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Abstract

The purpose of this research is 1.1 To study the level of
factors of celebrities who have influenced to make decisions with buying
cosmetics and supplements. 1.2 To compare the factors of celebrities
who have influenced to make decisions with buying cosmetics and
supplements. The population sample of this research is people who see
clip review cosmetics and supplements from celebrities, and people who
have brought cosmetics and supplements in Bangkok for 211 people
by using a questionnaire to collect data. The statistics used to analyze

the data in this research is frequency, percentage, mean, standard

deviation, and Paired T-Test statistic. These stats were used to analyze
elements of the celebrity who reviews cosmetics and supplements that
influence consumers' purchasing decisions with the statistical
significance of 0.05. The result is that most people were male, with the
age range of 15-21, and an average income of 10,001-20,000 baht per
month. They also buy cosmetics or supplements around 3-4 times per
month. The image of celebrities who review cosmetic products affect
consumers' purchasing decisions and, the style of celebrities who

review supplement products affect consumers' purchasing decisions.

Keywords: Celebrity, Cosmetic, Supplement, Decision making
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