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Abstract  
The purpose of this research study was to investigate the impact of Brand Awareness, 

Social Media Influence, and Marketing Mix Factors towards Consumers’  Purchasing Decisions 
of Skincare Products in Bangkok. The population of this study focuses on the consumers who 
have purchased skincare products in the last six months.  The sample scope was 400 
consumers who have purchased skincare products who live in Bangkok, by using the 
convenience sampling method. To analysis of the data, mean, standard deviation, correlation 
analysis, and regression analysis were used. The results showed that marketing mix factor 
(Beta=.574) has an impact on the purchasing decision of consumers who purchased skincare 
products at the statistical significance level of 0.05 while brand awareness and social media 
influence do not.  

 
Keywords: Brand Awareness, Social Media Influence, Marketing Mix  
 
Introduction 

Thailand's cosmetic market has experienced significant growth in recent years, 
reflecting the country's booming beauty industry. According to market research conducted by 
Euromonitor International (2021), the cosmetics and personal care market in Thailand reached 
a value of $8. 3 billion in 2020, witnessing a compound annual growth rate (CAGR)  of 5. 1% 
from 2016 to 2020.  This robust growth can be attributed to various factors, including rising 



 
 

The 16th National and International Conference 
"Global Goals, Local Actions: Looking Back and Moving Forward 2024" 

20 March, 2024 
 

 

 
190 

disposable incomes, increasing urbanization, changing lifestyles, and a growing focus on 
personal grooming and beauty. 

This study investigates the impact of brand awareness, social media influence, and 
marketing mix factors on the consumers’ purchasing decisions of skincare products within last 
six months in Bangkok.  That being said, brand awareness plays a crucial role in influencing 
consumers' purchasing decisions when it comes to skincare products.  Having strong brand 
awareness helps consumers recognize and remember a particular brand amidst the multitude 
of options available in the market ( Keller, 1993) .  Social media influence has become 
increasingly important in the realm of purchasing skincare products.  Social media platforms 
provide consumers with a vast array of information, recommendations, and reviews from 
influencers, friends, and online communities (Zhan, et al., 2016).  

According to previous researches, the marketing mix is a vital component in driving 
consumers' purchasing decisions in the skincare industry ( Kotler & Armstrong, 2016) .  
Considering the importance of brand awareness, social media influence, and marketing mix 
factors in influencing consumers' purchasing decisions of skincare products, this research aims 
to investigate "The Impact of Brand Awareness, Social Media Influence, and Marketing Mix 
Factors towards Consumers’  Purchasing Decisions of skincare product. "  The study seeks to 
shed light on how these variables impact consumers' decision-making processes. The findings 
from this research contribute to a better understanding of the factors that drive consumer 
behavior in the skincare industry, offering valuable insights for marketers and businesses to 
enhance their marketing strategies and effectively engage with their target consumers. 

 
Objectives  

1. To study the influence of brand awareness factors on consumers’  purchasing 
decisions of skincare products. 

2. To study the relationship between social media influence factors on consumers’ 
purchase decisions of skincare products. 

3. To study the impact of marketing mix factors on consumers’  purchasing decisions 
of skincare products. 
 
Research Scope 

1. Population:  The population of this study are consumers in Bangkok, who have 
purchased skincare products in the last six months.  Samples were collected from the 
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population by convenience sampling method.  In this research, 400 samples are to be 
collected with a precision level of ±5%. 

2. Variables:  The research studies consumers’  purchasing decisions of skincare 
products in Bangkok, focusing on three variables: brand awareness (acceptability, affordability, 
accessibility, and awareness) , social media influence (social media engagement, social media 
recommendations, and social comparison) , and marketing mix (product, price, place, and 
promotion). 

3. Time of study:  The study was about the impact of brand awareness, social media 
influence, and marketing mix factors towards consumers’  purchasing decisions of skincare 
products in Bangkok. The research had been done from April-December 2023. 
  
Methodology 

1. Research methodology 
 For this study, questionnaires were distributed to individuals who had experience 

purchasing skincare products via online using Google Forms which is a quantitative method. 
The primary data collected through the questionnaires provided insights into the buying 
behaviors of the research participants for the skincare product. The data collected is then be 
analyzed using appropriate statistical techniques to test the research hypotheses.  The 
population of this study is the consumers in Bangkok, Thailand. 

