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Abstract

The objectives of this research were to explore the personality, to study the marketing
factors and purchasing behavior of cosmetics via E-commerce of consumers in Bangkok. Sample
group used consumer's fashion who have purchased cosmetics via internet in Bangkok totally 400
persons by using purposive sampling and statistical method used in data analysis is percentage,
average, and standard deviation. The independent sample t-test and One-Way ANOVA were used
to test hypothesis.

The result of the study showed that the sample were female aged between 21-25 years
and hold bachelor’s degree. In addition, the researcher found that the marketing factors were at
the highest level. The most important factors were product factors.

For hypothesis testing showed that the personality were related to purchasing behavior
of cosmetics via e-commerce. In addition, the market factors were related to purchasing behavior

of cosmetics via e-commerce too.
Keyword: Market Factor, Cosmetics, E-commerce.
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