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This thesis investigates (1) differences in demographical characteristics
affecting decision making in purchasing male skin care products by
consumerls in Bangkok Metropolis. Additionally, (2) investigated are
marketing mix factors affecting the decisions made to purchase male skin care
products by the consumers under study.

Using the two-stage sampling technique in this survey research
investigation, the researcher selected a sample population consisting of 400
male consumers in Bangkok Metropolis who have bought and used male skin

care products and who were between the ages of fifteen and sixty.
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Techniques of descriptive statistics used in the analysis of the data
collected were frequency, percentage, mean and standard deviation. Factor
analysis was employed to locate the grouping of variables through applying
the techniques of principal component extraction and varimax orthogonal
rotation in order to isolate independent factors.

Hypothesis testing was conducted by an application of the F test
technique in order to test the differences between the means of more than two
sample groups. In cases in which differences were found at a statistically
significant level, the least signiﬁcant difference (LSD) multiple comparison
method was used. Multiple regression analysis was used to analyze the
relationships between free variables and dependent variables through an
application of the method of stepwise multiple regression analysis.

Findings are as follows:

Most of the consumers studied were between the ages of twenty and
thirty and were holders of a bachelor’s degree. They work as company
employees and have an average monthly income between 10,001 and 20,000
baht. More than half of them were single.

In respect to the relationships between consumer characteristics and the
purchasing decision process, the researcher found that differences in
demographical characteristics were paired with concomitant differences in the
purchasing decision process used in purchasing male skin care products at the

statistically significant level of 0.05.
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In conducting multiple regression analysis using marketing mix factors
as predictor variables, the researcher could forecast opinions regarding
marketing mix that influenced the purchasing decision process for male skin
care products in an overall picture at 50.6 percent.

Moreover, opinions regarding marketing mix that influenced the
purchasing decision process for male skin care products in each step could be
predicted at the statistically significant level of 0.05 as follows:

1. The step of problem recognition was predictable at 29.4 percent.

2. The step of data searching (by inquiry) was predictable at 28.8
percent.

3. The step of data searching (by searching) was predictable at 35.4
percent.

4. The step of alternative evaluation was predictable at 30.3 percent.

5. The step of the purchasing decision (due to product) was predictable
at 29.3 percent.

6. The step of purchasing decision (due to sales promotion) was
predictable at 31.7 percent.

7. The step of post-purchase behavior was predictable at 24.6 percent.





