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FACTORS AFFECTING ONLINE COSMETIC PURCHASING BEHAVIOR
THROUGH BEAUTY BLOGGER'S RECOMMENDATION IN BANGKOK
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Abstract

This research is quantitative research that is objected to determine the factors which
influence the purchasing behavior of consumers to purchase cosmetics on an online channel
with a recommendation of beauty bloggers in an area of Bangkok, Thailand. The sample group
of the study consists of 400 people. The questionnaires are used as a tool to collect data
whereas analyze the data of a frequency distribution, percentile, mean, standard deviation via
T-test independent, On-way ANOVA and stepwise multiple regression analysis.

Results show that majority of the sample group are female at the age of 25 to 34 years
old who graduated Bachelor’s degree and working as a state-enterprise employee. Their
average income is from THB 20,001 to THB 40,000. The marketing mix factors influence the
majority of the sample group at a high level. Moreover, the most influencing marketing mix
factors are product and person. The majority of the sample group purchase cosmetics via
online channel approximately once a month and spend circa THB 1,001 to THB 2,000. The
online factor that influences them to decide to purchase cosmetics is a review from general
users or a review of beauty blogger’s followers after product trial which attract the majority
of the sample group to purchase cosmetics online and the reason to purchase cosmetics
online is for personal usage. Finally, results show that the differential of demographic factors,
i.e. education level, incomes, and average income, affect the purchasing behavior of
consumers to purchase cosmetics on an online channel with a recommendation of beauty
bloggers in an area of Bangkok, Thailand. Furthermore, the marketing mix factors including
price, physical character and process affect the online cosmetic purchasing behavior led by

beauty blogger's recommendation in Bangkok, Thailand at a 0.05 significant level.
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