M9NITUINISG9N NANeNReLE e ral 7 7 aufufl 3 (nangIAs — Ausneu 2564)

dvsnwavasdayaannisiiuaiasdranvasdanuaeninasfidwmasnanszurunsinaulavas

v

fuslnamweistunelulssmelne
Influence of Information of Cosmetic Reviews by Beauty Blogger Affecting the Decision
Making Process of Generation Y Consumers in Thailand
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Abstract

This Independent Study aimed to study the influence of information from beauty blogger's
cosmetic reviews on the decision-making process of generation Y consumers in Thailand. The data were
collected by online questionnaires of 400 people. The data were analyzed by using descriptive statistics

consisting of frequency, percentage, mean and using an independent sample t-test and one-way ANOVA.
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The study found that most of the sample were female, aged 20-29 years old with average income
of lower than 15,000 baht per month and average cosmetics purchase 501-1000 baht per visit. The most
often used social media is Facebook with average beauty blogger reviews received 4 - 6 times per week,
ever decided to buy cosmetics after consuming information from beauty bloggers' reviews. They chose to
receive information when there is a need to find out more about a particular product. The type of cosmetics
reviews that has received information the most and play a big part in decision-making after consumed
reviews are makeup.

The Beauty Blogger product review that influences the consumer decision-making process found
that: In media stimulation process, the respondents were most interested in purchasing cosmetics when
they saw good results from other consumers and are highly interested in detail information presented by
beauty bloggers. In information search process, the participants tend to search for results after using a
product, most often in video format. The main reason is to know the pros and cons of the product. In
evaluation of alternatives process, the overall average level of cosmetics review concepts by beauty
bloggers is high. The clearly comparing before and after results using the product is at the most effective
level. In products and services purchasing readiness process, the most important reason that they use
beauty blogger's cosmetic reviews to help in making decisions is that reviews from beauty bloggers are
reliable and unbiased. In contrast, the main reason they did not decide on reviews is exaggerated latency
advertising. In evaluation after using products and services process, respondents were highly satisfied with

the cosmetics they purchased according to beauty blogger reviews.
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