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Abstract

This research aimed to 1) study the marketing mix for decision-making when choosing
cosmetics skincare products via e-commerce in Bangkok. and 2) analyze the multiple regression
equations on the marketing mix factor's effect on the consumers' decision-making in choosing
skincare cosmetics via e—commerce in Bangkok. This research is qualitative. The sample selection
used a questionnaire to collect data from 400 consumers in Bangkok. The sampling method used
purpose sampling from those with experience choosing skincare cosmetics through e-commerce.
The statistics used for data analysis were percentage, mean, standard deviation, and multiple linear
regression equations. The result of the study found that the overall level of opinions on the marketing
mix was high. The marketing mix analysis in choosing skincare cosmetics found that all marketing
mix positively influences the decision to buy skincare cosmetics. The factor with the most significant
positive influence was 1) Product which had the highest positive influence on purchasing 1) Product
(B:.495), followed by 2) Price (B=.198), 3) Distribution (B:.183), 4) Promotion( B:.152), 5)
Privacy (B:.1 17), and 6) Personalization (B:.O60) respectively, regarding the statistical significance
level of 0.05 2) The results of the marketing mix factor can be used to develop marketing strategies
and improve products to have set prices that are appropriate value for the potential to complete the
online market. Every marketing mix factor has a positive influence value that can predict the decision

to choose skin care cosmetics by 68.00 percent.
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Table 1 Show mean and standard deviation of the level of marketing decision to choice of skin care cosmetic via

e-marketing platform in Bangkok.
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59 (Total) 4.02 0.636 qn (Very)

f’;“mqﬂﬁmqﬁﬂy@ 1 Nan153498 Wuan ﬁquﬁﬁmwwmﬁmmm%mﬁLﬁﬂﬂ%yﬂm%'mﬁﬂmo@.u,m‘h
Tunmsamaglussiuanniign (X= 4.02) WaRansonaeaudasdrduainuinunmes Taun Tadenam
HARSTOMT (X= 4.33) TDIRIHT ATUIIAN (K= 4.21) AMUEBINNSASIANNY (X= 3.96) AMUFIEBHANTAATA
(X= 3.91) AMmN1sUSANSEIMARS (X= 3.64) UaT ATUNNTINHIIBYATINYAAR (X= 3.83) MINA1GL

uaA9 R191971 1

A971991 2 ANANLSE RV D AN ANNUEYBIAINLTZANNINITARIALALATANHLLTUIINIBIFIULLO ADBL N T

Table 2 Show correlation coefficient of market factors and Variance inflation Factor (VIF)

Hauisanm (Factors) 1 2 3 4 5 6
WARSTN (Products) 378 568 467 374 478
31A" (Price) 437 396 301 320
#B9NTASMHNE (Distribution) 582 464 531
AEBNNIAANA (Promotion) 436 546
va?‘l_l?jm‘szhuqm (Personalization) 542

ANEIYBYARIUYAAR (Privacy)

VIF 1.668 1.702 1.786 1.772 1.563 1.774
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TPqUaTaIAYe 2 ANENUSLANE ANANTLEUIAIULILANNINITARIA ANNENRUETIII AU
B9 6 AW AANBNENAAMNFNANENUIN DENTTEFAYaER tnefAn9emans . 384-.568 WU
FauL8a9:919 6 59 uarINE ANENANE 5919191 (Multicollinearity) Taeimnsiaulsdass il manuduiis i
THANTEINI1 800 TIANMNIILINUATANMINAL AN VIF ansdauladaasiis 6 da faqlaudn 10 Belsley, 1991;

Zumnitzavan, 2020) wamshang197 2

; . . . v o4 .
A151991 3 ANTNUAAINANITILATIEVANNITAADDENIAUIBIFIULITANNINNITARTIA TUN19EENT2IATBIRIB
guaRan s reBiannssinavesyuilnalungammamiuns

Table 3 Table showing the results of the multiple regression analysis of the marketing mix and the choice of skin care

cosmetic via e-marketing platform in Bangkok.

