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ABSTRACT 

 
The rapid integration of the internet and the advent of social media marketing has had 

a significant impact on people's communication, as well as brand communication, with customers. 
Gen Z is a cohort of individuals born between 1997- 2012 (Williams, A. 2015), and are known to 
be the largest group of online consumers owing to their exposure to technology and the internet 
since birth. Since 2019, the world has been afflicted by the Covid-19 healthcare epidemic, which 
has resulted in the emergence of new consumption habits.  Thais were significantly influential in 
online purchases even before the pandemic. Consequently, the goal of this study is to examine the 
influence of social media marketing on the online purchasing decision process of Gen Z consumers 
during Covid-19 in Thailand.  

The purposive sample used in this study is the primary method of data collection to 
provide quantitative data. The cross-sectional survey was distributed online via Google Forms, with 
400 questionnaires distributed to university students in Bangkok and the Metropolitan region. 
ANOVA testing was utilized to investigate the relationships between demographic profiles and the 
online purchasing decision processes of Gen Z Consumers in Thailand during the Covid-19 
pandemic. Multiple regression was used to examine the influence of social media marketing on the 
online purchasing decision process of Gen Z Consumers during Covid-19 in Thailand. The study 
yielded 310 respondents from Bangkok and the Metropolitan Region, and 287 respondents from 
the Gen Z cohort. According to this study, and at a significance level of 0.05: age, gender, and 
educational level do not have an impact on the Gen Z consumers online purchasing decision process 
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but social media marketing has an impact on the Gen Z consumer online purchasing decision 
process during Covid-19 in Thailand.  
Keywords:  Social Media Marketing, Consumer Online Purchasing, Decision Process, Covid-19.  
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CHAPTER 1 

INTRODUCTION 

 

1.1  Background to the Study 

Social media is known as a worldwide phenomenon that allows people to communicate 

with one another (Uitz, 2012). The rapid integration of the internet and the rise of social media has 

had a significant impact on brand communication with consumers. Moreover, it is a globally used 

platform that allows businesses in the modern marketplace to have a much greater level of customer 

involvement than ever. The more people use social media to look for product and service 

information, the more likely the social media is to influence consumer purchasing intentions. 

Therefore, firms and their brands have jumped into social media marketing as it has given rise to 

more opportunities. 

(Henderson, G. n.d) Social media marketing is a marketing approach that involves the 

use of social media websites and application platforms to promote and sell products or services. 

This marketing method is being used in order to increase consumer involvement through numerous 

platforms. Social media has begun to replace traditional media's long-lasting impact on consumers, 

especially the younger generation. Customers' behavior is changing significantly as they become 

more engaged and devoted, and social media marketing is now seen as a key tool for attracting new 

customers. The effect of social media as a marketing medium on Generations X and Y has been 

analyzed (Williams et al., 2010). Gen Z, on the other hand, has been classified as the largest online 

customers since they have been exposed to technology and the internet since birth (Priporas, Stylos, 

& Fotiadis, 2017).  Generation Z has access to more information than any prior generation before 

it. This young generation has been called "screen addictions" or "screenagers" since they have only 
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known a world with continual and fast access to the Internet and social media (MacKenzie et al., 

2012; Wharton University of Pennsylvania, 2015; Williams, 2015).  

From 2019, The world experiences a healthcare pandemic from a virus commonly 

known Covid-19. The pandemic of Covid-19 has unexpectedly become a global challenge as it 

changes almost everything, especially human daily life and economics. People's lives have been 

strongly affected by the Covid-19. plus, the restriction on socializing, people stay isolated from 

each other and limitation of visiting or purchasing in shops. While the governments around the 

World make every effort to respond by bringing forth regulations to prevent the spread of the virus, 

leading people to start going online more than ever before. This pandemic is one of the most 

relentless challenges that businesses have faced in the past century (Hall et al., 2020. As a result, it 

disrupted the buying and shopping habits of consumers along with their consumption patterns 

(Donthu and Gustafsson, 2020; Sheth, 2020; Kim, 2020) lead to the emergence of new habits of 

consuming.  Consumer decision making process has a major change from the Covid-19 because 

people are adapting the new way of shopping and making decisions to purchase.  

 

1.2  Research Problem  

From the journal of customer behavior (volume 19, number 4, winter,2020, pp 299-321) 

that was authorized by (Mason et al.,) was the study on the impact of the pandemic of Covid-19 on 

the customer behavior. The researcher looks into the effect of the pandemic from a novel 

coronavirus on the social media marketing. It was sensible that it is having a significant relationship 

with the changing consumer purchasing behavior (Mason, impress) and also the new experience on 

their purchasing decision.   

People in Thailand have been considerably more influential in online purchase since 

the pandemic broke, resulting in a shift in consumer use of social media during the Covid-19. The 

statistics revealing social commerce purchasing behavior during Covid-19 in Thailand has 

mentioned about the consumer behavior of Thai People on the online distribution during the covid-
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19. It was found the noticeable increasing number in online purchasing at 56% and 62% of them 

were satisfied by that.  In March 2021, it is mentioned that around 45% of the online purchasing 

consumers spent the average of 1.000 THB- 3,000 THB, and most of them are those employed 

people, students that spent at least 2-3 hours daily on searching the product they want to buy on the 

online platform.  

(Digital in Thailand: All the Statistics You Need in 2021 - DataReportal – global digital 

insights2021) Thailand has a total population of 69.88 million people, with 48.59 million internet 

users, or 69.5 percent of the total population. It is also estimated that 55 million people (78.7% of 

the overall population) are active social media users. YouTube is the most popular social media 

network among internet users aged 16 to 64, with 94.2 percent of those in this age range having 

access to it. Facebook, Line, Instagram, and Twitter are among the most popular social media 

platforms. The advertising audience prefers that the market can approach them through social media 

advertisements. The market can reach social media users between the ages of 18 and 24, as well as 

those between the ages of 24 and 34. This age bracket corresponds to the Generation Z consumer. 

As a result, the researcher wishes to discover, what factors influence the online purchasing decision 

process of Gen Z consumers during Covid-19 in Thailand? 

 

Research Question: What factors influence the online purchasing decision process of 

Gen Z consumers during Covid-19 in Thailand? 
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Figure 1.1  Population, Internet users and Active Social Media Users 

Figure 1.2  Most Used Social Media Platforms 
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Figure 1.3  Social Media Advertising Audience Age Range 
 
1.3  Research Objectives  

The aims of this study are as follows: 

To examine the relationship between demographics and the Online Purchasing 

Decision Process of Gen Z Consumer during Covid-19 in Thailand. 

To examine the influence of social media marketing on the Online Purchasing Decision 

Process of Gen Z Consumer during Covid-19 in Thailand. 
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1.4  Conceptual Framework 

Figure 1.4  Conceptual Framework 

 

1.5  Hypothesis of the Study 

The hypotheses are listed as follow: 

H1: The difference in demographic profile will have an influence on the online 

purchasing decision process of Gen Z consumers during Covid-19 in Thailand. 

