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This investigation is concerned with how cosmetic product advertising
on television (TV) affects product selection by selected females in Bangkok.
To this end, the researcher ascertains the demographic characteristics of these
purchasers as they impinge upon selecting skin care products. Also considered
is the use of presenters in such TV commercials and the buying habits of the
aforesaid subjects. The researcher additionally discusses the relationship
between the style of presentation of skin care commercials on TV vis-a-vis the
- buying habits of the subjects under investigation. Finally, taken into account
are the relationships between the quality and price of skin care products and

the buying habits of the subjects being studied in this investigation.
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This investigation proceeded by an application of quantitative research,
inasmuch as a survey of the apposite opinions of subjects was conducted by
means of a questionnaire, the instrument of research used to collect data.

Selected by means of the technique of random sampling, the sample
population was comprised of 400 females between the ages of fifteen and
thirty domiciled in eight districts of Bangkok. These districts were Bang
Kapi, Bueng Kum, Suan Luang, Bang Khun Thian, Phaya Thai, Taling Chan,
Din Daeng and Lat Phrao.

The techniques of descriptive statistics used to analyze, formulate and
tabulate the data obtained were frequency, percentage and mean. The
techniques of inferential statistics used to test the hypothesis postulated for
this thesis were one-way analysis of variance (ANOVA), multiple
comparison, and coefficient correlation.

Findings are as follows:

The demographical characteristics of occupation and monthly income
of the subjects of investigation affect the pﬁrchase of skin care products at the
statistically significant level of 0.05. However, the demographic characteristics
of age, educational level, race and'religion do not bear statistically significant
affects at the 0.05 level on the purchase of skin care products by these female
subjects.

The presence of different presenters of skin care products on TV
commercials does not affect choices of skin care products by those investigated

at the statistically significant level of 0.05. Nonetheless, the style in which these
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skin care products are presented on TV commercials does bear a statistically
significant influence on the purchasing behavior of the subjects at the 0.05
level. Price differentials, however, have no affects on product choices made
by the subjects at the statistically significant level of 0.05, just as is the case
with quality differentials.

On the other hand, the researcher was able to determine that TV
commercials advertising skin care products affected the purchasing behavior
of the subjects of investigation. This is because it is the main source of
information the subjects have in regard to skin care products. Inasmuch as the
products can be beneficial or harmful to consumers as the case may be, both
manufacturers and advertisers should exercise due caution so that accurate

and appropriate information is conveyed to these consumers.