FuUsEANNSARIA STD. Coefficients

(Marketing Factors) Beta Std Error b t sig
AT (Constant a) 1.427 154 7.658 .000
ARSI (Products) 493 0.087 0.268 2.778 0.000*
3771 (Price) 198 0.055 0.278 2.264 0.000*
$BINN9TAS Y (Distribution) 152 0.062 0.104 3.434 0.000*
'ﬁdLﬂ%Nﬂ’ﬁﬁm"lm (Promotion) 183 0.057 0.224 3.742 0.000*
maSneaaiuEana (Privacy) 17 0.064 0.169 3.843 0.000*
msiAniaaauyARa (Personalization) 060 0.059 0.158 5.524 0.000*

R? = 0.704, Adjust R? = 0.684, SEE = 0.646, F=38.446, Sig. = 0.000*=p < 0.05

nHEne: *TAusaAYn9aiiAvl 0.05 Note: Statistical significance at the .05 level

o

FaqUInze 3 WU FINUSEENINNIIANIATMNNSABNASENEEFNB IR THNTINHTINAS

' '
a a =

nndaduaanlszann1nianatn Sataninaideuan aautadeddadninaniniign 3aenindidy
aanaEAnlUnIues Taun 1) Amunandom (B=.493) 9898980 2) 5107 (Price) A1 (B=.198) 3) s8I
dpdamnne (Distribution) §A1 (B=.182) 4) suiaGuNn13@aIA (Promotion) fiA1 (B=.152) 5) N55nEIAIN
iugansia (Privacy) fian (B=.117) uaz 6) nalnuAnisaauyAna (Persondlization) #A1 (B=.060) madasiu
Aamnsavinunenalunisideondoind eed1a19guaiia (Skin Care) Tungammamauns 9anAauduiug
Wity 0.704 U5UAN (Adust R? = 0.684) Tnenguiausdassamnsnedunenisdendeiniosdionsguaia
Tungamnamanas Tasouas 68.40 ansninndemduaanisauassdsn dsuansnigned 3
FLULYINUNENG AD

A~

Y = 1.417 + .498(X1) + .198(X2) + .183(X4) + .152(X3) + .117(X5) + .060(Xg)
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ands1una

9NN UAT I AANNINITAAIA 389 Kotler and Keller (2016) unaRafindanstnanaddiy
fuasan19AaNA 4P's AMUHART 04! (Product) 31A1 (price) 0T TAFIUNE (Place) ALEENNITARIA
(Promotion) &19% Kotler (2020) Wi #&n 2 ads Ae marniluaauda (Privacy) ﬂﬂi%ﬂﬂﬂﬂﬂyﬂzﬂl@ﬁunﬂﬂ@
(Persondlization) &7 Kotler ngnfivanuddnyansnisimanamiiusandalusdlafsafgoyaresgnan
TugaAaiauazuusih iU giRmungmutsazeetAufsatuaminaoudiaresg oy auasaiuayunis
BsnissayaraiugUiuiisasasnsnnioneta ungnALaL 19 INENRUEAUARULLTUA Kotler
uwziinnnsaannlamalulad Al (Aifical Intelligence) iR aU5uumaidon vaianauazn1sdaatsinsariy
ATNHABNNIFIBIGNAT SINANTARIARENIBAIIHEHIBNINGNAINEUTILTIN LA TBIDLARIAARTBIGNAT
wersennlannslariignan

