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Abstract

This research aimed to study the general condition of personal factors, factors of Online Marketing
Mix Theory (6 P) motivation for collagen purchasing decisions of the population in Bangkok and
study of personal factors. The motivation factor was related to the online marketing mix factor
(Marketing Mix Theory; 6P) and the collagen purchasing decision of the population of Bangkok to
guide collagen distributors to the factors that influence the Consumers Deciding to Buy Collagen
As a guideline for marketers to use information from this research to develop communication
strategies as well as marketing business practices that meet consumer needs to create competitive
advantages. This study is a quantitative research. (Quantitative Research) using survey research
and questionnaire as a tool to collect data from December 2020 to February 2020 by using
questionnaires and collecting data. From a population of both male and female living in Bangkok
who used to buy or eat collagen products, 400 people by random sampling using the Cochran
formula (Cochran, 1977). It was found that personal factors, namely different sexes, were making
purchasing decisions. Collagen is no different. As for age factor, education level, average monthly
income, different decision to purchase collagen among the population in Bangkok. Motivating
factors were osteoarthritis. Healthy skin beautiful the radiance and youthful complexion influenced
collagen purchasing decisions of the population in Bangkok and the online marketing mix factors
(Marketing Mix Theory; 6 P) were: Product (Price), Distribution channels (Place), Promotion of
marketing (Promotion) personal service, Personalization and privacy influence the collagen

purchasing decisions of the population in Bangkok.

Keywords: Personal Factor, Motivational Factor, Marketing Mix Theory (6P).
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