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The aim of this research of effects of cosmetic advertising on tv toward
purchasing selection is to study 1) the relationship of demography to the decision
on the part of female students in public universities to buy skin-care products;
2) the relationship between the characteristics of television commercial presenters
and the decision of female students in public universities to buy skin-care
products; 3) the relationship between the various forms of television commercials
and the decision of female students in public universities to buy skin-care
products; and 4) the relationship between the price and quality of the products
and the decision on the part of female students in public universities to buy

skin-care products. This paper is in the form of a quantitative research study
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that surveys the opinions of the target population using a questionnaire as a tool
to collect data. The population consisted of female students, in the first to the
fourth year, studying in the fields of mass communication and social science in six
public universities: Srinakhérinwirot, Kasetsart, Thammasat, Chulalongkom, King
Mongkut’s University of Technology Thonburi and Silpakorn. The random
sampling was done in proportion to the number of students in each university,
‘totaling 400 students. The data analysis was conducted through descriptive
statistics, 1.e. ﬁequgncy, percentages, and means. The statistics presented were
compiled by means of a one-way ANOVA, multiple comparison and coefficient
correlation. The findings were as follows.

The different demographics of female students7 i.e. age, year of study,
family income per month, personal income per month exerted different effects
on the decision on the part of female students in public universities to buy
skin-care cosmetics at a statistically significant level of 0.05.

Other different types of demographic factors of female students, i.e.
religion, complexion, the use and non-use of cosmetics, fields of study and the
educational institutions they attended did not yield any difference in terms of
the decision to purchase skin-care products. The different characteristics of
television commercial presenters exerted a different effect on the decision of
female students in public universities to buy skin-care cosmetics at a statistically
significant level of 0.05. The different forms of television commercials had a
different effect on the decision of female students in public universities to buy

skin-care products at a statistically significant level of 0.05. This means that
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all these factors affected the decision of consumers to buy or think of buying
skin-care cosmetics.

Moreover, the research findings indicated that, overall, television
commercials affected the decision of the population of female students to buy
skin-care cosmetics because they were the important source of advertising
influencing the decision to buy the products. Advertisements are like a double-
edged sword; television commercials need to be approached with care. In
other words, for each purchase, the greatest benefits to be reaped from the
products must be taken into consideration. Products should not be purchased
simply to keep up with the latest trend. This will make the consumer to avoid

being tempted to buy the products because of television commercials.





