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Abstract:
The purpose of this research was to study social media exposure and online clothes buying
behavior. Quantitative research consisting of 400 samples was employed to those who had at least 1
year experience on online buying clothes via social media exposure in Bangkok Metropolitan. Data
was collected through online questionnaires with convenience sampling method. The results
revealed that most of  the  respondents  were female,  aged between 26 - 35 years old , held
bachelor degree ,
      had marital status of single , were private firm’s  employees     and earned    monthly
income between 10,001 - 15,000 Thai baht. They made their own purchase via online shops via
Facebook for latest collection. Their purchase decision making was influenced by online products
reviews.  The important step of buying process  was information searching about  products on social
network. The hypothesis testing results showed that different demographic factors led to different
decision making procedures on clothes online buying through social media.  The difference in
demographic factors also affect social media exposure behavior at a statistical significance level of
0.05.
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