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The purpdse of this research was threefold: first, to study the customers’
behavior in purchasing herbal cosmetics; second, to study the coﬁsumcrs’
behavior in purchasing or using the services of Sarolux herbal cosmetics as
classified by population characteristics; third, to study the consumers’ level of
satisfaction towards marketing strategies as classified by population.

The sample for this research consisted of 400 consumers, aged 15-60
years from twenty Sarolux beauty shops in Bangkok, selected by multi-stage
sampling and presented in the form of descriptive statistics and inferential
statistics by means of Chi-Square, a T-test and a One-way Analysis of Variance.
Furthermore, significant differences were determined using the least Significant

Difference (LSD), along with a Kruskalwalis test.
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The findings are follows: 172435

1. The majority of the sampling consisted of females aged between 15-
60. Almost all were single and hold Bachelor’s degrees. They work in companies
with monthly incomes ranging between 5,001-10,000 baht.

2. Most of the reasons behind the purchasing decision are the reliability of
brand-name products. However, most of them rarély use the beauty service
together with the product. The frequency of using the company’s products is
less than 7 times a week and the frequency of using the service at their beauty
shops is once a month. On each shopping trip, they spent an average of 300-
600 baht. And the product customers preferred most was the Sarolux Collection,
such as the herbal preparation that cures acne. Most made purchase decisions
by themselves. Most of them got the information from the former customers
that had already tried the product.

3. The consumers’ level of satisfaction with the company’s marketing
strategies was overall at a high level. Considering marketing strategy, it was
found that the level of satisfaction regarding strategy. involving product marketing
and distribution was at a high level. The level of satisfaction concerning marketing
strategies that involved price, promotions and public relations was at a moderate
level.

4. According to the findings, it was found that the population’s
characteristics in terms of sex, age, income, occupation, educational background
and status were related to their purchase behavior or to their use of the services at a
statistically significant level. There was a statistically significant difference in
the overall level of satisfaction on the part of customers from different occupations

and educational backgrounds.
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