H2: Social Media Marketing will have an influence on the online purchasing decision 

process of Gen Z consumers during Covid-19 in Thailand. 
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1.6  Population and Sample 

       1.  Sampling Method 

In order to target a specific population sample, non-probability sampling, specifically 

purposive sampling has been used. Purposive sampling is utilized to gain access to a certain subset 

of people, as all questionnaire participants are chosen because they meet a specific profile. This 

sampling method necessitated the researcher's prior knowledge of the study's purpose in order to 

correctly select eligible participants. Specifically, the targeted sample criteria were chosen based 

on educational level, and Gen Z age range.  

       2. Study Variables 

● Independent variables: 

o Demographic (IV1) 

▪ Age 

▪ Gender 

▪ Educational Level  

▪ Income 

o Social Media Marketing (IV2) 

▪ Social Media platform  

▪ Brand Awareness 

▪ Consumer-business interaction 

▪ Influencer Marketing 

● Dependent variables:  Gen Z Consumer Online Purchasing Behavior During 

Covid-19 Purchase decision 

o Identify the product need;  

o Search on product information;  

o Evaluate product alternatives; 

o Purchase,  
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o Express post purchase behavior. 

 

1.7 Definition of Terms  

Social Media Marketing: is the use of social media for marketing to promote company 

products and services. Social media marketing provides companies with a way to connect with 

customers wisely and internationally with existing customers and reach new ones while allowing 

them to promote their desires. 

GEN Z: (Williams et al., 2010). Generation Z refers to the generation that was born 

between 1997- 2012. This generation has been raised on the internet and social media. 

Demographic: Analysis is the study of a population based on factors such as age, race, 

and gender. Demographic data refers to socioeconomic information expressed statistically, 

including employment, education, income, reflect specific geographic regions  

Consumer decision process: is that consumers constantly make decisions regarding the 

choice, purchase, and use of products and services before, during, and after the purchase. This 

decision is not only for consumers themselves but also for marketers. The consumer decision-

making process is broken down into five phases: 

● Identify the product need: Recognizes the necessity for a product or service 

● Searching for information: Information is gathered. 

● Evaluation of Alternatives: Compares options and makes a decision based on the results. 

● Making a purchase: Purchases the item. 

● Post purchase: Consider the purchase consumer made. 

 

1.8  Significance of the Study 

Theoretical contribution 

The findings of this study will contribute to the existing knowledge about how young 

consumers make purchasing decisions that are influenced by social media marketing. It will also 
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address a study gap discovered in regard to online purchase decisions made by university students' 

educational level in the Gen Z age range in Bangkok and the metropolitan area during Covid-19. 

Practitioners’ contribution 

The goal of this research is to assist businesses and enterprises in adopting social media 

marketing to market their products. This research will presumably provide insights on the factors 

that influence consumer purchasing decisions. The findings of this study could also help company 

and marketing professionals decide which social media platform to use, as well as which social 

media marketing approach in order to better understand customer purchase decision process. The 

information presented in this paper should be useful for future research into consumer online 

purchase decisions in similar fields in other countries. 

 

1.9  Organization of the Study 

The research problems, research questions and objectives of this research study are 

introduced in chapter 1 including contributions and limitations. Chapter 2 reviews the uniqueness 

of the information and the definition of each variable. In this chapter a plenty of articles, journals, 

and data from websites has been reviewed and referred to; the demographic profiles that include 

ages, gender, level of education, income and place of living. This chapter is also reviewed on Social 

Media Marketing that include the different platforms of social media, brand awareness, consumer-

business interaction. The dependent variable of the research is the Consumer Online Purchasing 

Decision during Covid-19 in Thailand.  Chapter 3 elaborates the research design and methodology 

where the population, sample, sample size, sampling method, data collection and data analysis is 

mentioned. Chapter 4 is related to the finding of the research topic to examine the influence of 

social media marketing on consumer online purchasing decision process. Chapter 5 is the 

discussion on the finding, implication of the study, limitation and suggestion of the study. 
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CHAPTER  2 

LITERATURE REVIEW 
 

2.1  Introduction 

Laato et al. (2020) give the summary from the research on the effect of pandemic on 

consumer behavior and it is stated that the researchers give a small amount of attention to a 

pandemic’s impact on human consuming behavior. Moreover, the Covid-19 lead to the opportunity 

to gain valuable insight on consumer decision process during the situation where the consumer 

social media behavior has shifted.  

The understanding of this impact of the pandemic on consumer social media behavior 

can bring us to the use of S-O-R Theory (Mehrabian & Russell,1974) and the (Nicosia,1982) 

consumer decision making model). The S-O-R Theory is the study on how the external 

environmental stimuli has an effect on the behavior (Laato et al, 2020; Xu et al., 2014).  The 

theory explains how an external stimuli (S) has an impact on organism (O)leading to a response of 

behavior ®. The impact of Covid-19 is the best example to show how the external stimuli as a virus 

spreading has an impact on the affection and cognitive process and impact on the consumer 

behavior (Kumar et al.,2020).  

The Consumer decision model of Kotler’s is used to criticize the type of change in 
behavior that is caused by the pandemic of Covid-19. The consumer decision process that was 
introduced by (Kotler’s, 2009) consists of 5 five behaviors including: the products need 
identification, product information search, products alternatives evaluation, decision to purchase, 
and post purchase stage. 
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Figure 2.1 5The Decision Making Decision (Kotler’s,2009) 

 

2.2  Independent Variable 1: Demographic Profile  

Gender, age, income level, educational level, and other demographic characteristics 

play a vital influence in the purchase decision process of consumers and can create deviations from 

overall patterns of consumer decision making (Lee, 2005). (International Journal of Education and 

Research Vol. 1 No.11 2013) For analysing buying behavior and customer opinions, demographic 

data is essential. Consumers' behavior and tastes vary according to their age, gender, and 

educational level. According to evidence collected in a study of Slovak customers' brand purchase 

behavior, demographic characteristics have an impact on their sentiments. 

In the 1950s, researchers realized the usefulness of demography in consumer studies. 

(Fisher 1952), (Lyndall ,955), and (Zwick, 1957) all looked at how and if demographic data 

influence customer behavior, and they all concluded that demographic characteristics should be 

included in any consumer behavior model. In the following years, characteristics such as income, 

gender, age, and ethnicity emerged as strong predictors of consumer behavior and other market-

related concerns (Pol, 1999). Men and women act differently, they seek different items, and they 

are likely to prefer and get products in various ways. Consumer behavior is heavily influenced by 

gender. Because the disparities in men and women's expectations, wants, needs, lifestyles, and other 

factors influence their consumption habits (Swarna, 2012). Gender, education, income, and age, for 

example, have been found to differentiate consumers' information search activities in study. Men 

are less likely than women to complain when they are unhappy with a product or service; they also 

do not spread word of mouth.  
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2.3  Independent variable 2: Social Media Marketing 

In recent years the vast amount of online sites is explored by internet users. The 

technology and internet bring people together because it enables access to a variety of digital 

sources of information that are created, initiated, circulated, and consumed by Internet users as a 

way to educate one another about products, brands, services, personalities, and issues (Chauhan & 

Mersid).  In the marketplace the company is now focusing on building the relationship with 

customers to foster long term interaction (Bernoff & Li, 2011). So the brand communication 

through social media helps the brand to foster the engagement between the brand and the loyal 

customer and influence the consumer purchasing behaviors on the product, social media 

communication to engage with loyal consumers and influence consumer perceptions of products 

and publicized information (Brodie et al., 2013). With this social media the business and customer 

can have a strong relationship within one another.  

