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ABSTRACT

The objective of the independent study are to study demographic factors that affect the decision to
buy counter brand face cream through online society (Instagram) of consumers living in Bangkok. This
research is a quantitative research. Sample group are 400 people who have purchased counter brand face
cream through social networks (Instagram). Gathering data by online. The statistics used in data analysis are
descriptive statistics, consisting of frequency distribution, percentage, mean and standard deviation also
quantitative statistics consisting of coefficient analysis Pearson's correlation coefficient and multiple

regression analysis.

The study indicated that most respondents are female, age between 20 - 29 years old, single status,
have education at the bachelor's degree level, work as a private employee, and the average monthly income
is 15,000 - 30,000 baht. Most respondents have a level of opinion about marketing mix factors at the average
is at the most important level to the highest level, most respondents have opinions about the characteristics
of social media business at the average is the most important level, and most respondents used to buy
counter brand face cream at department stores at the average 1-2 times per month, cost of each purchase is
1,000 - 5,000 baht, convenient time to buy a facial cream is at a convenient time (not specified), purchasing
other face cream brands besides the questionnaire, the reason for choosing to buy a face cream is to add
moisture, online society influences the decision to buy face cream, and the person who influenced the buying

decision to buy face cream is Blogger.

The hypothesis test found that demographic factors: gender, age, marriage status, education level,
occupation; and average monthly income and marketing mix factors consisting of products, price, distribution
channels and marketing promotion; and characteristics of social media business consist of reputation, quality
of information, safety and informative spread word of mouths have a relationship in the same direction as
buying decision behavior to buy counter brand face cream through online society (Instagram) in some
behaviors. While the regression equation test was found that the marketing mix factors in marketing
promotion influenced the buying decision behavior to buy counter brand face cream through online society

(Instagram) of consumers living in Bangkok with statistical significance of 0.05.

Keywords:Buying decision, Online society, Instagram, Marketing mix, Characteristics of social media business
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