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Presenter influence Lisa Blackpink to consumers' purchasing decisions in

Bangkok and vicinity.
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Independent study Presenter influence Lisa Blackpink to consumers' purchasing
decisions in Bangkok and vicinity.
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Abstract

This independent study aims to study 1) the influence of Lisa Blackpink as a product
brand presenter 2) consumer behavior in deciding to purchase products at Lisa Blackpink
being a presenter and 3) marketing mix factors affecting the decision to buy products from
the brand at Lisa Blackpink being a presenter. The data was collected using a questionnaire
from a group of product buyers at Lisa Blackpink being a presenter for 400 samples who are
living in Bangkok and surrounding areas. Statistics used in the research include frequency,
percentage, mean, standard deviation. and test the hypothesis using t-test statistics, One-
way anova and multiple regression equations

The study found that 1) the overall marketing mix factor satisfaction is at the highest.
2) Respondents with different consumer behavior included by reason of purchasing, product
type, purchase channel, purchase time, purchase frequency and influencing people of
purchasing had different influential individuals to purchase Lisa Blackpink being a presenter
product at a statistically significant level of .05. and 3) marketing mix factors included by
products, prices, and promotions influence consumer’s purchasing decisions for purchasing
product which had Lisa Blackpink being as a presenter in Bangkok and its surrounding areas

at a statistically significant level of .05.

Keywords: Marketing mix, Purchasing decision, Lisa Blackpink
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