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The objective of this research is to study the effect on consumer
decisions of advertising men’s skin care products in print media: (1) the
nature of the consumers toward purchasing decision; (2) the relation between
presenters’ components advertised in print media and purchasing decision;
and (3) the relation between the form of advertisement in print media and
purchasing decision. The instrument for the analysis was an opinion survey
using a questionnaire. The samples were 400 males, age between 20-34, in the
area of Patumwan, Jatujak, Prakhanong, and Ratburana, selected randomly
and proportionally according to the number of consumers in each area.
Statistical methods used for data analysis included frequency and percentage.
Also one-way analysis of variance, the pair analysis of LSD (least significant
difference) and Pearson’s product-moment correlation coefficients, were used
for hypothesis testing.

The findings are as follows:

The nature of consumers differentiated by age, level of education,
profession, personal monthly earning? and consumption of men’s skin care
products affects the purchasing decision with the differences at 0.05 level.
The relation between the components of presenters and the purchasing
decision showed the differences at 0.05 level. Also, the differences between
the form of advertisement in print media and purchasing decision are at the
level of 0.05. It can be concluded that these factors affect or show a tendency
for consumers’ purchasing decision.

Moreover, the advertisements in print media are important sources of
information in making decision. Since the advertisement is compared with a
double-edged sword, consumers should consider carefully the benefits of the
products iristead of “ir‘lerely following fashions and trends in order to escape

from the lure of the advertisement.





