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ABSTRACT 

The primary objective of this research was to identify the effective digital 

marketing channel on consumer purchase intention of beauty products in Thailand. In 

addition, this research using the information from previous studies as a scope for designing 

questionnaires and study. Part of the data collection was collected by using online 

platform for convenience purpose and another method was opportunity sampling, which 

conducted by creating QR code that linked to the questionnaire website, the researcher 

then would randomly ask people within department store and coffee shops to fill out 

the questionnaire. Thus, the data from 200 respondents were collected.  

The finding of this research revealed that that Blog, Virtual Community, 

Facebook, Instagram, In-stream Ads and Line all have impact on purchase intention. 

Furthermore, the result indicates that In-Stream ads has the most significant impact on 

the consumer purchase intention on beauty products. 
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CHAPTER I 

INTRODUCTION 

 

 

Back in the time when the term “Digital Marketing” sounded unfamiliar to 

people, the marketers raced against each other trying to make their product or service stood 

out from the market. People watched TV advertisings, read newspapers and magazines, 

listening to spot radios, looking at the big billboards and etc. The men-tioned channels 

are what we call traditional marketing. Traditional Marketing can be costly and hard to 

measure whether it was a successful campaign or not. Then, people got introduced to 

search engines like Google, Yahoo!, Hotmail and etc. Years ago, those were just a search 

engine that people used as a tool to seek for a certain infor-mation or website. Blogging 

was just an online journal or a personal diary. Social Me-dia was just a tool to socialize 

with people online. Virtual Community was just a place for those with same interest to 

share their thought. Then here’s come the emergence of digital era. Everything has 

then altered like never before. 

As the Digital era arises, almost every company and brand has been signif-

icantly affected by the way it changes how people lived and interacted with each other. 

With all the internet and social network, the people gain more access to the information 

and they get it fast. The companies are struggled to stay alive and so many failed to do 

it. Traditional marketing alone is no longer enough. People do not passive-ly receive 

the information through reading books and magazines or sitting at home watching some 

random TV commercials. They surf the internet, they gathering in the online communities, 

they face-timing and engaging with other people via social medias and instant messengers. 

There is a statement from Underhill (1991, p.216) saying “Through the Internet limitless 

amounts of product information and other reading ma-terials can be summoned and 

then saved, all in an instant, far beyond anything possible in the real world of brochures, 

manuals, and the memory and knowledge ability of sales clerks” 
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“The digital age has altered how business market their products” (Aj Agrawal, 

2016) It becomes more difficult to many small businesses and brands to suc-cessfully 

advertise their products among thousands of competitors. It is vital for brands to 

choose the right method and the right channels to communicate their mes-sage to the 

customers. 

The market of beauty products in Thailand today is very competitive. There 

are so many brands both local and international that are competing with each other 

online. As my work involving in a Aesthetic industry, I find beauty products marketing 

very challenging and intriguing. There are numerous ways for brands to communicate 

and interact with the consumers digitally.  For big brands to spending their money on 

all source of marketing channels may not be a big deal. However, when it comes to new 

brands and small brands, the budget is quite limited.  Hence, I would like to carry out 

this study to find out the most effective digital marketing channels of beauty products 

in Thailand. Ultimately, I believe this study would be an instrument for me to increase 

a knowledge and understanding in my field of work. 
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CHAPTER II 

LITERATURE REVIEW 

 

 

2.1  Problem Statement 

The purpose of this study is to identify the effective digital marketing channel 

on consumer purchase intention of beauty products in Thailand. Thus, it would be useful 

and beneficial to those in beauty product industry to understand the behavior of the 

consumers. Therefore, the literature review is conducted to derive concepts and theories 

that are relevant to solving the problem. These concept and theories are as followings: 

 

 

2.2  Blogs 

Blogs are written by an individual to share their interests and opinions. The 

contents provided mostly are the information related to their experience on the field or 

subject they are heavily involving. Thus, they using videos/audio, images, text or every 

one of them as a media to express and support their story. As the consumers started to 

search for information online, the importance of the bloggers were also increasing. Although 

blogging has been with us since 1990s (Kent, 2008), it has just recently come to prominence 

as vital part of online culture. According to Doyle, Heslop, Ramirez and Cray (2012) 

“The Blogosphere” has become an imperative platform for spreading and obtaining 

information.  Thus, it is found that 81 percent of consumers go through a website for 

an advice before making a purchase and 74 percent of those who received the guidance 

were influenced by the advice given online. Eventually, blog has become a crucial factor 

for customers’ purchasing decision(Chin-Lung Hsu, Judy Chuan-Chuan Lin, Hsiu-Sen 

Chiang 2013). 

In addition, Narumon(2015) found that the effect of the recommendation 

from the bloggers consider to be crucial when it comes to purchase intention of the 

consumers. It is established that the bloggers can influence the intention to purchase 

more than the quality of the product itself. Thus, the factor that can significantly influ-.
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ence the intention to purchase of the consumers are Trustworthiness of the blogger, the 

usefulness of the recommendation. 

 

 

2.3  Virtual Communities 

In this research I would like to limit the scope of the virtual communities 

to the following Thai Community Websites Pantip.com, Jeban.com and Wongnai.com. 

Tarnittanakorn Nittana and Saipimpang Pratsaneeyakon (2013) also mentioned that 

since people started to post their review and share their product experience in “Tho-

Kruang-Pang” a Web board from Pantip.com, it’s substantially affecting the market 

and the demand of beauty products. Jeban.com, a successfully beauty Web Blog that 

earned the highest reputation in Thailand, its greatest strengths are the quality of the 

content provided and the presentation. The website is basically a place that has many 

beauty bloggers coming together and form a community. In addition, Wongnai, a mobile 

application for food lovers to search for the restaurants, beauty salons, clinic and spas. 

It has become one of the most popular application for the consumers to seek for the 

advice before select the place for visit. Basically, Wongnai.com allows people to post 

images and write reviews about products and places. The feedback of each of the places 

and products are real-timed. 

The Virtual Communities also have pushed the boundaries of the WOM 

(Word Of Mouth) ever farther. In Virtual Communities people can be connected and 

interact with each other like never before (Park, J., & Feinberg, R., 2010). Thus, it has 

introduced eWOM to the world(Anderson, 1999). EWOM allows the consumers to share 

their experience and opinions of certain products and services. The effect it creates is 

immense. The words can be spread faster just over the night and over much wider 

range (Park,J.,&Feinberg,R.,2010).  

