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Abstract

Background and Aims: The behavior of purchasing products through social media has gained
increasing importance, particularly among Generation Y consumers, who play a key role in driving
online business growth. This study aims to (1) investigate the personal factors of Generation Y
consumers in Bangkok that affect their purchasing decisions through social media, (2) examine the
influence of online marketing strategies on the purchasing decisions of Generation Y consumers,
and (3) explore the impact of buying motivations on their purchasing behavior through social
media.

Methodology: This quantitative study targeted Generation Y consumers aged 27-44 in Bangkok
who purchased social media products within the past six months. The sample size was 400,
selected through convenient sampling, with data collected via an online questionnaire. The
research instrument showed an I0C score of 0.91 and a Cronbach’s alpha reliability of 0.90. Data
were analyzed using descriptive statistics (mean and standard deviation) and inferential statistics
(t-test, One-way ANOVA, and Multiple Regression) at a significance level of 0.05.

Results: (1) Personal factors such as gender, education level, occupation, and income significantly
influenced purchasing decisions, except for age, which did not affect post-purchase behavior.

(2) Online marketing strategies, including platform quality and information quality, positively
impacted purchasing decisions, with platform quality having the highest influence. (3) Buying
motivations, such as enjoyment and utilitarian benefits, positively influenced purchasing decisions,
with enjoyment having the greatest impact.

Conclusion: (1) Personal factors such as gender, education level, occupation, and income
significantly influenced purchasing decisions, except for age, which did not affect post-purchase
behavior. (2) Online marketing strategies, including platform quality and information quality,

positively impacted purchasing decisions, with platform quality having the highest influence. (3)
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Buying motivations, such as enjoyment and utilitarian benefits, positively influenced purchasing

decisions, with enjoyment having the greatest impact.
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