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Abstract

Independent research into consumer is decision to buy beauty products via Facebook application in
Bangkok. Objectives (1) to study the personal factors affecting the decision to buy beauty products through the
app. The application of Facebook of consumers in Bangkok (2) to study the marketing mix factors affecting the
decision to buy beauty products through the Facebook application of consumers in Bangkok. and (3) to study
the decision to purchase beauty products through the Facebook application of consumers in Bangkok. The
results showed that

1. Most of the respondents were female, aged 26-35 years, working as employees of private companies.
and graduated with a bachelor's degree have average monthly income 15,000-30,000 baht.

2. The decision to buy beauty products through the Facebook application of consumers in Bangkok
found that most of the respondents have the opinion that the price of beauty products that they decide to buy
through the application Facebook is suitable for quality And buy beauty products for make up (Make Up)
through most of the Facebook application. In addition, a resource that receives beauty products from the likes,
love, and shares of Facebook Fan Page members. The most common reason for purchasing beauty products
through the Facebook application is that the product is certified. Standards from government agencies that
control (such as the FDA) also found that Most of the respondents chose a payment method for beauty
products purchased through Facebook. by transferring money through mobile banking the most There is a
frequency of purchasing beauty products through the Facebook application 2 to 3 times a week and the
purchase cost does not exceed 1,000 baht per 1 purchase through the application. Facebook After deciding to
buy beauty products through the Facebook application, it was found that most of the respondents would return
to buy beauty products through the Facebook application. And I'm happy to tell you about the good
experience of buying beauty products.

3. Factors affecting consumers' decision to buy beauty products via Facebook application in Bangkok
are the product mix factor. distribution channel Marketing promotion, occupation, education level and average

monthly income statistically significant at the .05 level.

Keyword: Beauty Products; Marketing mix; Purchase Decision
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