HAIINN1SATEANIRgU ST AIA W97 ﬂ'quﬂﬁmumﬁmmﬂ?umﬁLﬁﬂﬂ%yﬂLﬂ%QﬁWQNQLmﬁfs

(Skin Care) pimmwmﬁ%é@Lﬁﬂm@ﬁmﬁ(ﬂmﬁ;ﬂﬁmfmqq WNEVIUAS SEAUANAATuADTaSENTARIA
Tunnganay tuazdunnn veilmazyualaalnacudidydu 1) nandoum (Product) #Arnamainnans
R51AUAN (Brand) TifieLdeslAsnAsg s 2) 3981 (Price) ﬁuﬁf]ﬁ@mmw{uhﬁﬂm 3) ¥a9dndmIng (Ploce)
AR 1NT99T8 TARITINEY 4) FIAENNITY1E (Promotion) HAANAARLAFLLAND 5) %’ﬂmﬂymjmiquc?fq
(Privacy) 189gnABgLaansis 6) USn1saanLYAAa (Persondlization) HHaaaAUANA DRIIDAITHAUA
T‘lﬁy@]ﬂg’lm’mﬁmymm‘i Nﬂﬂﬂgﬂ\iﬁ’m’ma"?ﬂ‘ﬂm Chaweewanpukdee and Wongmahasetha (2024) ﬁf@?ﬁmﬂﬂ
nagnsnITRaIATiinanensiaanlad i3 aadIIKIUNaRWeSy TkTok 189 Generation Y W11 526U
panAndiutunmsaseg uszAusan aauladenisnanalulanananisindnluniladeans Generation Y
amgEIaRIaInnIsdenngransaes Gen Y Tulanszansliynnguenguazanasnainnginsananaguslna
nqu Gen Y JuntaidanTy TikTok annnadnsaasnniign 79% aaulnayingninasdwinemuusimeneufuan
FADNN TiKTok NsNzazaIniinfienns nAndomifesndon An Aafn Tadeiismanenisiaiule Taun 1)
ArusnTHLUTUARLAT(Brand Love) 2) N195U9TMULTHA (Brand Awareness) 3) ATUEBINNNITTASIAUE
(Place) 4) Ammnns3nEnAsLTuaausia (Privacy) uay 5) AusnAmsI@wA (Brand Loydlty) @éﬂqﬁﬁﬂﬁﬁﬁm
N9AAR LATAIAARDITL Ruensook and Saiyawut (2022) Anu1iTadail aanananginssunisidands
iEpsdnenrestazsnlisinazaandeimion Aiaviou sanlanssd wan sziuamEAndiulinInsmey
Tuszdunnn aoudaduiidnanonisdnauls e 1) wandom 2) 9981 3) FaMN9TASIMIUNY 4) FUATH
MNTARNA AazAuiadAIain 0.05 AHLANANIIEIHATENNS NS IIBINg LA InAfi i aldende
Auanseonlan

NANTSALATITRTHATTAADBLNYAD WUAT NTTLATIZAANNITARABENY A4 (Multiple Regression
Analysis) TS HEINUILANNIINITARTIA ATHRAAS AT ATHIIAT ATUYBININTATIRHIY ATHEILETH

NISARA mu?wu%mmwmm URTANNINENYBYARIUYAAR AHananI3Ananta lkuNISAeNLIA3 98187

'
o o aaa

a . ' a a & a’ ¥ o PRy o
guaRa (Skin Care) KW dlreBiannIafinauaey U3 lnatungawmamuas asneiilddynatiniiassiy
0.05 isilyualnatneauddndeiulugsniweswdndom sanignat udnisiisaniia auiaensde

299N NBIBHAFINAD N1TIMUENSAINYAAR N139ATIMUETi azaaniefalnnann 24 Falus
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FIFaAARDINUILIT8Y8Y Timilkul and Richkamroph (2023) 7ifinE1aq8aqul9eaNNNN1TAaIAT dnane
woAnssnnsdnaulageinsssdranennreUduangamnemiuas wuan Jadasulseannienisnann
AMUNRANTT ANHIIAT ATUTBINIINITIATIVUIY ATHNITRLATHNITARIA ATHNTTUIUNITLINTG UATATY

=

Anyaznenienw fansnansnisiadnladaindssdorsnuue UndiedureUd Twsangaunnamiues

'
aada

pe9fidad Ay neadAfiszAu 0.05 LardsaanARaInL Huong et al. (2024) 7 nAnunladafidnina