In additionally, nowadays electronic word of mouth (eWOM) has been one 

of the key strategies that many companies apply to promote the intention to purchase 

of the consumers. Electronic word of mouth comes in different forms, such as Forum 

(Message Board), Chat Rooms, bulletin board and etc. Bickart and Schindler (2001) gave 

a definition of WOM as “independent information and opinions about markerplace 

offering.”. Purchase intention is effectively impacted by the positive eWOM while the 
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negative ones has demonstrated a greater negative impact on it (Tseng, Chi-Hsing, Kuo, 

Hsin-Chih & Chen, Jian-Ming., 2014).  

 

 

2.4  Facebook (Official Page) 

 

 

Figure 2.1 Facebook Usage Analysis 

 

Based on Statista 2017, Facebook is in the top rank of the most famous 

social network sites worldwide as of April 2017, with a number of 1,968 million of 

active user. It is the world’s most successful social network platform. The companies 

of all sizes can do branding and marketing on Facebook at an inexpensive cost. The 

users mostly on Facebook to keep in touch with their friends and share information 

about themselves. Today many companies see the importance of using Facebook Page 

(or Fan Page) to promote social media CRM (Ruethai Techabulnathepaporn, 2011). 

Using Facebook Page is enabled the company to get customers’ feedbacks in real time. 

It allows the customer to give a suggestion, recommendation or complains to the company 

by comment on the page or send message to their Facebook inbox. In Thailand, it is 

very common to use Facebook Page to create a good impression and attract the customers. 

From Ruethai Techabulnathepaporn (2011), there are 3 variables that promote Facebook 

intention to purchase of the consumers in Bangkok Motivation (logical and emotional), 

Products and Marketing Promotions. 
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The research found that the emotional factors have higher impact on the 

consumers more than the logical ones. The emotional factors are such as CSR activities 

on Facebook Page which show a significant influence on the consumers and the use of 

images and presentation of the products and service are mildly affect the consumers’ 

intention to purchase. Moreover, the Brands, packaging and the overall appearance of 

the product are very crucial for promoting intention to purchase of the consumers. 

Additionally, the most prominent factors of the Marketing promotion are ranked in the 

following order Public Relation, Direct Marketing and Advertising. 

 

 

2.5  Instagram (Official) 

Instagram is a social platform where you can share your photos and videos 

to the world. People can adjust their photos by playing with a variety of functions and 

change the filters according to their preference. The users can choose to follow, unfollow, 

make the profile public or keep it private. When the users can press Like button to the 

photo they like to express their interest and adding comments under the picture. In February 

2017, Instagram reported to have 400 million daily active users (Zuckerberg Mark, 2017) 

and in April it had more than 700 million monthly active users (Swisher Kara, 2017). 

There are approximately 5 million businesses that used Instagram Business profile and 

500,000 advertised on Instagram. 

Mark Zuckerberg explained the differences between Facebook and Instagram 

that Instagram is more like a Follow model. It can be one-sided friendship and the majority 

of its content is visual and public. In a contrary, Facebook is a mixture of texts, news, 

links and visual content such as photos and videos. 
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Figure 2.2 Poll indicated that more than half of the Millennials say Instagram 

influences their online shopping most   

 

Additionally, according to a research from Siraiyara, Yuthida (2014), there 

are 3 factors that affected purchase intention of female consumers Purchase Intention 

through Instagram in Bangkok, ‘Cost and Time Savings, ‘Consumer Review’ and 

‘Celebrities’ Instagram Reference’. People felt that Instagram provides them a better 

the way to save time and money. They also believed that information from the Instagram 

would help them getting the products with a lower price than in the retail shop. Moreover, 

the consumers felt that reading the consumers reviews or see the Ads on Instagram gave 

them better impression on the product, promoted their interest in the products and felt 

that the products were valuable. They also admitted that influencers can raise their 

awareness on the product significantly. They would be willing to have a product trial 

and buy the product that encouraged by the influencers or the celebrities. 

 

 

2.6  In-stream Ads  

Back in 2011, a research from Ericsson (2015) found that the time average 

of the consumers watching streamed content was about 2.9 hours/week and the result 

was then doubled in 2015 to 6 hours per week. In-stream Ads can be seen before the 
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video (pre-roll), during the video (mid-roll) or after video (post-roll) (Interactive Advertising 

Bureau and PriceWaterhouseCoopers, 2015). According to Li & Lo (2015), in-stream 

video advertising is very effective for building impressions on the consumers. As the 

intrusiveness of the in-stream ads can attract consumers’ attention, its significant setback 

would be the fact that intrusive ads can also trigger irritation and unfavorable attitudes 

of the consumers (Logan, 2013). Maljaars, Stéphanie (2016), research framework is 

including Effect of In-stream ads on Feeling, Cognitions, Attitudes and the Consumer 

Behavior. In her studied, the hypotheses of assuming that the consumers’ attitude towards 

the advertisement is positively related to consumers’ brand attitudes is also supported 

by the analysis. There’s also an indication that there is a significant relationship between 

brand attitude and purchase intentions.  

Additionally, Giordano, O’Neil-Hart & Blumenstein (2015) states in-stream 

ads primarily goal was to increasing brand awareness by reaching as many people as 

possible in a short time. Now the in-stream ads can drive consumer journey from the 

state of consideration and acceptance to purchase intention and sales. People are less 

likely to skip funny ads and the ones that feature celebrities.  

 

 

Figure 2.3 Conceptual Model for consumer acceptance of YouTube ads 

 

Furthermore, Milad, Mojtba, Iman & Rasoul (2016) also indicated a level 

of Entertainment, the informativeness of the ads, the customization and the irritation 

are positively affecting advertising value which in turns will have a positive effect on 

brand awareness, Finally, the brand awareness through ads will have a positive effect 

on purchase intention of consumers. 
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2.7  Official Line Account 

LINE has 560 million registered users worldwide and ranked one of the 

top ten most successful mobile messenger apps globally and the second most successful 

messenger app in Asia (Statista, 2017). Additionally, Kanta TNS a global research and 

Consultant Company under “Connected Life” project with more than 70,000 survey 

participants revealed that 92% of Thai consumers use Line application as an online 

communication platform.  