2. Research process 
 Population and Sample Determination: The researcher has set a sample size of 400 

respondents according to Yamane, 1967. 
 Research Tools: The researcher used a questionnaire for data collection. 
 Check the performance of the tool:  A voluntary sample group of 40 respondents 

was used for the reliability test, and the reliability test results had to be more than 0.70. After 
the analysis of reliability, the following conclusions were reached:  the Cronbach’ s Alpha 
coefficient of brand awareness scale is 0.878, social media influence scale is 0.879, marketing 
mix scale is 0.895, consumers’ purchasing decisions scale is 0.934 and the total is 0.959. 

3. Data collection 
 Two primary methods of data collection were utilized in this study, namely primary 

data and secondary data. In collecting primary data, the researcher relied on communication 
through questionnaires, which were personally administered to the research participants. 
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Secondary data was obtained from both internal and external sources, including published 
articles, books, research reports, and commercial reports, among others. 

4. Data Analysis 
 4.1 Descriptive statistics which includes Mean and Standard deviation, Frequency, 

and Percentage. 
 4.2 Inferential statistics examined the data obtained from the sample group in order 

to refer to and describe the population.  Consequently, the independent and dependent 
variables are revised using the multiple regression analysis test. 
 
Findings & Results 

The study findings can be summarized as follows: 
1. According to the data, the majority of the respondents are females, with the highest 

percentage falling within the 21-30 age group. Over half of the respondents are single . In 
terms of education, just over 80% of the respondents are Bachelors’ degree holders while 
almost half of the total respondents work in private sector. 

2. Income wise, over 50% of the respondents make 10,000 to 30,000 baht and a 
significant portion of the total respondents spend 1,001-2,000 baht per month, with just over 
half of them purchase skincare monthly. Nearly 70% of respondents first learn about the 
skincare products that they currently use from social media and online advertisements and 
they tend to mix and match skincare products from different brands. 

3. Analyzing the data about overall brand awareness, social media influence, 
marketing mix, and consumers’  purchasing decisions, it was found that the brand awareness 
had an average mean of 4.05, followed by consumers’ purchasing decision with an average of 
4.00, marketing mix had an average of 3.96, and social media influence have an average value 
of 3.85, respectively. 

4. The brand awareness and social media influence do not significance on consumers’ 
purchasing decisions in purchasing skincare products in Bangkok.  However, marketing mix has 
significance on consumers’ purchasing decisions of skincare products in Bangkok, as shown in 
Table 1. 
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Table 1: Coefficients 
 

Model 
Unstandardized 

B 
Coefficient 
Std Error 

Standardized 
Coefficients 

Beta 

t Sig.  

(Constant) 1.431 .202  7.068 .000  
Brand 
Awareness 

.079 .043 .079 1.836 .067 Rejected 

Social 
Media 
Influence 

-.005 .036 -.006 -1.35 .893 Rejected 

Marketing 
Mix 

.574 .046 .575 12.547 .000 Accepted 

R2 = .362, F = 75.044, p < 0.05 
 

R square value is .362, this indicated that 36.2% of variation of dependent variable can 
be given an explanation by all three independent variables. F = 75.044 and significant amount 
is 0.000 which means that (P<0.05). Consequently, it can be concluded that the independent 
variables and dependent variable are statistically associated. 

 
Purchase Decision = 1.431 + .079 Brand Awareness - .005 Social Media Influence + .574 

Marketing Mix 
 
Firstly, the coefficient between brand awareness and purchase decision is (Beta = .079). 

It means that if the level of marketing mix is higher, the purchase decision level will be higher 
too.  However, it is important to note that the associated p- value is 0. 067.  This result 
demonstrates that Hypothesis 1:  Brand awareness does not significance on the consumers’ 
purchasing decisions of skincare products in Bangkok, Thailand. 

Secondly, the coefficient between the social media influence and purchase decision 
is ( Beta = - . 005)  with a significant level of . 893 at the 0. 05 significant level.  The result 
demonstrates that Hypothesis 2:  Social media influence does not significance on the 
consumers’ purchasing decisions of skincare products in Bangkok, Thailand. 

Lastly, the coefficient between the marketing mix and purchase decision is ( Beta 
=  . 574) .  It means that if the value of marketing mix increases, purchase decision level will 
increase too.  The value of significance is also 0. 000 which is less than 0. 05.  The result 



 
 

The 16th National and International Conference 
"Global Goals, Local Actions: Looking Back and Moving Forward 2024" 

20 March, 2024 
 

 

 
194 

concludes that Hypothesis 3:  Marketing mix affects the consumers’  purchasing decisions of 
skincare products in Bangkok, Thailand. 

