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ABSTRACT
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This research aims to study demographic characteristics, marketing mix and digital
marketing effect on consumer behavior in purchasing online cosmetics. In this study, we used the
online Questionnaire method to collect data from 409 samples. Our samples are a customer who
used to buy online cosmetics. The results were analyzed by descriptive statistics including

Frequency , Percentage, Mean, Standard Deviation and inferential statistics was Chi-square.

The results of the study showed that most respondents were women 29 years old that have
a stipend of around 20,000-30,000 baht, a bachelor’s degree, have their own business, and are
single. Concerning the behavior of buying online cosmetics, most respondents had an average
amount monthly purchase of online cosmetics is about 1,000-5,000 baht. The frequency of buying
online cosmetics is about 1-3 times per month and A time to decide to buy is without hesitation.
Marketing mix by considering each aspect from the highest to the least were price, product, place,
process and promotion. In all 5 aspects, the most respondent give priority to the same high level
and Digital Marketing by considering each aspect from the highest to the least were social media
marketing, content marketing, search engine optimization In all 3 aspects, the most respondent

give priority to the same high level.
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