The research from Aungsumalin Sirimongkolkit (2012) also indicated that 

LINE can influent the intention to purchase of the consumers with information of the 

products given, attractiveness of the product presentation and product familiarity 

enhancement. The main objective of Line is to chat and sending messages: However; 

some people also using Line for news and informations, for following news and promotion 

activities from brands, using voice call/video call and for sharing images respectively. 

It is found that promotions and coupon are two things that affected the action(to buy) 

of the consumers the most. Product informations and detail are second in this regard. 

Line Official stickers also have a significant influence on the consumers, especially 

when the consumers can download Line sticker from brands for free. Branded stickers 

are a powerful tools to raise brand awareness and to build a strong brand (Rossukon 

and Ubonwan,2015). Furthermore, Pecharun (n.d.) stated in her research, it appeared 

that after the consumers receiving news from Line Official Account the level of organization 

recognition and brand awareness was significantly high. The level of brand awareness 

through LINE Stickers was high. The intention to to Purchase through Line Official 

Accounts overall was high. The conclusion is that there was a positive relationship 

between Line Official Accounts and Intention to Purchase of the products/service. She 

added that the content that send out to the consumers that included images, videos and 

sound can attract an attention of the consumers. Thus, stimulate intention to purchase 

of the consumers. 
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2.8  Research Framework 

The purpose of the study is to identify effective digital marketing channels 

on consumers purchase intention of beauty products in Thailand.  

 

 

Figure 2.4 Research framework 

 

 

2.9  Conceptual Framework 

Figure 2.4 shows the framework of this study. The digital marketing channels 

that would be used as independent variables for this model are Blog, Virtual Community, 

Facebook, Instagram, In-stream ads and Line. And the consumer purchase intention is 

considered as a dependent variable. Thus, the hypotheses are derived from the conceptual 

Framework as following: 

H1: Blog has a significant influence on purchase intention. 

H2: Virtual Community has a significant influence on purchase intention. 

H3: Facebook has a significant influence on purchase intention. 

H4: Instagram has a significant influence on purchase intention. 

H5: In-stream Ads has a significant influence on purchase intention. 

H6: Line has a significant influence on purchase intention. 

The next chapter will present research methodology used to solve the hypotheses. 
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CHAPTER III 

METHODOLOGY 

 

 

3.1  Research Design 

This research is conducted by using outcomes and information from the 

previous study on each of the independent variable as a scope to create a question-naire. 

The questionnaire then will be giving out to online in order to collect the data. Each of 

the response received will be checked for any error. The data will be analyzed by using 

SPSS to prove the hypothesis and observe the relationship between the fac-tors. 

 

3.1.1  Sampling method 

The population of interest are those who interested in beauty products and 

who are familiar with digital platforms. The researcher created QR code that links to the 

online survey so people can scan and answer the questionnaire promptly. This strategy 

also help filter out those who are not familiar with the QR code which is widely used 

in this digital age. In this study opportunity sampling are used to collect data. The researcher 

would spread the survey online together with randomly selected people in department 

store and go through each person within coffee shops/ co-working space asking them 

to fill out the questionnaire.  

 

3.1.2  Data Collection  

A questionnaire was used to collect the data since it is the most appropriate 

method for this consumer behavior research. It consists of a variety of question that use 

to explore the consumer behaviors in order to obtain the data that can be used to interpret 

and solve the hypotheses. The questionnaire was created and collected by us-ing online 

platform for the convenience purpose due to the time strained and the sam-ple size. 

Online questionnaire is also easier to spread and also help screening the re-spondents 

only to those who are the internet users and those who familiar with digital platform 
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3.2  Data analysis Method 

The data received will be analyzed by using Statistical Package for the So-

cial Science (SPSS) Program to run correlation tests and a multiple linear regression to 

evaluate and identify the effective digital marketing channel on consumers purchase 

intention of beauty products in Thailand.  Correlation test is a process finding a rela-

tion between variables. Correlation test will be presented with table expressed by dec-

imal point or percentage, the higher the number appear the more correlation they have 

with each other. In Addition, a multiple linear regression normally is used when we 

want to know if to what extent do independent variables can be used to predict the 

dependent variable based on the hypotheses. 
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CHAPTER IV 

RESEARCH FINDING AND DISCUSSION 

 

 

This chapter outlines the result of the study and research hypothesis of the 

identification of effective digital marketing channel on consumer purchase intention of 

beauty product in Thailand.  

The total of 200 questionnaire responses will be analyzed and observed by 

using SPSS. The investigation will be achieved by performing correlation test to find 

relation between variables and running regression analysis to indicate the predictability 

of the target variable and to testing the hypotheses. 

 

 

4.1  Demographic Profile 

Table 4.1 outline characteristics of 200 respondents that participated in this 

research. The majority of the participants are between  31-45 years old (35%), 25-30 

years old (33%), 46-60 years old (19%). Thus, the remainders are 18-24 years old (11.5%) 

and less than 18 years old (1.5%). More than half of them have have got Bachelor’s 

degree (55.5%), 35% of them possess Postgraduate degree or higher, the rest are those 

with Diploma/Certificate (5.5%), Up to high school qualification (5%) and still attending 

high school (3%). Their monthly personal income are as followings: More than 45,000 

baht (37.5%), 25,001-35.000 baht (26%), 35,001-45,000 baht (14%), 15,000-25,000 

(13.5%) and less than 15,000 baht (9%) 

 

Table 4.1 Demographic Profiles 

 No. of respondents Percentage (%) 

Gender 

Male 

Female 

 

45 

155 

 

22.5 

77.5 
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Table 4.1 Demographic Profiles (cont.) 

 No. of respondents Percentage (%) 

Age 

>18  

18-24 

25-30 

31-45 

46-60 

 

3 

23 

66 

70 

38 

 

1.5 

11.5 

33.0 

35.0 

19.0 

Total 200 100.0 

Education 

Attending High School 

Up to high school Qualification 

Diploma/Certificate 

Bachelor’s degree 

Postgraduate or higher 

 

3 

5 

11 

111 

70 

 

1.5 

2.5 

5.5 

55.5 

35.0 

Total 200 100.0 

Monthly Income 

Less than 15,000 baht 

15,001-25,000 baht 

25,001-35,000 baht 

35,001-45,000 baht 

More than 45,000 

 

18 

27 

52 

28 

75 

 

9.0 

13.5 

26.0 

14.0 

37.5 

Total 200 100.0 

 

 

4.2  Descriptive Statistics 

 

4.2.1  Purchasing frequency of Beauty Products 

Figure 4.2 illustrates beauty products purchasing frequency of the respondents. 

