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Factors influencing on Behavioral Intention to Purchase
Cosmetic Products through Social Media in Bangkok
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Abstract

The purposes of this research were: 1) to study the level of behavioral intention to
purchase cosmetic products through social media in Bangkok, 2) to study the level of attitude
and subjective norms to purchase cosmetic products through social media in Bangkok and
3) to study the influence of attitude and subjective norms on behavioral intention to purchase
cosmetic products through social media in Bangkok. This research was a quantitative
research. The population was Thai internet users, living in Bangkok who have an experience
to buying cosmetic products through social media. The sample size determined by W.G
Cochran’s method and was around 369 respondents. Survey data were collected from online
questionnaire. Statistical analysis included percentage, mean, standard deviation and multiple
regression. The research found that 1) the samples have a level of behavioral intention to
purchase cosmetic products through social media in Bangkok in moderate levels, 2) the
samples have a level of attitude and subjective norms to purchase cosmetic products through
social media in Bangkok in high levels and 3) attitude and subjective norms have a positive
influence with behavioral intention to purchase cosmetic products through social media in
Bangkok at a statistical significance level of 0.05.
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