Social Media is known as the internet base channel that allows users to interact with 

each other. It is also known as a web based- application where users can share contents, 

communicate with family, friends and follow the trend. As for the business, social media is used to 

market and promote its product and to track the feedback, concern of the customer in order to foster 

the business.  With this communication platform, the business can now promote, advertise the 

products and service worldwide to build brand recognition. With social media the business can 

respond to the positive and negative feedback to improve and address the customer dissatisfaction 

in order to maintain the customer trust and confidence. 

Nevertheless, social media marketing is numerously being used to strengthen the brand 

communication with the customer (Knowles et al.,2020). Social media in marketing can be very 

effective at influencing perception of consumers about the product with its promotional message 

and lead to the customer purchase decision (Kumar et al.,2020).  
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        2.3.1  Social Media Platform 

Social media is still the most popular network of online communities this year in 

Thailand. Thai people use social media for many purposes such as following the news, leisure 

activities, to buy and sell products and services. Each social media platform has different 

advantages to different groups of people.  So that the business and social media marketing can 

promote their product on the social media platform. Media groups that have their roots in print 

media and analog television can use social media platforms to expand their reach to different 

demographics (Thailand Media Landscape, 2021).   

During the pandemic of Covid-19 live streaming concerts was a perfect solution for 

fans who were forced to stay home and for the artists struggling to make a living in times of crisis. 

Online selling on social media is also very popular and trendy in Thailand as consumers avoid 

going out to purchase in the physical store. Moreover, many universities launched new 

“marketplace” Facebook groups to allow students and alumni affected by COVID-19 to trade goods 

and services as for example this practice is done by the Dhurakij Pundit University, Bangkok 

Thailand that has created a marketplace for lecturer, staffs and students to sell their products on the 

marketplace page. Besides that, Thais are very into using TikTok. People who are stuck in their 

own home discovered a new way to relax by joining TikTok, which has proved to be capable of 

attracting an opportunity to market the products, service and promotion, advertisement to different 

consumer groups. TikTok is not just popular in Thailand. Global downloads during lockdown also 

soared (Thailand Media Landscape 2021, Competition and survival in the media industry during 

the COVID-19 pandemic). 

        2.3.2  Brand Awareness 

(Hoyer & Brown, 1990) A significantly greater sample (n 462 vs. n 173) was used to 

conduct Hoyer and Brown's (1990) study on the effects of brand awareness on consumer decision 

making. The findings supported that brand awareness is a significant choice approach for 

consumers faced with a novel decision job; and that individuals who are familiar with one brand in 
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a choice set choose fewer brands across a series of product trials. Only very little support was 

discovered for H&B's third conclusion, that in the absence of brand awareness differences, 

customers are more likely to choose the highest-quality product; H&B found only weak support for 

this as well. (Macdonald & Sharp, Brand awareness effects on consumer decision making for a 

common, repeat purchase product: A replication2000).  

The study (Impact of brand awareness and social media content marketing on 

consumers - research gate) was to see if there was a correlation between brand awareness and 

consumer purchase decisions. The data revealed that there is a weak significant positive link 

between brand awareness and consumer purchase decisions. This means that if consumers are well-

informed about a brand, they are more likely to make a purchasing decision since knowledge helps 

them remove their hesitations about the brand. 

 2.3.3  Consumer-Business Interaction  

(2021, Meier) Using social media to post and interact is similar to shouting to all of 

your consumers, or potential customers. What's even more intriguing is that consumers desire to 

communicate with brands through social media. Customers believe that the greatest method to 

engage with them is through social media, according to a recent study by Sprout Social. Businesses 

may use social media to communicate with customers creatively. It can be used to communicate 

with customers regarding problems and concerns, as well as to tell the business's story. Iteration 

through social media marketing can be accomplished by demonstrating exceptional customer 

service, responding faster to demonstrate to consumers that you care, giving updates, and giving 

rewards. 

       2.3.4  Influence Marketing 

In a 2012 interview with Strategic Direction, Schaefer argued that the biggest error a 

marketer can make is to treat the social web like any other type of advertising channel. Well-made 

social media influencer marketing can achieve those things. People follow influencers' lives on 

social media, and when done correctly, influencer marketing appears to be a natural part of their 
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life rather than advertisement. According to Wong (2014), influencer marketing is known as a 

marketing type that finds and targets people who have a lot of power over potential purchasers. 

And yet having an influence is far more than having a lot of followers. It is about the relationship 

among the influencer and his or her followers and the knowledge and experience and reputation of 

the influencer. This study looks at not only how people think about social media influencer 

marketing, but also how trustworthy the influencers are. 

Word of mouth (VOM) is a popular marketing word, especially in today's social age. 

Word of mouth, according to Silverman (2001, 25), is "communication concerning products and 

services between persons who are believed to be independent of the corporate supplying the product 

or service, in a medium that is perceived to be independent of the company." In other words, people 

who are not affiliated with the company comment about the specific business, products, and 

services. A good and bad comment from a friend who is familiar with the product and service is a 

powerful word of mouth in which the consumer can depend on reviews and comments to decide on 

the purchase. 

 

2.4  Dependent Variable:  Consumer Decision Making  

       2.4.1  The decision making process in identifying product need 

(Bruner, 1987) The product need is the first stage of the consumer decision making 

process. When the consumer’s actual desires become varying, the product needs are called up. With 

the S-O-R Theory, it is shown that when there is the external stimuli that is introduced by the 

business in the form of promotional materials, influence from other consumers, packaging design, 

service provided are recorded by the consumer leading to the motivation in seeking for 

supplementary information to solve the need for recognition. The argument that social media can 

be used to activate the product needs of the consumer by applying positive brand communication 

about the product and service (Thota.,2018). For example, the Food panda in Thailand during the 

pandemic of Covid-19. The brand is promoting its service as the delivery application that can solve 
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the problem of people that need to buy food without having to go out buying from the store. On the 

social media platform, food panda introduced a Food panda care concept saying that Protecting 

consumer health is the top priority, with the practice of the highest standards of food hygiene, while 

encouraging the same among our partner restaurants. As the Coronavirus (COVID-19) situation 

concerns all of those who live and work in Thailand, the company went the extra mile to guarantee 

the concern on the health of all customers, riders and employees (Food Panda, Thailand.,2021). 

With this message the Food panda can aim for the consumer preference of its service. 

Macro influencer is one of the modern advertising utilization strategies that can help 

the brand to build the awareness of its business on social media.  This use of the macro influencer 

is that those celebrities or influencers have a huge influence on their social media accounts because 

they have millions of followers (Werts, 2019). The content posted on social media has the potential 

to influence the decision making process of the consumer.  