60% of the respondents buy the products less than 1 time a week, 25% buy the products 

once or twice a week, 10% of them buy the products 3-4 times a week and the rest admit 

that they buy beauty products 5-6 times a week or everyday (6%). These result are purchasing 

behavior of the respondents within the past 3 months. 
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Figure 4.1 Beauty Products Purchasing Frequency 

 

4.2.2  Search used when searching for beauty product information 

Figure 4.3 shows a search channel that the respondents use when searching for beauty 

product information. In the questionnaire the researcher force the participants to choose 

only one channel from the choices given and the result is as shown below Virtual 

Community (37%), Facebook (25%), Blog (17%), YouTube (14%) and Instagram (8%). 

 

 

Figure 4.2 Channel use for searching beauty Products Information 
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4.2.3  Effective Digital Marketing Channel  

There were six digital channels that were focused in this study. The channels 

including Blog, Virtual Community, Facebook, Instagram, In-stream Ads and Line. In 

the Questionnaires, there were 4 questions designed to represent each of the channel. 

From table 4.2 Virtual Community got the highest mean among the variables (M = 2.62, 

SD = 0.725), following by Blog (M = 2.55, SD = 0.779), Facebook (M = 2.54, SD = 0.790), 

Instagram (M = 2.38, SD = 0.859), Line (M = 2.26, SD = 0.884) and In-stream Ads 

(M = 2.25, SD = 0.866) 

 

Table 4.2 Descriptive Statistics of Digital Marketing Channel 

Questions Mean SD. 

- I look for information from bloggers before purchasing beauty 

products. 

- I trust that bloggers write what they really experienced from the 

product in their blog.  

- I think that information from a blogger is trustworthy 

- I think that bloggers are heavily involved in the area (Beauty Products). 

2.65 

 

2.52 

 

2.48 

2.54 

.856 

 

.730 

 

.743 

.788 

Blog 2.55 .779 

- The virtual community members are knowledgeable about the product.  

- The virtual community members are familiar with a curtain product 

category.  

- Advice from virtual community came from a knowledgeable source.  

- The comments given by the virtual community members helped 

me make the right decision. 

2.61 

2.55 

 

2.57 

2.76 

.701 

.762 

 

.733 

.705 

Virtual Community 2.62 .725 

- Facebook has a lot of information for me in making decision 

including customer’s feedbacks, the number of Like on both Fan 

Page and the product. 

- Reading content from Facebook page gives me more knowledge 

about beauty product. 

- Seeing the products shared by Facebook friend can influence my 

decision making.  

- I am willing to participate in beauty product CSR activities that I 

see on Facebook such as Mini Marathon charity run, Makeup 

workshop charity and etc. 

2.53 

 

 

2.63 

 

2.66 

 

2.32 

.832 

 

 

.733 

 

.760 

 

.836 

Facebook 2.54 .790 
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Table 4.2 Descriptive Statistics of Digital Marketing Channel (cont.) 

Questions Mean SD. 

- Image of beauty product from Instagram seems more attractive to me.  

- I believe that people who post beauty products on their Instagram 

account actually use the products. 

- It is more convenient to me to search for product information by 

using Instagram. 

- I look for information on Instagram before purchasing beauty products.  

2.52 

2.30 

 

2.49 

 

2.20 

.891 

.782 

 

.885 

 

.878 

Instagram 2.38 .859 

- The ‘In-stream’ advertise that appear before/ during the video 

online, makes me remember the products. 

- The ‘In-stream’ advertise that appear before/during the video 

online, makes me want to know more about the beauty products. 

- The beauty products that have ‘in-stream’ advertisement are more 

interesting. 

- I can recall ‘in-stream’ advertisement of  beauty products that I 

saw in the past. 

2.30 

 

2.16 

 

2.22 

 

2.33 

.884 

 

.835 

 

.890 

 

.856 

In-stream ads 2.25 .866 

- I read beauty product information/ promotion from Official Line 

Account. 

- I would follow Official Line Account that offer interesting contents. 

- Beauty Product that has Official Line Account is considered to 

be more reliable. 

- LINE Stickers help me remember Beauty Product (Brand) easier. 

2.20 

 

2.27 

2.52 

 

2.06 

.901 

 

.859 

.885 

 

.889 

Line 2.26 .884 

 

4.2.4  Purchase Intention  

Table 4.3 shows the average of Likert agreement from 200 respondents on 

the purchase intention of each of each channel. The channel with the highest mean score 

is Virtual Community (Mean = 2.69, SD = 0.799), followed by Blog (Mean = 2.54, SD = 

0.789), Facebook (Mean = 2.45, SD = 0.735), Instagram (Mean = 2.34, SD = 0.810), 

In-stream Ads (Mean = 2.23, SD = 0.825) and Official Line Account (Mean = 2.20, 

SD = 0.833) 
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Table 4.3  Descriptive Statistics of Purchase Intention 

Questions Mean SD. 

- If I am going to buy a beauty product, I will buy the one that recommended by 

the virtual communities. 

- If I am going to buy a beauty product, I will buy the one that recommended by 

the bloggers. 

- If I am going to buy a beauty product, it will buy the product based on 

information I receive from Facebook. 

- If I am going to buy a beauty product, it will buy the product based on 

information I receive from Instagram 

- If I am going to buy a beauty product, it will buy the product I saw from In-

stream Ads 

- If I am going to buy a beauty product, it will buy the product I saw from Official 

Line Account 

2.69 

 

2.54 

 

2.45 

 

2.34 

 

2.23 

 

2.20 

.799 

 

.789 

 

.735 

 

.810 

 

.825 

 

.833 

 

 

4.3  Correlation Analysis 

Correlation Analysis is performed to discover the relationship between 

variables. The followings are an explanation of the findings. 

