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Abstract

This research aims to study personal factors, including gender, age, education level,
profession and income, affecting the behavior of people in Bangkok to receive information via
online media "Thai Khu Fah" and the information needs from online media "Thai Khu Fah" of
people in Bangkok from a sample group of 400 people using computer program to process the
qguestionnaires.

The results of the study found that different levels of education have different effects on
the behavior of receiving information via online media "Thai Khu Fah" of people in Bangkok.
Different genders, ages, professions, and average monthly personal income had no different
effects on the behavior of receiving information via online media "Thai Khu Fah" of people in

Bangkok.

KEYWORDS : Online media exposure behavior, Information needs, People in Bangkok
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