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ABSTRACT

The objectives of this study were (1) to study the decision-making process for
purchasing for facial skincare products through the reception of information from social
media of female generation Y in Bangkok, categorized by demographic factors. (2) to examine
the impact of marketing mix factors and social media factors on the decision-making process
for purchasing for facial skincare products through the reception of information from social
media of female generation Y in Bangkok, by considering other environmental factors
affecting the decision-making. Marketing mix factors, including Product, Price, Place, and
Promotion, and social media factors were considered in this research. Due to at present the
changing consumer behavior and the continuous growth and development of electronic
markets, both directly and indirectly influenced on consumer behavior towards online
purchases. This research also presented the level of consumer’s perceptions of purchasing

decisions through online channels.

The sample for this research comprised 400 generation Y women residing in Bangkok
who have purchased facial skincare products via online platforms. Data were collected using
questionnaires during May-June 2024, a period of two months. This study is quantitative

research, employing questionnaires as the data collection tool.



The data analysis for this research was divided into two parts: (1) Descriptive
statistics, including frequency, percentage, mean, and standard deviation. (2) Inferential
statistics, including One-Way ANOVA statistics as well LSD for a pairwise comparison in case

that the differences were found.

The results of the hypothesis testing indicated that (1) Consumers with different
levels of education, occupations, and monthly incomes showed varying decisions regarding
the purchase of facial skincare products via social media of female generation Y in Bangkok.
However, different age groups did not show significant differences in their purchasing
decisions for facial skincare products via social media of female generation Y in Bangkok. (2)
Among the marketing mix factors, the distribution channel significantly explained 27.9% of
the purchasing decision for facial skincare products of female generation Y in Bangkok, with
a beta value of 0.488. However, product, price, and promotion factors did not significantly
impact the purchasing decisions for facial skincare products of female generation Y in

Bangkok at the 0.05 statistical significance level.

Keywords: facial skincare products, social media, marketing mix factors, female generation Y.
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