 

 

Figure 4.3 Correlations 
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 Blog and Virtual Community = 63% correlated with each other 

 Facebook and Instagram = 59% correlated with each other 

 In-stream and Line = 60% correlated with each other 

  

4.3.1  Blog 

 

 

Figure 4.4  Correlations (Blog) 

 

From Figure 4.4 a respondents’ confidence that the bloggers actually write 

their real experience from using the product shows a strong relation with Trustworthiness 

of information getting from the blogger. Thus, respondents who think that information 

from bloggers is trustworthy shows strong correlation with the intention to buy a product 

that recommended by the blogger. 
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4.3.2  Virtual Community 

 

 

Figure 4.5 Correlations (Virtual Community) 

 

From Figure 4.5 respondents who believe the comments given by the virtual 

community members can help them make the right decision shows strong relationship 

with the intention to buy a product that recommended by the Virtual community. 

  

4.3.3  Facebook Page 

 

 

Figure 4.6 Correlations (Facebook Page) 

 



21 

From Figure 4.6 respondents who believe the comments given by the virtual 

community members can help them make the right decision shows strongest relationship 

with the intention to buy a product that recommended by the Virtual community. 

 

4.3.4  Instagram 

 

 

Figure 4.7 Correlations (Instagram) 

 

From Figure 4.7 the respondents who feel that it is more convenient to them 

when searching for product information shows strong relation with IGQ1 (think that 

the product images from Instagram are more attractive) and IGQ4 (I look for information 

on Instagram before purchasing beauty products.). Moreover, IGQ3 (It is more convenient 

for me to search for product information by using Instagram) shows the strongest 

relationship with the intention to buy a product based on information received from 

Instagram. 
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4.3.5  In-stream Advertising 

 

 

Figure 4.8 Correlations (In-stream advertising) 

 

From Figure 4.8 ISQ1 (The ‘In-stream’ advertise that appear before/during 

the video online, makes me remember the products) shows strong relationship with the 

ISQ2 (The ‘In-stream’ advertise that appear before/during the video online, makes me want 

to know more about the beauty products) and ISQ4 (I can recall ‘in-stream’ advertisement 

of beauty products that I saw in the past.) In addition, ISQ2 also show the strongest 

relationship with intention to buy a product based on information received from In-stream 

Ads. 
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4.3.6  Line Official Account 

 

 

Figure 4.9 Correlations (Line Official Website) 

 

From Figure 4.9, the LQ1 (I read beauty product information/ promotion 

from Official Line Account.) shows a strong relationship with LQ4 (LINE Stickers help 

me remember Beauty Product(Brand) easier.) Moreover, LQ4 also show strong relationship 

with intention to buy a product based on information received from Official Line Account. 

 

 

4.4  Linear Regression Analysis 

A linear regression analysis was performed to identifying the most effective 

digital marketing channel on consumers purchase intention of beauty products in Thailand. 

 

 

Figure 4.10 Linear Regression Analysis Model Summary 
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Figure 4.11 Linear Regression Analysis ANOVA 

 

 

Figure 4.12 Linear Regression Analysis Coefficients 

 

Figure 4.10 shows the key statistics from the regression R² = .717, F (6, 193) = 

45.67, p < .001. The result of R square is 0.717 meaning that the independent variables 

can explain 72% of the variation of the dependent variable. Thus, the ANOVA (Figure 

4.11) shows F = 81.643, P-value = 0.000, indicating that the model is significant and 

can predict the intention score. 

From Figure 4.12, the Coefficients table shows that for a one-unit increase 

in independent variable the dependent variable will increase or increase by B with 3 

predictors are statistically significant at 95% confident level as following: 

Blog (B = .293, t = 5.710, p = 0.000), Facebook Page (B = .240, t = 4.326, 

p = 0.000) and In-stream Advertising (B = .318, t = 5.988, p = 0.000) had significant 

regression weights as can be seen in the Figure 4.12. 
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4.5  Research Discussion  

 

 

Figure 4.13 Research Framework Result 

 

According to the finding, 6 channels were analyzed to identifying effective 

digital marketing channel on consumer purchase intention of beauty product in Thailand. 

Regarding the Figure 4.2, Virtual Community is considered the most used channel for 

searching beauty product information. And based on the information from Figure 4.5, 

Virtual Community is a popular search channel because most people believe that the 

advice form Virtual Community can help them make a right decision when purchasing 

the product. Figure 4.13 illustrates that only Blog, Facebook and In-stream Advertising 

that would have an impact on purchase intention. Furthermore, the result shows that 

In-stream Advertising has the most significant impact on the consumer purchase intention 

of beauty products in Thailand. 
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CHAPTER V 

CONCLUSION AND RECOMMENDATION 

 

 

5.1  Limitation and Recommendation for Future Research 

The limitation of this study would be the size of the respondents, the sample 

size of this research was 200 which is fairly small to fully identify the effective digital 

marketing channel on Thai consumers. In addition, for the future research, it is 

recommended to have an equal sample size for each age group, so that the relationship 

of age group and the digital channel can be explored deeper. Likewise, for education 

and income: extending the scope of the respondents’ characteristics would help the 

researcher understand the relationships between the demographic and digital marketing 

channels more. It is recommended that the future research would do the pilot test to 

refine the questionnaire and increase reliability. 

 

 

5.2  Conclusion 

As the world is transforming into a full form Digital Age, it is crucial that 

the marketer must brace themselves for some revitalization. Nowadays, people started 

to see significant impact the digital age has on marketing. However, the business cannot 

survive without understanding consumers’ purchase intention. Because every business 

has different products and different customers that require different strategy to be 

successful. It is necessary to find out the effectiveness of digital marketing channels so 

that can drive your business to its full potential. The main focus of this research was to 

identifying the effective digital marketing channels on consumer purchase intention of 

beauty products in Thailand. The result demonstrates that Blog, Facebook and In-stream 

Advertising all have positive influence on consumer purchase intention. Thus according 

to the result of multiple regression, the most effective digital marketing channel is In-stream 

Advertising following by Facebook and blog accordingly. 
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Appendix A: Introduction 

 

 

This questionnaire is part of a study being conducted on digital marketing 

channels by Taksapann Pitchayanontapat, Master’s degree student, College of Management 

Mahi-dol University. I am greatly appreciate your valuable time and effort that you will 

spend in filling out this questionnaire. 

