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ABSTRACT 

 
The research is aim to study 1) Consumer behavior for digital media affects the 

decision of the samplings in choosing  stock e-learning courses 2) How Outlining and 
content of each channels affect the selection of stock e-learning courses 3) Factors that 
affect decision of choosing stock e-learning courses in Bangkok and Metropolitan Area. It 
is the quantitative study by collecting data through online questionnaires from 200 
students between 25-34 who have attended stock e-learning classes in Bangkok and 
metropolitan area that are interested in investments in stock securities and are likely to 
learn stock online courses.  
 The research result stated that most of the sampling are female, age between 
30-40 years old, single, undergraduate, working in private sector and earn between 
15,000-25,000 bahts per month. The sampling above are surfing the Internet mostly on 
mobile. The most popular time for Facebook is between 18.01-24.00. Most of them use 
Google as a search engine as a first tool for information, Facebook for receiving news 
and Website for acquiring knowledge about the investment. They spend one hour or 
less per day. The sampling feel the need to study in order to invest in stock and analyze 
the financial statement for each company in making decision whether to buy the stock 
or not. Moveover, from the research showed that Digital communication channels pay 
an important role in decision making among the samplers in choosing which channel to 
learn from. Those channel above are Facebook, Youtube, Blog, Website, Email and 
Twitter and the factors that affect the decision of the sampling in which 



channel is the most effective are services, course outing, process and public relation. 
The samplings most concerned about the outlining of the course, pricing and reputation 
of the lecturers. 
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