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The objectives of this research were to study demographic
characteristics and consumer behavior of cosmetic buyers in direct sales
business, to étudy marketing mix that has influence on consumer buying
decision, to study relations of demographic characteristics and buying
behavior and to study relationship of marketing mix and buying behavior
regarding brand name selection of the consumers. Target group used in this
research was 400 female who were 18 years or above residing in Bangkok
area and using or used to use cosmetics from direct sales business.
Questionnaires constructed by the researcher were research tools used collect
data. Statistics used in this research were percentage, mean and standard

deviation with Chi-square to test the findings.
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The research found that majority of the consumers were between 26-33
years old, higher numbers of single than married persons, graduated with
Bachelor’s Degree, being private sector employees and earning lower than
10,000 Baht per month.

The most favorite brand name of cosmetics from direct sales was
Mistine and was bought from sales women or sales representatives of the
company. The product bought by the consumers was to replenish the used up
one. Peers and work colleagues had high influential effect in making decision
to purchase. The reasons for purchasing cosmetics from direct sales business
were to promote personality, self-reliance and confidence of the buyers. The
product was bought 300-600 Baht each time by accessing information from
sales women or the company sales representatives.

The factors affecting decision making to purchase cosmetics from direct sales
business were produét quality such as production date and expiry date, safety
feature of the product such as non-allergic side affect, price must be worth for
its quality and quantity, fast process to deliver product and to deliver on time,
mass media from persons such as sales women or company sales
representatives and peers and TV.

Furthermore, this research supported the assumption as specified that
the demographic characteristics namely ages, marital status, educational level,
occupation and income had relationship with to buying behavior of direct
sales cosmetic. The marketing mix factors namely product, price place and
promotion also had relationship with buying behavior regarding brand name

selection of the consumers.