All of your responses will be kept confidential. Thank you for your time 

and coopera-tion 

 

แบบสอบถามนี้เปนสวนหนึ่งของการดําเนินงานวิจัยทางวิชาการตามหลักสูตรปริญญา
โท ของวิทยาลัยการจัดการ มหาวิทยาลัยมหิดล จุดประสงคของการวิจัยในคร้ังนี้ มีข้ึนเพื่อศึกษาชองทาง
การตลาดดิจิตอล ท่ีสงผลตอการตัดสินใจซ้ือผลิตภัณฑเพื่อความสวยงามของผูบริโภคชาวไทย จึง
ใครขอความกรุณาสละเวลาตอบแบบสอบถามทุกขอตามความเปนจริงหรือใกลเคียงกับทานมากท่ีสุด 

ท้ังนี้ขาพเจา นักศึกษาหลักสูตรปริญญาโท ของวิทยาลัยการจัดการ มหาวิทยาลัยมหิดล 
หวังเปนอยางยิ่งวา จะไดรับความรวมมือจากทานดวยดีในการตอบแบบสอบถาม 

คําตอบและขอมูลสวนตัวของทานจะไมถูกเปดเผย 
 

______________________________________________ 

 

****Please Read before proceeding the survey   

 

The definition of ‘Beauty Product’ in this study refers to any product that 

the purpose is to enhance physical attractiveness of users such as Facial/Body Products, 

Cosmetics, Hair Curler, Hair-Gel, Nail Polish and etc. 

 

****โปรดอานกอนเร่ิมทําแบบสอบถาม 
 

“ผลิตภัณฑดานความงาม” ในงานวจิัยคร้ังนี้กลาวถึงผลิตภัณฑท่ีมีจุดประสงคเพื่อการ
ทําความสะอาด ดแูล หรือ เสริมใหเกดิความสวยงาม ใหดนูาดึงดูด เชน ผลิตภณัฑดแูลผิวหนา/ รางกาย 
ตางๆ เคร่ืองสําอาง ท่ีมวนผม เจลใสผม ยาทาเล็บ เปนตน 
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Part I: Screening questions 

Are you interested in beauty products ? คุณสนใจในผลิตภัณฑความงามหรือไม  

(Facial/ Body Products, Cosmetics, Hair Curler, Hair-Gel, Nail Polish and etc.) 

(ผลิตภัณฑดแูลผิวหนา/รางกายตางๆ เคร่ืองสําอาง ท่ีมวนผม เจลใสผม ยาทาเล็บ เปนตน) 
o Yes สนใจ  1 

o No ไมสนใจ  2 
 

Part II: Purchase Behavior 

Which channel do you use to search for beauty products information? 

คุณใชชองทางใดในการศึกษาหาขอมูลผลิตภัณฑความงาม 
o Blogs (บล็อกตางๆ) 1 
o Virtual Community (สังคมออนไลน) 2  

(Pantip.com, Jeban.com, Wongnai.com) 3 

o Facebook (เฟสบุก) 4 
o Instagram (อินสตาแกรม) 5 

o Youtube.com (ยูทูป) 6 

 

How often do you buy beauty product in the past 3 months ?  

ใน 3 เดือนท่ีผานมา คุณซ้ือผลิตภัณฑความงามบอยแคไหน 
o Everyday (ทุกวัน) 5 

o 5-6 times/week (5-6 คร้ัง/สัปดาห) 4 

o 3-4 times/week  (3-4คร้ัง/สัปดาห) 3 

o 1-2 times/week (1-2คร้ัง/สัปดาห) 2 

o Less than 1 time/ week (นอยกวา 1) 1 
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Part III: Influencing digital marketing channels of consumers’ purchase intention of 

beauty products in Thailand 

 From here on, based on your perception and attitude, choose the best 

answer that describes you by checking the number that correspondent to your opinion. 

               
How often do you visit/use the following channels? 

คุณเขาไปเยี่ยมชมหรือใชชองทางดังตอไปนี้ บอยแคไหน 
 

Channel 

Never 
(ไม/ ไม
เคย) 

 
0 

monthly 
(เดือนละคร้ัง 
หรือนอยกวา

น้ัน) 
1 

2-3 times 
per month 
(เดือนละ  
2-3 คร้ัง) 

2 

once a 
week 

(สัปดาห
ละคร้ัง) 

3 

2-3 times  
a week 

(สัปดาหละ 
2-3 คร้ัง) 

4 

once or  
more per day
(วันละคร้ังหรือ

มากกวา) 
5 

Blogs 
บล็อกตางๆ 

      

Virtual Community 
สังคมออนไลน 
(Pantip.com, Jeban.com, 
Wongnai.com) 

      

Facebook 
เฟสบุก 

      

Instagram 
อินสตาแกรม 

      

Youtube 
ยูทูป 

      

Line 
ไลน 
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How often do you use this following channels when searching beauty products’ information? 

คุณใชชองทางตอไปนี้ในการ ศึกษาหาขอมูลผลิตภัณฑความงาม บอยแคไหน 
 

 Never 
ไมเคยเลย 

 
0 

Rarely 
นานๆ คร้ัง 

 
1 

Sometimes
บางคร้ัง 

 
2 

Often 
บอย 

 
3 

Almost 
Always 
ตลอดเวลา 

4 
Blogs 
บล็อกตางๆ 

     

Virtual Community 
สังคมออนไลน  
(Pantip.com, Jeban.com, 
Wongnai.com) 

     

Facebook 
เฟสบุก 

     

Instagram 
อินสตาแกรม 

     

Youtube 
ยูทูป 

     

Line 
ไลน 

     

 
  



35 

Specific Questions  

From here on, based on your perception and attitude, choose the best answer 

that describes you when using online reviews of cosmetic products by checking the 

number that correspondent to your opinion. 

