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ABSTRACT
TE 162199

This research aimed to 1) study the personal factors affecting the decision to purchase
direct-sale cosmetics of consumers; 2) study the market factors affecting thé decision to purchase
direct-sale cosmetics of consumers; 3) study the levels of the consumers’ opinions affecting the
decision to purchase direct-sale cosmetics; 4) compare the levels of the consumers’ opinions
affecting the decision to purchase direct-sale cosmetics, classified by personal factors; and
5) determine differences in the personal factors and market factors of the consumers in
Phranakhon Si Ayutthaya Province. The sample, drawn by purposive sampling, included 400
people in Phranakhon Si Ayutthaya Province who used t/b purchase or used direct-sale cosmetics.
Data was analyzed using SPSS. Statistical methods employed were percentage, frequehcy, mean,
and standard deviation. Variable differences were compared using t-test, one-way ANOVA was
analyzed using F-test, and independence was tested using chi-square. Findings indicated that:

1.The market factor most affecting the decision to purchase Eiirect-sale cosmetics of
consumers was the service provided by sales persons. Mostly, the consumer could not test the
products.

2. The opinions affecting the decision to purchase direct-sale cosmetics at a high level
included their views on the product, prices, and sale channels.

3. When comparing the levels of the consumers’ opinions, it was indicated that overall‘
differences in the consumers’ gender, age, education levels, occupations, and incomes resulted in
differences in levels of opinions in purchasing direct-sale cosmetics. The differences in the
consumers’ status, however, did not result in differences in purchasing direct-sale cosmetics.

4. In terms of the differences in personal factors and market factors of the consumers, it

Wwas found that differences in the consumers’ gender and education levels resulted in differences
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in opinions on the market factor in' the aspect of variety of product ranges. Differences in age,
education levels, occupations, and incomes resulted in different levels of opinions on the market
factor of product quality recommended. Differences in age, status, occupations, and incomes
resulted in different levels of opinions on the market factor of trial samples. Different education
levels resulted in different levels of opinions on the market factor regarding aesthetics of
packages. Differences in age, education levels, and incomes resulted in different levels of
opinions on the market factor regarding details provided on labels. Differences in gender, age,
status and education levels resulted in different levels of opinions on the market factor in terms of
the appeal of fra;grance of products purchased. The differences in education levels resulted in
different levels of opinions on the market factor in terms of reasonabilify of product prices
compared to their quality. Differences in gender, age, and education levels resulted in different
levels of opinions on the market factor regarding convenience of sale channels. Differences in
age, status, education levels, and occupations resulted in different levels of opinions on the
marketing promotion factor regarding ability in trying the products. Differences in age and
education levels resulted in different levels of opinions on the marketing promotion factor of

advertising. /