        2.4.2  The decision making process in searching the information of the product 

The second stage of the decision making process is following the need for recognition. 

In this stage the consumer seeks for the enough information of product and service that is available 

to make a choice. The greater amount and intensity of search of the external information from 

commercial sources, descriptions on the social media post, help the consumer to gather the available 

and quality information. Sometimes consumers can ask to initiate the information from the other 

consumer on their opinion toward the product or service because sometimes the positive brand 

claim that is provided by the marketer can meet the consumer's hesitation, while the views or 

reviews of the product from the other influencer are considered to be more credible and favorable. 

(Jin & Lee, 2014; Sher & Lee, 2009).  

However, the consumer level of involvement is very important for the brand. If the 

customer has a little effort to do the information search it means that the consumer has a low 

involvement need. But if the consumers who are very interested to search for the information mean  

that they have a high consuming involvement in the product during the information search stage 
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because they seek to get the detailed information from various sources. (Cacioppo et al., 1986; 

Beatty & Smith,1987). The high level of involvement can help the brand to increase the spread of 

message so that the buyers and sellers can achieve high quality trading through multiple social 

media platforms (Rambe & Reitumetse., 2017).  

According to an article written by Khun Jirawat Kongkaew on Bangkok Biz News 

website, a marketing research on the topic of ‘Online Influencer’ of 2012 graduate students in 

marketing at CMMU was being proposed and referred to (The online article is in Thai language). 

From the study it results that 56% of consumer purchasing intention is resulted from Social Media 

Influencer followed by the personal sources. According to the same source, Social Media Influencer 

is a forever trend. This trend is growing beautifully in the Thai market so that it is an opportunity 

for the brand to maintain its sales during the Covid-19 by providing the information, reviews on 

social media accounts of the influencers.  

        2.4.3  The decision making process in evaluating the alternatives  

After searching the information, the customer evaluates the product from choices and 

chooses the one product from different alternatives or options. Consumers' attitudes, as well as their 

level of involvement with the product, brand, or broader category, can have a significant impact 

during this stage. If a customer's involvement is high, he or she will examine multiple brands, 

whereas if it is low, he or she will only look at one. Low-involvement purchasing is typically 

common, habitual to some level, and there is normally little difference between brands. There is no 

significant relationship between the buyer and the brand. Promotions are clear and predictable. 

High-involvement purchasing, on the other hand, involves a wide range of products. 

        2.4.4  The decision making process in Purchase decision 

The purchase decision alludes to the ultimate choice or determination made with respect 

to which item to purchase. The act of buying is the final major arrangement, with the customer 

choosing on what to purchase, where to purchase, and how to pay. Purchasing could be a work of 

eagerly, natural impacts and personal circumstances. A few of the impacts that can influence the 
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purchasing activity incorporate the time accessible for decision-making, data accessibility and the 

information availability and the retail environment. The attitude of family and friends and 

unanticipated circumstances such as product accessibility (size, color) and stock-outs may 

moreover constrain a re-evaluation (Kotler and Armstrong, 2014). 

Regardless, the degree to which customers have benefited from such processes has been 

unsatisfactory for many businesses. For example, Halzack (2016) discovered that social media 

accounted for 1.8 percent of online sales in the United States during the 2015 holiday shopping 

season. In any event, it appears natural that as social networking platforms become more significant 

capabilities, their use for purchasing will rise as well. 

In this stage, there is a possibility that the consumer will face the perceived risk that 

is benefits given by that product or service that does not meet what they aimed for. The fact that 

Covid-19 has stopped the consumer’s ability in interacting physically with the staff within the 

physical store and meeting the perceived specialist, there is a solution to it with the application of 

social media marketing that the business implemented. In which social media can bring the 

customer to meet one another without having to contact them physically. So within the Covid-19 

crisis, social media has a critical part in advancing the decision to purchase.  

        2.4.5  The decision making process in post purchasing process 

Within the post-purchase stage consumers evaluate the product’s performance based on 

desires, and reach a state of fulfillment or disappointment. The desire confirmation theory (Oliver, 

1977) clarifies post-purchase fulfillment as a work of desires, perceived performance, and 

affirmation (or disconfirmation) of convictions.  The level of product satisfaction strengthens the 

long term relationship and repeat purchasing of the consumer so call loyal customer (Shemwell et 

al., 1998; Spreng et al.,1996).   

After purchasing, customers can turn to social media to appear off and/or talk about 

their recent purchase. When satisfied, the buyer may turn to social media to advance or support the 

company. For example, in the event that the product may be a luxury brand, the consumer may post 
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to show their possession of the item in order to upgrade their status among peers. In any case, 

consumers can too post their disappointments about the item bought or shopping experience.  

Some business people believe that during the Covid-19 the customer service to be provided to the 

consumer can be poorer compared to the marketplace before the pandemic but (Athwal et.al., 2019) 

argued that there is a way to lower the dissatisfaction by using social media marketing. (Athwal et 

al., 2019) From the source of information has shown that with social media consumers have been 

satisfied with the consumer cognitive and emotional needs. 
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CHAPTER  3 

RESEARCH METHODOLOGY 

 

3.1  Identifying Population and Sample  

       3.1.1  Population  

The researcher aims to study the online purchasing decisions process of Gen Z 

consumers who live in Bangkok and the Metropolitan area. The sample was chosen to represent the 

target core demographic of the university student and those who are newly graduated.  

        3.1.2  Sample and Sample Size  

University students are where the data is collected from. The 400 samples have been 

distributed to the individual university students, who are living in Bangkok and the Metropolitan. 

The response rate was acceptable as expected because the sample get the response from 322 

participants at the rate of 80% 

        3.1.3  Sampling method  

A cross-sectional survey in the form of an online questionnaire, was conducted through 

google form. The purposive sample is the primary method of data collecting. The questionnaire 

was created to provide quantitative data. 

 

3.2  Measurement Items and Validations  

Measurement items consist of IV1, IV2, and DV  

IV1- Demographic profile consist of 7 items of measurement which include 5 multiple 

choices questions and 2 closed-ended questions 

IV2- Social Media Marketing Consist of 8 items of measurement that was divided by 4 

parts which the first part called “social media platform” that consist of 5 items measured by 5 point 
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Likert scale. The second part is called “Brand awareness” and consists of 6 items measured by a 5 

point Likert scale. The third part is called “Consumer-business interaction” consists of 4 items 

measured by a 5 point Likert scale. The fourth part is called “Influence marketing” consisting of 3 

items measured by a 5 point Likert scale. 

DV1-Consumer Purchasing Decision Process consists of 5 items measurement using 5 

points Likert scale in which the statement was created for participants to consider on the purchasing 

decision making during Covid-19 situation in Thailand. 

