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ABSTRACE

The objective of this research was to study the buying product behavior of cosmetics product
choices that influence the decision-making process of cosmetics products through YouTube advertising of
young generations (Gen Z). A sample was selected from 400 by using the Taro Yamane Formula young
generations aged 18-25 years, or students of Silpakorn University, Phetchaburi campus who used to watch
YouTube advertising to help their buying decision for cosmetics products. The data collection instrument

was an online survey and analyzed by statistic using multiple regression analysis.

The results of this study found that the content factors of media were the most influencing factor
in buying decisions for cosmetics products through YouTube advertising among the younger generation
(Gen Z). Second, it was marketing promotion factors and consumer factors respectively by considering the

multiple regression analysis.

Keywords: consumer factor, marketing promotion factor, content factor of media
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