ABANINAS (A EBE N AR TN 39R2 BRI ATWALAWIN WA FINUSZANNNIARIARTWHAR BT ATIN N

e 4! ! o o

ANANATLALUTUATI NG Bl 91ATidrutausIanInsgIuinanen1sg agae1e e Agy

9
NAGRNSzAL 0.05

@:@ﬂwm

aqUnmsaNEARgUaraen faneasidandail

N@ﬂqﬁﬁé’ﬁﬂ@é’ﬂﬁ@ﬂ-@”mqummumqm‘mmmﬁfumﬁl,ﬁm%yﬂLﬁ“ﬁ'mﬁqﬂf]qﬂf]‘gaﬁqmwjuﬁﬂﬂ?u
NIWINHTAT FgUNR (AT

1. ﬂf-v'fv“ﬂdquﬂ'ﬁmum'ﬁmmm?umﬂﬁ@ﬂLﬂ%mﬁﬁmqq]Lmﬁwimvmmiﬁ%é@Lzﬁﬂwmﬁﬂﬁwmpju%fm
Tungamamanas Tunmaanay tuszdusnniige Tnsnmiilasuanudidiiqn 6 suiu annaavana
@enanunniiga lnanasfige (AN ATUWERTM ATU9IAT ATUEBIVNITASIIUNY ATUESLEBNNTTAATA
AMUNTETILBNNSEIHYARS URLANHNNTINEIBYRTIUYARR ATHEIAL

2. zim%fum‘jlﬁﬂﬂ%y@m‘%mﬁﬁmq@LL@ﬁunm\‘iWﬁiﬁ“ﬁéﬁLﬁﬂm@ﬁﬂﬁwméﬂﬁm Tungammamiunas
Tunmsansnniige Tnaamifanedsuiniiqe Ao ATunAadu T09a91A8 AMIIAT ATUEDINAY
FATMUIE ATHAIFSHNITARIA ATUNNTTALEAITAIUYARR LAZATHNNTENENIBYANINLYAAN ATHAIGL
opgluszisnniige

5. Tadudandszannisnaini inanan1sidanias o9d1819quaR9 (Skin care) 3895 U5 lan
TungammamIuAs AvennsAATIEREHN1TIARDEWYADL (Multiple Regression Analysis: MRA) atinsflifeidndny
N9FARTTEAL 0.05 WU TATHAIUTEANNNNITARIA ATUNAAT T ATUIIAN ANUTBINITATIIE
ANASLATHNITARIA ﬁymffiﬂyu’%miziquqﬂm LL@:@Tﬁué’mﬂwy@Hmf‘quqﬂm fdpndnanaresiauladasy

Beuanilannnsnvinnena iunnsdeneaessianaguaia (Skin Care) tungammamnunas (nsnuay 68.40

b4
BN KBS
¥ ¥ ¥
av ‘awv a [ =1
IMNNATILHITEHIDIABBUNE AN
¥
1. 2BIANBUHEIINNTTIAY
a o Y ¢ A o o ! d g
nan1saTesndRgUsraadl 1 uaz 2 Twszduauiuazsaulsraunenisnaianisdenda
\ABBIANB9RUAR (Skin care) 2aen LA lnATuRIWENINAT Tun ey Tuszdiuann wusznaunisaasin
pHAANINTIgatiuTaTaHAnT N (Product) IlamnwiBeiialn dananifinssnineeya Avslasuns

o - o . vy . v v
FUIBNITINBNANTIBINTITURSHT LWNﬂQWNNuT@LLﬂ@U‘jTﬂﬁ FONRINIFD T1AN (Price) @lmﬁmm@ummm:m
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AuADEHTTRYEFINARA DI FBINI9TAT g (Place) RAnnazAanindsane fnaneramnslunnstnszin
AIFEHANTAATA (Promotion) SAansssnsnanetsmniies Tunisgslagnanasisnenmnsuniiasnsnssn
Aagranuanlalny o Hansuaiuan waznisuzsiignatsetin nsusnisaanyAaa (Privacy) Snnsusesin
AU AHATITIANIHABINTUAENG ANTTHRIUYAAR WATNTINHIIBYRFIYAAR (Personalization)
vasgnarpaadureyaiifuanudy Tuazd@adnsannuiugauy ARago9gnAn NNELNTTBYAgNA
R GO T
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Figure 1 New knowledge marketing factors that affect the decision to choice of skin care cosmetics in Bangkok.
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