Likert scale was used to quantify level of agreement on social media marketing and 

online purchasing decision process 

The scale description are as follows (Malhotra, 2015):  

5 = Strongly Agree with the statement 

4 = Agree with statement 

3 = Feel neutral with the statement 

2 = Disagree with the statement 

1 = Strongly disagree with the statement  

According to (Sirirat, 2005) each item is assigned a numerical score, ranging from 1 to 5 as 

follow: 

 Calculate the cutting/ interval score:  = (highest score- lowest score)/ highest score 

      = (5-1)/5 

      = 0.80 

Range score of level of agreement 

 1.00 – 1.80 = Strongly disagreement with the statement 

 1.81 – 2.60 = Disagree with the statement 

 2.61 – 3.40 = Feel neutral with the statement 

 3.41 – 4.20  = Agree with statement 

 4.21 – 5.00 =  Strongly Agree with the statement 
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3.3  Data Collection Content 

Primary Data:  Result of distributing the questionnaire over the purposive sample size 

of 400 individuals lead the researcher to the result of 322 responses 80% response rate). The 

questionnaire was distributed on 18 November 2021 and collected for analysis on 30 November 

2021. 

Secondary Data: using the existing research paper, journal, article to develop the 

conceptual framework. 

 

3.4  Data Analysis Content  

Descriptive statistic: analyze data by looking at the percentage, mean, and standard 

deviation. 

Inferential Statistic: T-test and F-test (ANOVA) was used to test the effect of the 

demographic profile on the online purchasing decision process of Gen Z consumers during Covid-

19 in Thailand. Multiple regression was used to test the influence of social media marketing on the 

online purchasing decision process of Gen Z consumers during Covid-19 in Thailand. The 

confidence level of α =0.05 (Sig. = 0.000 <0.05).   
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CHAPTER  4 

FINDING 
 

 
4.1  Descriptive statistic  

Descriptive statistics consisted of percentage, mean, standard deviation. 

        4.1.1  Demographic Profile 

The total responses that the researcher got is 322 out of 400 samples that were 

distributed. Among the 322 participants there are 310 respondents that are living in Bangkok and 

the Metropolitan area (Figure 6).  Among the 310 participants the majority of 287 respondents at 

the rate of 92.6% are those in the Gen Z age range (Figure 7). Therefore, in this study it is estimated 

that the results of the findings below are based on the response of the people who are living in 

Bangkok and the Metropolitan area, which are in the Gen Z age range. 

 

 

 

 

 

 

Figure 4.1 6The figure shows the majority of respondents are those who live in Bangkok and the 
metropolitan area 
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Figure 4.2 7The figure shows the majority of respondents are those who are in Gen Z age range 

 

 

Variable  Classification   Frequency  Percentage % 

Gender 

   Female    157   50.64% 

   Male    153   49.36% 

   Total    310   100% 

Education 

   High school   18   5.80% 

   Undergraduate   252   81.30% 

   Master    39   12.585 

   PhD    1   0.32% 

   Total    310   100% 

Salary Under 10k    47   15.16% 

 10001-20000baht  109   35.16% 

 20001-30000baht  97    31.29% 

 30001-40000baht  50   16.13% 

 40001-50000baht  3   0.96% 

 Upper 50k baht   4   1.30% 
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 Total    310   100% 

Shopping Type  

 Both    166   53.55% 

 Offline    36   11.61% 

 Online    108   34.84% 

   Total    310   100% 

Descriptive result of respondents on demographic profile 

Summary: Gender: From table 1 it shows that the majority of respondents are female at the rate of 

50.64% while male at 49.36%. Education level: From table 1 it shows that the majority of 

respondents are the undergraduate student at the rate of 81.30% Salary: From table 1 it shows that 

the majority of respondents are those with the salary of between 10,001- 20,000 THB at the rate of 

35.16% Shopping Type: From table 1 it shows that the majority of respondents prefer to shop both 

online and offline at the rate of 53.55% 

 

        4.1.2  Social Media Marketing Descriptive statistic 
 

Variable       Mean   Std. 

Deviation 

 Factor 

Social Media platform  

See brands from social media   4.32    .768

 The content post on Social media platform 4.15    .724 

  Update about the contents    3.98    .782 

 Appropriate content    3.95    .816 

 Promotion     4.06    .778 

Average mean      4.09 

Brand Awareness 
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 Got attached to the brand    4.03    .815 

 Comparing product between brand  3.99    .863 

 Continuously purchasing    3.91    .827 

 Got a lot of brands information   4.01    .798 

 Recommend to the brand    4.02    .836 

Average mean      3.99  

  

Customer-Business Interaction 

 Online chat     4.08    .785 

 Instant customer service    4.03    .793 

 Satisfied with the customer service  3.91    .882 

 Take customer’s feedback seriously to improve 3.91    .859 

Average mean      3.99    

Influencer Marketing 

 Friend recommendation    4.04    .801 

 Review and comment on social media  4.03    .821 

 Got influenced by celebrities    3.39    .886 

Average mean       3.82 

Descriptive result of respondents on social media platform 

 

Summary: The average mean of social media platforms was 4.09 which determined that customers 

agree to this variable. Which determined that the customer agreed to this variable. The average 

mean of the customer-business interaction was 3.99 which determined that the customer agreed to 

this variable. The average mean of the influencer marketing was 3.83 which determined that 

customers agree to this variable. 
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        4.1.3  Online Purchasing Decision Process descriptive statistic 

Variable       Mean   Std. 

Deviation 

Factor 

Consider Online Shopping During Covid-19 

 Go to social media to look for the brand  4.18   .811 

 Search for product information on SM  4.10   .760 

 Compare product on social media   3.95   .845 

 Purchase the particular product on SM  3.99   .798 

 Give feedback on SM after purchasing  3.98   877  

Average mean      4.04 

Descriptive result of respondents on Online Purchasing Decision Making Process 

 

Summary: From table 3 it showed that the average mean of online purchasing decision process 

was 4.04 which determined that customers agree to this variable. 

 

4.2 Inferential Statistic 

 4.2.1 Demographic Profile 

The following is the result from the collected data that examines the influence of demographic 

profile on the online purchasing decision process of Gen Z during Covid-19 in Thailand. The 

finding told the effect of the difference in demographic profile of consumer decision process to 

purchase. One-way ANOVA was used to examine the result.   
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Table 4.1  Inferential Statistic Gender 

 

Result from Simple T test indicate that equal variances are assumed across all five 

dependent variable in relation to gender demographic profile at a Sig.=0.999>0.005 Sig.=.520>0.05, 

Sig.=0.576>0.05, Sig.=0.755>0.005, and Sig.=0.405>0.05. Therefore, the gender that has an 

influence on online purchasing decisions will be rejected. 

