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Abstract

This research is a quantitative study conducted in the form of survey research, utilizing
questionnaires as a tool for data collection from a sample group. The objectives of the
research are to study factors which affect satisfaction in using Google Analytics among
undergraduate students at a private university in Thailand. A total of 221 questionnaires were
administered and the data were analyzed using multiple regression analysis. The research
findings reveal that sustainable prices factor and familiarity and comfort with technology factor
positively influence satisfaction in using Google Analytics among undergraduate students at a
private university in Thailand, with statistical significance at .01 level.
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