Please rate your answer on the following scale from 1 to 4:  

1 is Strongly disagree 

2 is Disagree 

3 is Agree 

4 is Strongly agree 

 

****PLEASE NOTE THAT 

Virtual Community referring to Pantip.com, Jeban.com and Wongnai 

_____________________________________ 
 
โปรดอานและพิจารณาขอความแตละขอ และเลือกคําตอบท่ีตรงกับความคิดเห็นของทานดังนี ้

1 หมายถึง ไมเห็นดวยอยางยิง่              
2 หมายถึง ไมเห็นดวย               
3 หมายถึง เหน็ดวย               
4 หมายถึง เหน็ดวยอยางยิ่ง 

 
****โปรดทราบวา 

สังคมออนไลนในท่ีนี้ อางถึง พันทิป เจบัน และ วงใน 
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1. Blog บล็อก 
 

Please indicate to what extent you agree or 
disagree with each of the following statements. 
โปรดเลือกขอความในชองท่ีตรงกับความคดิเห็น

ของทานมากท่ีสุด 

Strongly 
Disagree 

1 

Disagree 
 

2 

Agree 
 

3 

Strongly 
Agree 

4 

I look for information from bloggers before 
purchasing beauty products. (ฉันหาขอมูลจาก
เหลาบล็อกเกอรกอนตัดสินใจซ้ือสินคา) BGQ1 

    

I trust that bloggers write what they really 
experienced from the product in their blog. (ฉัน
คิดวาบลอกเกอรบอกเลาประสปการณจริงจากการ
ใชสินคาจริง ผานบลอก) BGQ2 

    

I think that information from a blogger is 
trustworthy.(ฉันคิดวาขอมูลท่ีไดจากบล็อกเกอร
นั้นเช่ือถือได) BGQ3 

    

I think that bloggers are heavily involved in the 
area (Beauty Products). (ฉันม่ันใจวาบลอกเกอร
เปนผูเชียวชาญในเเวดวงผลิตภัณฑความงาม) 
BGQ4 

    

If I am going to buy a beauty product, I will buy 
the one that recommended by the bloggers. (หาก
ฉันจะเลือกซ้ือสินคาความงาม ฉันจะเลือกซ้ือสินคา
ท่ีไดรับการแนะนําจากบล็อกเกอร) vBGQ5 
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2. Virtual Community (Online Community)  

สังคมออนไลน (Pantip.com, Jeban.com, Wongnai.com) 

 
Please indicate to what extent you agree or 

disagree with each of the following statements. 
โปรดเลือกขอความในชองท่ีตรงกับความคดิเห็น

ของทานมากท่ีสุด 

Strongly
Disagree

1 

Disagree 
 

2 

Agree 
 

3 

Strongly
Agree 

4 

The virtual community members are 
knowledgeable about the product. (สมาชิกสังคม
ออนไลนมีความรูความเขาใจในเเวดวงผลิตภัณฑ
ความงาม) VCQ1 

    

The virtual community members are familiar with 
a curtain product category. (สมาชิกสังคมออนไลน 
มีความคุนชินกับสินคาดานความงามแตละประเภท
เปนอยางด)ี VCQ2 

    

Advice from virtual community came from a 
knowledgeable sources (คําเเนะนําจากสมาชิกใน
สังคมออนไลนมาจากเเหลงขอมูลท่ีนาเช่ือถือ) 
VCQ3 

    

The comments given by the virtual community 
members helped me make the right decision. 
(คําแนะนําโดยสมาชิกจากสังคมออนไลน ชวยให
สามารถตัดสินใจเลือกผลิตภัณฑถูกตอง) VCQ4 

    

If I am going to buy a beauty product, I will buy 
the one that recommended by the virtual 
communities. (หากฉันตองการซ้ือผลิตภัณฑดาน
ความงาม ฉันจะพิจารณาจากคําเเนะนําโดยสมาชิก
ในสังคมออนไลน) VCQ5 
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3. Facebook  
เฟสบุก 
 

Please indicate to what extent you agree or disagree 
with each of the following statements. 

โปรดเลือกขอความในชองท่ีตรงกับความคิดเห็นของ
ทานมากท่ีสุด 

Strongly 
Disagree 

1 

Disagree 
 

2 

Agree 
 

3 

Strongly 
Agree 

4 

Facebook has a lot of information for me in making 
decision including customer’s feedbacks, the number 
of Like on both Fan Page and the product. (เฟสบุกเปน
เเหลงขอมูลสําคัญสําหรับฉัน ในการตัดสินใจ โดย
พิจารณาจากการโตตอบของลูกคา จํานวนการกดถูกใจ
เพจ รวมถึงจํานวนผลิตภัณฑ) FBQ1 

    

Reading content from facebook page gives me more 
knowledge about beauty product.  
(การอานเนื้อหาจากเพจเฟสบุกประเภทสินคาความงาม 
สามารถใหขอมูลประกอบการตัดสินใจไดอยางดี) 
FBQ2 

    

Seeing the products shared by Facebook friend can 
influence my decision making.  
(การแชรผลิตภัณฑความงามของเพ่ือนในเฟสบุกมีผล
ตอการตัดสินใจซื้อผลิตภัณฑของฉัน) FBQ3 

    

I am willing to participate in beauty product CSR 
activities that I see on Facebook such as Mini 
Marathon charity run, Makeup workshop charity and 
etc. (ฉันเต็มใจท่ีจะเขารวมกิจกรรมเพ่ือสังคม CSR จาก
ผลิตภัณฑดานความงามท่ีฉันเห็นบนเฟสบุก เชน ว่ิงการ
กุศล  การสอนแตงหนาเพ่ือการกุศล) FBQ4 

    

If I am going to buy a beauty product, it will depend on 
the information I receive from Facebook. (หากฉัน
ตองการซื้อผลิตภัณฑดานความงาม ฉันจะพิจารณาจาก
ขอมูลบนเฟสบุก) FBQ5 
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4. Instagram  
 

Please indicate to what extent you agree or 
disagree with each of the following statements. 

Strongly
Disagree

1 

Disagree 
 

2 

Agree 
 

3 

Strongly 
Agree 

4 
Image of beauty product from Instagram seems more 
attractive to me. (รูปภาพผลิตภัณฑความงามใน
อินสตาแกรมมีความนาดึงดดูใจสําหรับฉัน) IGQ1 

    

I believe that people who post beauty products on 
their instagram account actually use the products.  
(ฉันเช่ือวาคนท่ีโพสผลิตภัณฑความงามผานอินสตาแก
รม มีประสบการณการใชสินคาจริงๆ) IGQ2 

    

It is more convenient to me to search for product 
information by using Instagram. (การหาขอมูล
ผลิตภัณฑความงามผานอินสตาแกรมมีความสะดวก
และรวดเร็ว สําหรับฉัน)  IGQ3 

    

I look for information on Instagram before purchasing 
beauty products. (ฉันหาขอมูลผานอินสตาแกรมกอน
ซ้ือผลิตภัณฑความงาม)  IGQ4 

    

I will buy a beauty products after seeing people from 
Instagram use it. (ฉันจะซ้ือผลิตภัณฑความงามหากฉัน
เห็นผูคนในอินสตาแกรมตางใชผลิตภัณฑดังกลาว) 
IGQ5 
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5. In-stream Ads (Commercial ads that run before and during the video such as in Youtube, 
Facebook, Mthai, LineTV) 
โฆษณาบนวิดโีอ เชน Youtube, Facebook, Mthai, LineTV 
 

Please indicate to what extent you agree or disagree with 
each of the following statements. 

