintulussoyens mawauuwammﬂwwaq Thitijirawit (2018) i
WU ‘wqmmmﬂmﬂmuaaaaulau“luwmemiamamawamaﬂiwmumimamﬂwamamm%mmnaimmamuamﬂm
UBNIINT miwmmamimm‘uaammmamwusnummalumi% Srazviouliifiuinnisdenldvemsdefiaonndas
ﬂqumﬂiimmﬂﬂiaamaaﬂamLﬂmmsua finsdoansednsaiave mmamnEJLaﬁuaiwﬂmmauwuﬁimmaNuﬂmﬂu
mammﬁm LLauthammmmﬁumaﬂm (Customer loyalty) 1) mam&mﬂml,wammimmmﬂmaﬂmmwswﬂiumi
ﬁ@ﬁ’]'ﬁ@ﬂ’m(ﬂ@L‘LlENLWEJﬂS‘”GWﬂ’]ﬁUiLLa 138091 GeaenndeiunuiAnn1sdeatsnisnatnes Sujittavanich and
Khongkhaluang (2020) 1/1LuummmmammaamﬁLaaﬂ’lmeamWaswmmwamqummimamauL{]mmssl,uumaw
U (Generation)

Table 8 Chi-square test for the relationship between media exposure variables and consumer behavior for
red algae

Media exposure Purchasezfrequency Place of purchase Purchase decision-making
Y (p) X’ (p) Y (p)
Time of exposure 27.158 (.001**) 4.733 (.786) 8.749 (.923)
Media channel 23.804 (.008**) 13.277 (.209) 22.743 (.302)
Reason for exposure 2.390 (.881) 8.599 (.197) 11.542 (.483)
Content format 14.052 (.029%) 6.518 (.368) 29.691 (.003*¥)
Nature of exposure 7.652 (.265) 13.818 (.032%) 8.290 (.762)
Frequency of exposure 4.684 (.585) 1.134 (.980) 8.014 (.784)

XZ = Chi-square statistic. * p-value < .05; ** p-value < .01
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