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ABSTRACT

Title Motivation and Personality Traits Influencing to Purchase Intention in Health Screening Package via

Internet in Bangkok and Perimeter

Author Thanasarn Charoenwattanachokchai

Degres Master of Science (Information Technology Management)
Advisor Assistant Professor Dr. Sutep Tongngam

Year 2020

The internet technologies are the most critical factor which affects unpredictable customer demand on the
market so understanding customer insight is very important for every entrepreneur so this research is a quantitative
research about Motivation and Personality Traits Influencing to Purchase Intention in Health Screening Package via
Internet in Bangkok and Perimeter, the research result can be applied and referred in planning marketing strategies
especially the customer segment who interests about health care product.

The samples of research are 400 internet users in Bangkok areas and the researcher use online questionnaires to
collect the data in additional the statistic were explained by using descriptive statistics moreover the path analysis were
used for hypothesis testing about the relationship which transmitted rational buying motives and emotional buying motive
to health screening purchase intention from five personality traits, 1. Neuroticism 2. Extraversion 3. Agreeableness 4.
Openness and 5.Conscientiousness

Research finding were Conscientiousness traits influences to health screening purchase intention via rational
buying motives of -4.739 and emotional buying motives of -2.790. In additional to Neuroticism traits also influences to

health screening purchase intention via rational buying motives of 0.679 at significant 0.05 levels

Keyword: Personality trait, Purchase intention, Buying motives, Health screening
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