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In this thesis, the researcher investigates the cosmetics purchasing
behaviors of metrosexuals in Bangkok Metropolis.

The sample population consisted of 400 metrosexuals who
continuously purchased cosmetics over a period of two months or more and.
who had purchased at least four products.

The instrument of research was a questionnaire constructed by
reference to the conceptual framework of behavioral theory. The
questionnaire had sections devoted to demographical characteristics, attitudes
toward the use of cosmetics, the presence of inclinations toward the re_ference
group of the respondents, and perceptions of behavioral control, experience,

and intention in purchasing cosmetics.
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Using techniques of descriptive statistics, the researcher analyzed the
data obtained in terms of percentage, mean and standard deviation, Using the
Statistical Package for the Social Sciences (SPSS) computer program, the
researcher additionally applied the structural equation model and the partial
least squares-graph (PLS-Graph) technique to the treatment of the data.

Findings are as follows:

Most of the consumers under study were single, between the ages of
twenty-five and thirty-four, were employed by private companies, were
holders of a bachelor’s degree, and had a monthly income between 20,001
and 30,000 baht.

In respect to the cosmetics used by the members of the sample
population, the researcher found that they utilized skin care products and
products that would put them to good effect at social gatherings. In selecting
cosmetics, the subjects most frequently judged products in terms of the
factors of quality and effectiveness.

In the analysis of factors involved in the cosmetic purchasing
behaviors of the subjects, the researcher found that the factors of attitude, an
inclination to one’s referential group, perceptions of the capacity for
behavioral control, experience, and the intention to purchase cosmetics
overall affected cosmetics purchasing behaviors at 18.70 percent.

When considering the value of the influences affecting cosmetics
purchasing behaviors, it was found that the factor of intention influenced

cosmetics purchasing behaviors. The factor influencing the intention to

purchase cosmetics at the highest level was an inclination toward one’s
referential group. Next, in descending order, were the perceptions of

behavioral control and experience in having purchased cosmetics.





