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ABSTRACT

This research used mixed methodologies. The objectives were to: 1) study the general
conditions of making purchase decisions through online media, 2) study personal factors affecting
purchasing decisions, and 3) study the degree of opinions about market innovations. The research
was in two phases: the qualitative research involved a sample of 5 individuals: 3 conducted
buyers and 2 sellers. The tool used was an open-ended structured interview. For the quantitative
research, the population consisted of the consumers of cosmetics using online media in Pathum
Thani province. The sample used consisted of 385 individuals with a confidence level set at 95%.
They were selected by purposive sampling. A questionnaire was used to collect the data. The
statistics used were frequency percentage, mean, standard deviation, independent t-test, F-test,
and multiple linear regression.

Major Findings: 1) The general condition of marketing innovation consisted of advertising
sales done by employees. Promotions provided press releases, direct marketing and credibility,
especially through advertising, reviews, online product descriptions via Facebook, Line, and IG.
Personal selling required the product knowledge and technics for sales, as well as live methods,
sales promotion organization, offering prizes, providing information in continuous product posts,
direct marketing via mobile technology, text links, and reliability in the news. The products must
be safe and be free of harmful substances. 2) The study of the personal factors revealed that age,
education level, occupation, and average monthly income directly affect purchasing decisions. As
for the gender factor, males and females showed no differences in purchasing decisions. 3) The
factors of innovation in marketing had an influence coefficient of 0.82. The factors w hich
consumers valued the most were credibility, personal selling, and direct marketing, advertising,
and sale promotions. Public news significantly affected the decision to buy cosmetics in Pathum
Thani province at a statistical level of significance of 0.05.

The innovation is that consumers focus on online marketing in terms of sales promotion
activities, live methods and product origin. Therefore, entrepreneurs, producers and marketers
should focus on online marketing strategies and research studies analyzing consumer
requirements.

Keywords: Buying Decisions, Factors Marketing Innovations, Digital, On Line, Media, Cosmetics