 
Table 4.2  Inferential Statistic Education 

 
Result from ANOVA testing indicate that equal variances are assumed across all five 

dependent variable in relation to gender demographic profile at a Sig.=0.564>0.005 

Sig.=.486>0.05, Sig.=0.108>0.05, Sig.=0.197>0.005, and Sig.=0.032<0.05. There was shown to 

be significance between ‘Post Purchase and educational level (Sig. = 0.032 < 0.05), however the 
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other four are not statistically significant therefore the educational level has an effect on purchasing 

decisions’ will be rejected. (statistically significant proof 

 

Table 4.3  Inferential Statistic Salary 

Result ANOVA testing indicate that equal variances are assumed across all five 

dependent variable in relation to salary demographic profile at a Sig.=0.186>0.005 Sig.=.404>0.05, 

Sig.=0.134>0.05, Sig.=0.683>0.005, and Sig.=0.082>0.05. Therefore, the salary gasses an 

influence on online purchasing decisions will be rejected. 
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Table 4.1  Inferential Statistic Shopping Type 

 

Result ANOVA testing indicate that equal variances are assumed across all five 

dependent variable in relation to shopping type at a Sig.=0.000<0.005 Sig.=.005<0.05, 

Sig.=0.005<0.05, Sig.=0.026<0.005, and Sig.=0.010<0.05. All sub variables are statistically 

significant at the P value<0.005. Therefore, the salary has an influence on online purchasing 

decision, will be accepted. 
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Table 4.2  Inferential Statistic Social Media User 

 
Results ANOVA testing indicate that equal variances are assumed across all five 

dependent variables in relation to shopping type at a Sig.=0.000<0.005 Sig.=. 0.000<0.00, 

Sig.=0.000<0.05, Sig.=0.000<0.005, and Sig.= 0.000<0.005. All sub variable is statistically 

significant at the P value<0.005. Therefore, the salary has an influence on online purchasing 

decision will be accepted 

 

 4.2.2  Social Media Marketing 

Social Media Platform 

Multiple Regression will be used to examine the effect of social media platform on following: 
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Table 4.3  Social Media Platform on identify product need 

 
Results from multiple regression testing revealed that identify product needs will be 

affected by the social media platform, as shown in ANOVA identify the product needs is affected 

by the predictors Sig=000<0.05. Coefficient was also found that Social media branding, social 

media content, content update, content appropriation, promotion can explain 31% of variance in 

identify product needs R2=0.318. 

 

 

 

 

 

 



33 

 

 

Table 4.4  Social Media Platform on information search 

 

Results from multiple regression testing revealed that information search will be 

affected by the social media platform, as shown in ANOVA information search is affected by the 

predictors Sig=000<0.05. Coefficient was also found that Social media branding, social media 

content, content update, content appropriation, promotion can explain 30% of variance in 

information search R2=0.308. 

 

Table 4.5  Social Media Platform on Evaluate alternatives 
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Results from multiple regression testing revealed that evaluate alternatives will be 

affected by the social media platform, as shown in ANOVA evaluate alternatives is affected by the 

predictors Sig=000<0.05. Coefficient was also found that Social media branding, social media 

content, content update, content appropriation, promotion can explain 34% of variance in 

information search R2=0.340. 

 

Table 4.6  Social Media Platform on Purchase 

 
Results from multiple regression testing revealed that purchase will be affected by the 

social media platform, as shown in ANOVA purchase is affected by the predictors 

Sig=000<0.05.Coefficient was also found that Social media branding, social media content, content 

update, content appropriation, promotion can explain 32% of variance in information search 

R2=0.327. 
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Table 4.7  Social Media Platform on Post-Purchase 

 
Results from multiple regression testing revealed that post purchase will be affected by 

the social media platform, as shown in ANOVA post purchase is affected by the predictors 

Sig=000<0.05.Coefficient was also found that Social media branding, social media content, content 

update, content appropriation, promotion can explain 36% of variance in information search 

R2=0.361 

 

Brand Awareness 

Multiple Regression will be used to examine the effect of brand awareness on following: 
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Table 4.8  Brand awareness on identify product needs 

 

Results from multiple regression testing revealed that identify product needs will be 

affected by the brand awareness, as shown in ANOVA identify the product needs is affected by the 

predictors Sig=000<0.05. Coefficient was also found that attached to the brand, brand comparison, 

brand information, continually purchase, WOM can explain 27% of variance in information search 

R2=0.276 

 

Table 4.9  Brand awareness on information search 
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Results from multiple regression testing revealed that information search will be 

affected by brand awareness, as shown in ANOVA information search is affected by the predictors 

Sig=000<0.05. Coefficient was also found that attached to the brand, brand comparison, brand 

information, continually purchase, WOM can explain 25% of variance in information search 

R2=0.254. 

 

Table 4.10  Brand awareness on evaluate alternatives 

 

Results from multiple regression testing revealed that evaluate alternatives will be 

affected by the brand awareness, as shown in ANOVA evaluate alternative is affected by the 

predictors Sig=000<0.05. Coefficient was also found that attached to the brand, brand comparison, 

brand information, continually purchase, WOM can explain 30% of variance in information search 

R2=0.301. 
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Table 4.11  Brand awareness on purchase 

 

 
Results from multiple regression testing revealed that purchase will be affected by the 

brand awareness, as shown in ANOVA purchase is affected by the predictors Sig=000<0.05. 

Coefficient was also found that attached to the brand, brand comparison, brand information, 

continually purchase, WOM can explain 32% of variance in information search R2=0.281. 
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Table 4.12  Brand awareness on post purchase 

 
Results from multiple regression testing revealed that post-purchase will be affected by 

the brand awareness, as shown in ANOVA post purchase is affected by the predictors 
Sig=000<0.05. Coefficient was also found that attached to the brand, brand comparison, brand 
information, continually purchase, WOM can explain 30% of variance in information search 
R2=0.302. 
 

Customer Business Interaction 

Multiple Regression will be used to examine the effect of customer business interaction on 

following: 
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Table 4.13  Customer-business interaction on identify product needs 

 

Results from multiple regression testing revealed that identity product needs will be 

affected by the customer-business interaction, as shown in ANOVA identifying the product needs 

is affected by the predictors Sig=000<0.05. Coefficient was also found that online chat, instant 

customer service, customer service satisfaction, and improvement with customer feedback can 

explain 25% of variance in information search R2=0.253. 

 

Table 4.14  Customer-business interaction on information search 
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Results from multiple regression testing revealed that information search will be 

affected by the customer-business interaction, as shown in ANOVA information search is affected 

by the predictors Sig=000<0.05. Coefficient was also found that online chat, instant customer 

service, customer service satisfaction, and improvement with customer feedback can explain 25% 

of variance in information search R2=0.253. 

 

Table 4.15  Customer-business interaction on evaluate alternation 

 
Results from multiple regression testing revealed that evaluate alternation will be 

affected by the customer-business interaction, as shown in ANOVA evaluate alternative is affected 

by the predictors Sig=000<0.05. Coefficient was also found that online chat, instant customer 

service, customer service satisfaction, and improvement with customer feedback can explain 28% 

of variance in information search R2=0.286. 
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Table 4.16  Customer-business interaction on post purchase 

 
Results from multiple regression testing revealed that post purchase will be affected by 

the customer-business interaction, as shown in ANOVA post purchase is affected by the predictors 

Sig=000<0.05. Coefficient was also found that online chat, instant customer service, customer 

service satisfaction, and improvement with customer feedback can explain 29% of variance in 

information search R2=0.292. 

