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Abstract

The purpose of this study was to determine the use behavior, brand awareness,
and purchase decision of Chanel cosmetics via the Facebook Page platform. This study
was a quantitative study in the form of survey research and a single measure. The data
were collected by questionnaires from both Thai and foreign females and males who
had a short time were interested in new things and enjoyed shopping and who previously
bought Chanel cosmetics through Chanel's Facebook Page platform or received Chanel
cosmetic information through Chanel's Facebook page platform for at least 6 months.
The 400 samples aged 25-50 years old with a monthly income of 25,000 baht bought
and were interested in buying CHANEL cosmetic products from the Facebook group. The
sample group was selected by purposive sampling. The researcher posted a
questionnaire on 4 Facebook groups with 100 samples each, and accidental sampling

was applied.

The sample group with different income had no difference on Chanel cosmetics
use and behaviors while different income samples had different frequency and

satisfaction on using Chanel cosmetics.

Keywords: Use Behavior / Brand Awareness / Buying Decisions / CHANEL Cosmetics
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