Strongly 
Disagree 

1 

Disagree 
 
2 

Agree 
 
3 

Strongly 
Agree 

4 
The ‘In-stream’ advertise that appear before/during the video 
online, makes me remember the products (โฆษณาที่ขึ้นมา
กอน/ ระหวางวิดิโอ ทําใหฉันจดจําผลิตภัณฑความงามไดมาก
กวาเดิม) ISQ1 

    

The ‘In-stream’ advertise that appear before/during the video 
online, makes me want to know more about the beauty 
products. (โฆษณาคั่นเวลาบนสื่อออนไลน (เชน YouTube 
MThai Line-TV) ทําใหฉันอยากรูจักผลิตภัณฑมากขึ้น) ISQ2 

    

The beauty products that have ’in-stream’ advertisement are 
more interesting. (ผลิตภัณฑความงาม ที่มีการโฆษณาคั่นเวลา
บนสื่อออนไลน (เชน YouTube MThai Line-TV) มีความ
นาสนใจมากกวาผลิตภัณฑที่ไมมีการโฆษณาคั่นเวลาบนสื่อ
ออนไลน (เชน YouTube  MThai Line-TV) ISQ3 

    

I can recall ‘in-stream’ advertisement of beauty products that 
I saw in the past. (สามารถจําโฆษณาคั่นเวลาบนสื่อออนไลน 
(เชน YouTube MThai Line-TV) ของผลิตภัณฑความงามท่ี
เคยเห็นได) ISQ4 

    

If I am going to buy a beauty product, it will buy the product 
I saw from In-stream Ads (ระหวางผลิตภัณฑความงามสอง
ตัวที่คลายกัน ฉันจะซื้อผลิตภัณฑความงามท่ีฉันเห็นจาก
โฆษณาคั่นเวลาบนสื่อออนไลน เชน (YouTube MThai Line-
TV) ISQ5 
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6. Official Line Account 
 

Please indicate to what extent you agree or 
disagree with each of the following statements. 

Strongly
Disagree

1 

Disagree 
 

2 

Agree 
 

3 

Strongly
Agree 

4 
I read beauty product information/ promotion from 
Official Line Account (ฉันอานขอมูล/ โปรโมช่ัน
สงเสริมการขาย ของผลิตภัณฑความงาม จาก 
Official Line Account) LQ1 

    

I would follow Official Line Account that offer 
interesting contents. (ฉันจะติดตาม Official Line 
Account ท่ีนําเสนอเนื้อหาท่ีมีความสนใจ) LQ2 

    

Beauty Product that has Official Line Account is 
considered to be more reliable. (หากผลิตภณัฑ
ความงามน้ันม ีOfficial Line Account เปนของ
ตัวเอง ยิ่งทําใหตัวผลิตภณัฑนั้นมีความนาเช่ือถือ) 
LQ3 

    

LINE Stickers help me remember Beauty Product 
(Brand) easier (ไลนสติกเกอร ชวยใหฉันตระหนัก
ถึงตัวผลิตภัณฑความงามไดงายข้ึน) LQ4 

    

Official Line Account of the beauty product can 
influent me on my purchase intention. (Official 
Line Account มีอิทธิพลในการตัดสินใจซ้ือ
ผลิตภัณฑความงาม ของฉัน) LQ5 
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Part 3: Demographic Questions  
สวนท่ี 3 แบบสอบถามเกี่ยวกับลักษณะทางประชากรศาสตร 
 
Please indicate your age โปรดระบุชวงอายุของทาน 

o Less than 18 years (นอยกวา 18  ป)  
o 18-24 years (ระหวาง 18 ป ถึง 24 ป)  
o 25-30 years (ระหวาง 25 ป ถึง 30 ป)  
o 31-45 years (ระหวาง 31 ป ถึง 45 ป)  
o 46-60 years (ระหวาง 46 ป ถึง 60 ป)  

 
What is your gender? โปรดระบุเพศของคุณ 

o Male 
o Female 

 
Which of the following terms best describes your sexual orientation? 
ขอไหนท่ีบงบอกถึงความรสนิยมทางเพศของคุณมากท่ีสุด 

o Streight ชอบคนเพศตรงขาม 1 
o Bisexual ชอบท้ังหญิงและชาย 2 
o Gay/Lesbian (‘Homosexual’) ชอบเพศเดยีวกัน 3 

 
Please indicate your education level โปรดระบุวุฒิการศึกษาสูงสุดของทาน 

o Now Attending High School (กําลังศึกษาระดับมัธยมปลาย)  
o Up to high school qualification (มัธยมศึกษาตอนปลายหรือเทียบเทา)  
o Diploma/Certificate (อนุปริญญาหรือประกาศนียบัตรวิชาชีพช้ันสูง)  
o Bachelor degree (ปริญญาตรี)  
o Postgraduate or higher (สูงกวาปริญญาตรี)  
o ___________________________________________ 
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Please indicate your monthly personal income โปรดระบุรายไดเฉล่ียตอเดือนของทาน 
o Less than 15,000 baht (ต่ํากวา 15,000 บาท)  
o 15,001-25,000 baht (15,001 - 25,000 บาท)  
o 25,001-35,000 baht (25,001 - 35,000 บาท)  
o 35,001-45,000 baht (35,0001 - 45,000 บาท)  
o More than 45,000 มากกวา (45,000 บาท)  

 
--------- Thank you for taking time to participate in this questionnaire --------- 

 
ขอบพระคุณเปนอยางสูงท่ีทานสละเวลาในการทําแบบสอบถามชุดนี้ 

 