 

Table 4.17  Customer-business interaction on purchase 
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Results from multiple regression testing revealed that purchase will be affected by the 

customer-business interaction, as shown in ANOVA purchase is affected by the predictors 

Sig=000<0.05. Coefficient was also found that online chat, instant customer service, customer 

service satisfaction, and improvement with customer feedback can explain 27% of variance in 

information search R2=0.273. 

 

Influencer Marketing 

Multiple Regression will be used to examine the effect of influencer marketing on following: 

 
Table 4.18  Influencer marketing on identify product needs 

 
Results from multiple regression testing revealed that identity product needs will be 

affected by the influencer marketing, as shown in ANOVA identifying the product needs is affected 
by the predictors Sig=000<0.05. Coefficient was also found that friend recommendation, reviews 
and comment on social media, and celebrities can explain 24% of variance in information search 
R2=0.244. 
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Table 4.19  Influencer marketing on information search 

 
Results from multiple regression testing revealed that information search will be 

affected by the influencer marketing, as shown in ANOVA information search is affected by the 
predictors Sig=000<0.05. Coefficient was also found that friend recommendation, reviews and 
comment on social media, and celebrities can explain 24% of variance in information search 
R2=0.241. 

 
Table 4.20  Influencer marketing on evaluate alternative 
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Results from multiple regression testing revealed that evaluate alternatives will be 
affected by the influencer marketing, as shown in ANOVA evaluate alternative is affected by the 
predictors Sig=000<0.05. Coefficient was also found that friend recommendation, reviews and 
comment on social media, and celebrities can explain 25% of variance in information search 
R2=0.258. 

 
Table 4.21  Influencer Marketing on Purchase 

 
Results from multiple regression testing revealed that purchase will be affected by the 

influencer marketing, as shown in ANOVA purchase is affected by the predictors Sig=000<0.05. 
Coefficient was also found that friend recommendation, reviews and comment on social media, and 
celebrities can explain 24% of variance in information search R2=0.248 
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Table 4.22  Influencer marketing on post purchase 

 
Results from multiple regression testing revealed that purchase will be affected by the 

influencer marketing, as shown in ANOVA purchase is affected by the predictors Sig=000<0.05. 
Coefficient was also found that friend recommendation, reviews and comment on social media, and 
celebrities can explain 27% of variance in information search R2=0.278 
 
H2 Testing Summary:  consumer purchasing decisions during Covid-19 in Thailand are affected 

by social media marketing 

 

Influence of Social Media Marketing on the online purchasing decision process of Gen Z 

consumers 

During Covid19 in Thailand 

 Social Media Platform               R2        Sig      Meaning 

I decided to go to social media after identifying the product needs.  0.318 0.000   Some 

Influence 

Social media marketing help get a precise information about the brand 0.308 0.000   Some 

Influence 
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Social media marketing helped to easily evaluate the product alternatives  0.340 0.000   Some 

Influence 

Social media marketing led me to purchase a particular brand  0.327 0.000   Some 

Influence 

Express post purchase on the brand on social media   0.361 0.000   Some 

Influence 

The influence of social media platform 

 

Influence of Social Media Marketing on the online purchasing decision process of Gen Z 

consumers 

During Covid19 in Thailand 

 Brand Awareness               R2        Sig      Meaning 

I decided to go to social media after identifying the product needs.  0.276 0.000   Some 

Influence 

Social media marketing help to a precise information about the brand 0.254 0.000   Some 

Influence 

Social media marketing helped to easily evaluate the product alternatives  0.301 0.000   Some 

Influence 

Social media marketing led me to purchase a particular brand  0.281 0.000   Some 

Influence 

Express post purchase on the brand on social media   0.302 0.000   Some 

Influence 

The influence of brand awareness 
 

Influence of Social Media Marketing on the online purchasing decision process of Gen Z 

consumers 

During Covid19 in Thailand 



48 

 

 

 Customer-Business Interaction               R2        Sig      

Meaning 

I decided to go to social media after identifying the product needs.  0.253 0.000   Some 

Influence 

Social media marketing help to get a precise information about the brand 0.253 0.000   Some 

Influence 

Social media marketing helped to easily evaluate the product alternatives  0.286 0.000   Some 

Influence 

Social media marketing led me to purchase a particular brand  0.273 0.000   Some 

Influence 

Express post purchase on the brand on social media   0.292 0.000   Some 

Influence 

The influence of customer business iteration 

Influence of Social Media Marketing on the online purchasing decision process of Gen Z 

consumers 

During Covid19 in Thailand 

 Influencer Marketing               R2        Sig      Meaning 

I decided to go to social media after identifying the product needs.  0.244 0.000  Some 

Influence 

Social media marketing help to get a precise information about the brand 0.241 0.000   Some 

Influence  

Social media marketing helped to easily evaluate the product alternatives  0.258 0.000   Some 

Influence 

Social media marketing led me to purchase a particular brand  0.248 0.000   Some 

Influence 

Express post purchase on the brand on social media   0.278 0.000  Some 

InfluenceThe influence of the influencer marketing 
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CHAPTER 5 

DISCUSSION 
 

5.1  Conclusion 

The aim of this study was to examine the factors affecting the online purchasing 

decision process of Gen Z consumers during Covid-19 in Thailand. 

This lead to development of conceptual framework of the study with the hypothesis as follows: 

H1: The demographic Profile will have effect on the online purchasing decision process during 

Covid-19 in Thailand. 

H2: Social Media marketing will have an effect on the online purchasing decision process during 

Covid-19 in Thailand. 

According to the descriptive statistics, the research illustrates that the majority of 

respondents are the Gen Z customer, who are university students living in Bangkok and the 

metropolitan area. We see that most Gen Z customers who need to buy products to use in their 

everyday life during Covid-19 pandemic are likely to shop at online shops instead of offline shops. 

Large number of those who bought from online shops are females.   In terms of social media, the 

research illustrated that, the average mean of social media platforms was 4.09 which determined 

that customers agree to this variable. which determined that the customer agreed to this variable. 

The average mean of the customer-business interaction was 3.99 which determined that the 

customer agreed to this variable. The average mean of the influencer marketing was 3.83 which 

determined that customers agree to this variable. 

According to the inferential statistic, the research illustrates that educational level, 

salary, and gender does not have an influence on the online purchasing decision process as all the 

factors in each factor are not statistically significant at the P value of 0.05. But social media 
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marketing showed its influence on the online purchasing decision process at the P value of 0.05 

(Sig. = 0.00 < 0.05). 

Based on the findings from the descriptive statistic and the inferential statistic the 

researcher could conclude that During Covid-19 in Thailand the Gen Z consumers are not affected 

by the salary, the education level and the gender. The Gen Z Consumers were only influenced by 

social media marketing. All factors in the social media marketing including, social media platform, 

brand awareness, customer business interaction, and influencer marketing on the online purchasing 

decision process are statistically significant Sig.=0.000>0.05 

 

5.2 Recommendation 

From the conclusion, the research recommended that the brand businesses and 

enterprises should take social media marketing seriously to marketing the products, service in the 

digital market during Covid-19 in Thailand. The can market its product services on a variety of 

social media platforms, building brand awareness, strengthening the customer-business interaction, 

using the influencer marketing to attract the customer. 

