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Abstract

This study aimed to (1) examine consumers’ opinions toward social media marketing
that influence their purchase decisions on health supplement products in Bangkok and (2)
analyze the relationship between social media marketing and consumers’ purchase decisions.
The sample group consisted of 400 consumers aged 18 years and above who had purchased or
intended to purchase health supplement products in Bangkok. The samples were obtained
through non-probability sampling. A questionnaire was employed as the research instrument.
Data were analyzed using descriptive statistics percentage, mean, and standard deviation and

inferential statistics using multiple regression analysis.

The findings revealed that most respondents were female, aged between 31 — 40 years,
held a bachelor’s degree, worked in private companies, and earned more than 50,000 Baht per

month.

The overall influence of social media marketing on purchasing decisions was rated at a
high level (Mean=3.87). The most important factors were brand awareness, content perception,
attitude and trust, and engagement, respectively. The overall purchase decision level was also

high (Mean = 3.90), with purchase intention being the highest dimension.

The hypothesis testing results indicated that social media marketing positively
influenced consumers’ purchase decisions for health supplement products at the 0.05
significance level. The most influential factor was attitude and trust ( B =0.412, Sig. = 0.000),
followed by engagement (B =0.356, Sig. = 0.000) and brand awareness (B =0.079, Sig. =

0.036), while content perception had no statistically significant influence.

Keywords: Social Media Marketing, Purchase Decision, Health Supplement Products,

Bangkok
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