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Abstract

This research is aimed to study the online media content video on Youtube
that be effect to buying decision of customer and to study the dealing between
behavior of customer’s buying decision to influencer moreover, the researcher studies
credibility of influencer. The participants in this research were the male and female
populations in Thailand who spent the time on online media on Youtube are 400
people

From this research was found that the most of the participants were female,
range of age is middle-ages approximately 25 - 34 vyears old, the education
qualification of this participants were the bachelor degree or the comparative level,
and average monthly income of 15,001 - 30,000 baht. Analysis of the dealing of media
behavior revealed that most media exposure channels use smartphones the most. The
highest time of using media is 20.01-24.00 the maximum time of using media is 1-2
hours. purchase product decisions. The content characteristics of the overall samples
were at a high level, with the most recommendation content characteristics factors.
Followed by entertainment and persuasion. And finally, the aspect that gives
inspiration, respectively, is the level of purchasing decisions. Through brand and
product influencers, the credibility of the sample group was at a moderate level, and

the decision to suspend the purchase of products through the group's influencers

Keywords: Online Media, Buying Decision, Products
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