 

5.3 Limitation of Scope of the study 

The scope of this research has specified the subset of the population residing in 

Bangkok and the Metropolitan area. A purposive sampling method has been implemented to 

ascertain an accurate representation of the desired core demographic of Gen Z age range. This 

sampling method is also known as the judgmental, selective or subjective sampling, in which the 

researcher relies on own judgment to choose the member of the population to participate in the 

online questionnaire platform. Two independent variables have been considered for potential 

sources of influence on the purchasing decision process. The two independent variables include: 

differences in demographic profiles of respondents and the influence of social media marketing 

such as, Social Media platform, Brand Awareness, Consumer-business interaction, and influencer 
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marketing. The dependence variable is the consumer purchasing decision process is affected by the 

two independent variables mentioned above. It is broken down into five phases such as Identify the 

product need, searching for information, Evaluation of Alternative, Making a purchase, and Post 

purchase. 

The Limitation of the study is relatively big sample size, and the use of a purposive 

sampling technique has the potential to limit the study to some extent. The limitation of this study 

leaves room for future studies pertaining to the same area of research could potentially broaden the 

scope of respondents and data by increasing the sample size, or the geographic location of the study. 
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APPENDIX A 

Questionnaire 

 

 The Influence of Social Media Marketing on the Online Purchasing Decision Process of 

Gen Z Consumers During Covid-19 in Thailand  

 The questionnaire is a partial fulfilment of the requirements for the Degree of Master in 

Business Administration (English Program) concentration in Marketing in Digital Era, College of 

Innovative Business and Accountancy(CIBA), Dhurakij Pundit University. This questionnaire is 

related to " The Influence of Social Media Marketing on the Online Purchasing Decision Process 

of Gen Z Consumers During Covid-19 in Thailand ". The response is confidential data and will be 

used for educational purposes only. Please kindly answer all of the questions based on your stand. 

 

Do you live in Bangkok and the Metropolitan Region? 

◯ Yes 

◯ No (To finish the questionnaire) 

 

Part I : Demographic Profile 

There are 7 questions in this part. Please choose the answer that best describes your profile. 

 

Gender 

 ◯ Male 

 ◯ Female 

Age 

 ◯ 9-26 Years Old (Gen Z) 

 ◯ 27- 44 Years Old (Gen Y) 



61 

 

 

 ◯ 45-55 (Gen X) 

 ◯ 56- 75 (Boomers) 

Education Level 

 ◯ High School 

 ◯ Undergraduate 

 ◯ Master's Degree 

 ◯ PhD's Degree 

How much do you own per month? 

 ◯ Under 10,000 THB 

 ◯ 10,001 THB - 20,000 THB 

 ◯ 20,001 THB - 30,000 THB 

 ◯ 30,001 THB- 40,000 THB 

 ◯ 40,001 THB - 50,000 THB 

 ◯ Above 50,000 THB 

How do you prefer to Shop during Covid-19? 

 ◯ Online 

 ◯ Offline 

 ◯ Both 

Are you a social media user? 

 ◯ Yes 

 ◯ No 
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Does social media marketing help you with the decision to purchase? 

 ◯ Yes 

 ◯ No 

 

Part II: Social Media Marketing 

Please rate the following statements, which you think best relevant to your stand by using the 

following scale: “5” Strongly agree, “4” Agree, “3” Neutral, “2” Disagree, “ 1” Strongly disagree. 

There are 18 questions in this part. 

 

2.1 Social Media Platform Level of Agreement 

5 4 3 2 1 

I can see a lot of marketing campaigns 

(advertisement, posts, review) by the 

brand on social media platforms. 

◯ ◯ ◯ ◯ ◯ 

The content are posted on every social 

media platform 
◯ ◯ ◯ ◯ ◯ 

The brand usually updates its contents 

(post, pictures,video, etc.) 
◯ ◯ ◯ ◯ ◯ 

The contents (post,advertisement, 

reviews) are appropriated to me. 
◯ ◯ ◯ ◯ ◯ 

I can see promotion of product and 

services on social media 
◯ ◯ ◯ ◯ ◯ 
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2.2  Brand Awareness Level of Agreement 

5 4 3 2 1 

I got attached to the brand by its social 

media marketing. 
◯ ◯ ◯ ◯ ◯ 

I can compare the products of different 

brands by looking at their social media 
◯ ◯ ◯ ◯ ◯ 

I get a lot of information about the 

brand from their social media 
◯ ◯ ◯ ◯ ◯ 

I continuously purchase the products 

from the brand every time they 

introduce a new product on the social 

media platform. 

◯ ◯ ◯ ◯ ◯ 

I make a review and leave a comment 

on the brand’s official social media 

platform. 

◯ ◯ ◯ ◯ ◯ 

I recommend my friend to look at the 

contents and information about the 

brand on social media. 

◯ ◯ ◯ ◯ ◯ 
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2.3 Consumer-Business Interaction Level of Agreement 

5 4 3 2 1 

There is an online-chat or conversation 

between the brand and me on social 

media platforms.. 

◯ ◯ ◯ ◯ ◯ 

On social media the customer service is 

very instant. 
◯ ◯ ◯ ◯ ◯ 

The customer service of the brand on 

social media gives a good shopping 

experience for the customer. 

◯ ◯ ◯ ◯ ◯ 

The brand takes customer’s review and 

comments seriously to improve their 

service on social media 

◯ ◯ ◯ ◯ ◯ 

 

 

2.4 Influencer Marketing Level of Agreement 

5 4 3 2 1 

I got influenced by my friends to go to 

the brand social media platform to look 

for the information 

◯ ◯ ◯ ◯ ◯ 
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I got influenced to purchase the product 

from reading good reviews and 

comments on social media 

◯ ◯ ◯ ◯ ◯ 

I got influenced to purchase the product 

by the influencer or celebrities from 

their official social media account 

◯ ◯ ◯ ◯ ◯ 

 

Part III: Consumer Purchasing Decision 

Please rate the following statements, which you think best relevant to your stand by using the 

following scale: “5” Strongly agree, “4” Agree, “3” Neutral, “2” Disagree, “ 1” Strongly disagree. 

There are 5 questions in this part. 

Considering your purchase decision 

making during Covid-19 situation in 

Thailand 

Level of Agreement 

5 4 3 2 1 

I decided to go to social media after 

identifying the product needs. 
◯ ◯ ◯ ◯ ◯ 

Social media marketing help me to get 

a precise information about the brand] 
◯ ◯ ◯ ◯ ◯ 

Social media marketing helped me to 

easily evaluate the product alternatives. 
◯ ◯ ◯ ◯ ◯ 

Social media marketing led me to 

purchase a particular brand . 
◯ ◯ ◯ ◯ ◯ 



66 

 

 

I express a post purchase engagement 

on the brand social media platforms by 

showing the satisfaction or 

dissatisfaction on review and comment. 

◯ ◯ ◯ ◯ ◯ 
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