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Abstract

The purposes of this research were to study: (1) motivation of facial cream
buying decision of the over 40 year-old women in the eastern region; (2) the facial cream
buying decision behavior of the over 40 year-old women; and (3) the relationship between
the motivation and buying decision behavior of facial cream of the over 40 year-old women.

This study was a survey research. The population was infinite number of women
over 40 years old buying and using facial skin care cream in seven eastern provinces.
The total of 400 samples was selected by stratified sampling with 0.05 discrepancies in
Muang District and other affluent districts. The research instrument as a primary data
collection was questionnaire. The data were analyzed by frequency, percentage, mean and
standard deviation. The method of Hypothesis Testing was Chi Square Distribution.

Results of the study found that (1) the overall motivation of facial cream buying
decision was at the high level. The rational motivation focusing on the importance towards
problems and the need to solve the respondents' facial problems were at the high level. Most
of respondents were concerned about their own facial problems in terms of melisma, freckles
and dark spots. On the emotional motivation, the results were found that the need for good
looking was at the highest level while the self-confidence and the beauty factors were at the
high level. The market motivation was at the medium level. Most of the respondents selected
the products that could solve their problems, safe and reasonable prices according to product
quality. Marketing promotion was the advertisement and ease to purchase. (2) For buying
decision behavior, most of respondents purchased anti-melasma cream that would be effective
within one month. For the brand credibility, most respondents preferably purchased brand Qil
of Oley and the product packaging that could protect the degeneration. The buying decision
for the product was based on their own decision by searching and obtaining the information
from advertisement. The respondents will re-purchase when they finish the products and will
purchase a facial cream according to their skin type at the cosmetics counter. The budget for
purchasing the product was between 501-1,000 Baht for approximately 2 pieces per month.
(3) The relationship between the motivation and buying decision behavior of facial cream of
the over 40 year-old women in the eastern region was at significant level at 0.05

Keywords: Buying Decision Behavior, Facial Skin Cream, Over 40 year-old Woman,
Eastern Region



