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CONSUMERS DECISION TO BUY IMPORTED COSMETICS
IN SAMUTPRAKAN PROVINCE
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ABSTRACT

The objectives of this study were to 1) study the demographic factors affecting
consumers decision to buy imported cosmetics in Samut Prakan Province. 2) study the factors
of marketing mix that affecting consumers decision to buy imported cosmetics in Samut
Prakan Province. 3) study the decision to buy imported cosmetics of consumer in Samut
Prakan Province. and 4) study the relationship between the marketing mix factors and the
purchasing decision of imported cosmetics of consumers in Samut Prakan Province. The
sample group used in this study was 400 people. The research instrument was a questionnaire.
The statistics used in the research were frequency, percentage, mean, standard deviation, t-
test, F-test (One-Way ANOVA) and Pearson Correlation Coefficient.

The results of the study showed that most of respondents were female, aged between
21-30 years, single status, and private company employees, Bachelor’s degree, average
monthly income 10,001-20,000 baht. The factors of marketing mix affecting consumers
purchasing decision of imported cosmetics in Samut Prakan Province were a high level
overall. The consumers decision to buy imported cosmetics Samut Prakan Province overall
was at a high level. The results of the hypothesis testing revealed that demographic factors of
age, occupation, education and average monthly income affecting the decision to buy
imported cosmetic of consumers in Samut Prakan Province differences were statistically
significant at .05 while gender and status did not differ. The overall marketing mix factors
of each aspect correlated with consumers in Samut Prakan Province at a moderate level and

in the same direction.

Keywords: Consumers decision, imported cosmetics, Marketing Mix
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