As a result of obtaining the largest beta values compared to the other two factors, the 
marketing mix is determined to have the most effect on the choice to purchase skincare 
products. 
 
Conclusion and Discussion 

Hypothesis 1 that Brand Awareness has a significance on consumers’  purchasing 
decision of skincare products in Bangkok was not accepted.  However, it’ s recognized that 
brand awareness does indeed play a vital role in consumers' ability to recognize and 
remember the brand and its associated products when encountering them in the marketplace 
(Sheth & Shah, 2003). The study conducted by Lee, Goh, and Noor in 2019 examined various 
factors that influence consumers' purchase intention towards skincare products.  The findings 
of this previous study revealed positive relationships between brand awareness and 
consumers' purchasing decisions towards skincare products.  This present study does not 
present a significant relationship between Brand Awareness and consumers’  purchasing 
decisions of skincare products in Bangkok, leading to the rejection of the hypothesis. Being the 
skincare products, the consumers are more concerned about dermatological suitability and 
effectiveness rather than the brand image and awareness since different people have different 
skin types and different dermatological conditions.  Therefore, higher brand awareness can 
increase the likelihood of consumers making a purchase of a particular brand, however, it is 
not the main deciding factor when consumers make a purchase of skincare products.  It is 
therefore interesting to investigate how Brand Awareness affects consumers' Purchasing 
Decisions by concentrating on various demographics. 

Hypothesis 2 that Social Media Influence has a significance on consumers’  purchasing 
decisions of skincare products in Bangkok was not accepted.  The study to explore the 
influence of social media, e-WOM (electronic word-of-mouth) communications in social media, 
and the role of opinion makers in the online purchasing decision process and consumer loyalty 
within the fashion industry by Ferrao and Alturas in 2018 proved that engagement and 
recommendation, especially by opinion makers and other users, significantly impact the 
purchase decision process and consumer loyalty.  The research study developed thus far did 
not present a significant relationship between Social Media Influence and consumers’ 
purchasing decisions of skincare products in Bangkok, leading to the rejection of the 
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hypothesis. Generally, product reviews and ratings by social media influencers and peers are 
one of the most influencing factors on the consumers’ purchasing decision in most industry 
but it is a different story in purchasing skincare products. Although respondents mostly agree 
that they trust recommendations from other users of social media about skincare brands and 
they compare skincare products and brands based on reviews or ratings on social media, the 
final decision comes down to whether a particular skincare product will be dermatologically 
suitable and effective.  In addition, skincare often requires professional guidance, and 
consumers may prioritize advice from dermatologists or skincare experts over social media 
influencers.  Expert opinions carry more weight when it comes to understanding the science 
behind skincare ingredients and addressing specific skin issues, leading consumers to make 
decisions based on credible sources rather than popular trends.  It is therefore interesting to 
investigate how Social Media Influence affects consumers' Purchasing Decisions by 
concentrating on various industries. 

Hypothesis 3 that Marketing Mix has a significance on consumers’ purchasing decision 
of skincare products in Bangkok has been accepted. Therefore, this result closely parallels the 
study conducted by Eshra and Beshir in 2022 which investigated the impact of marketing mix 
elements on the buying behavior of Egyptian consumers in the cosmetics industry. The findings 
of this previous study showed that marketing mix elements overall have positive relationship 
with consumer buying behavior for makeup in Egypt.  This present study also proved that 
Marketing Mix has an influence on consumers’  purchasing decisions of skincare products in 
Bangkok. 
 
Recommendations for Future Research 

It is recommended to conduct studies involving diverse populations and larger sample 
sizes in various geographical locations.  While the current study was limited to the Bangkok 
area, future research should aim to broaden the scope of educational analysis to encompass 
other regions.  This expansion will yield valuable insights derived from diverse sample groups 
that vary across multiple factors. 

This study focuses on three independent variables:  Brand Awareness, Social Media 
Influence, and Marketing Mix. Subsequent studies should explore other variables, and further 
develop the theoretical framework established in this study.  This expansion of ideas has the 
potential to deepen our understanding by building upon the foundations laid out in this study. 
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