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ABSTRACT
175448

The objectives of this research were to study 1. The element of sale area of cosmetic
on counter sales in department store. 2. Demographic characteristic factors which
affecting the purchasing decision behavior upon cosmetics on counter sales of working
group women in Bangkok area 3. The relationship between Cosmetic’s attitude and the
purchasing decision behavior upon cosmetics on counter sales of working group women
in Bangkok area. 4. The purchasing decision behavior upon cosmetics on counter sales
of working group women in Bangkok area and 5. Marketing communication factors
which affecting the spending of money upon cosmetics on counter sales of working
group women in Bangkok area.

In this thesis, two methods of study comprised of qualitative and quantitative
research. The qualitative research was collected information by observing at sale area
of cosmetic on counter sales and by collecting documentary which was presented this
information by tells as descriptive. The quantitative research was use questionnaire to
correct the data from working group women in Bangkok area on totally 405 samples.
The data were analyzed by using statistical package for the social sciences - SPSS

The results of hypothesis testing are as follows:
1. Sale area of cosmetic on counter sales located at the first floor of department

store. The area size in each brand depends on sale of each brand. Sampling product
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was prepared for customer to easily testing. The distributors were decorated the counter
sale by themselves but department store was arranged area for individual distributor
and environment of cosmetic department. The most of product group in counter sales is
facial product (facial cleansing and facial moisturizing) and the highest beginning price
of product group is perfume. Distributor's strategy was developed new product, issued
variety of product and improve the quality of product to serve demand of customers.

2. Occupation factor has significantly affecting to the purchasing decision
behavior such as product group, frequency in buy and the amount of money spending
for cosmetic product per times. The factor of incoming salary level per month of female
working group in Bangkok is significantly affecting the spending of money in each times.
But the marital status factor has significantly affecting only the behavior of purchasing
decision place.

3. Every factors of Cosmetic’'s attitude has significantly related to purchasing
decision behavior upon cosmetics on counter sales only the amount of money spending
for cosmetic product per times. Other perception attitudes are significantly related to
purchasing decision behavior upon cosmetics on counter sales except decision reason
to buy cosmetic product.

4. The purchasing decision behavior upon cosmetics on counter sales of working
group women in Bangkok area were buying facial cleansing product and facial
moisturizing product, frequency of buying cosmetics is 2-3 times per 6 months, the
amount of money spending for cosmetic product per times is lower than 1,500 baht,
target group of studying is not specific to buy cosmetics and shortage of cosmetic is the
first decision to buy.

5. Only sale promotion in marketing communication factors which directly related
to the spending of money upon cosmetics on counter sales of working group women in

Bangkok area.





