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This research was conducted to study 1) socio-economic characteristics of

working women; 2) their television-viewing behavior; and 3) influence of television cosmetic
advertising on their purchasing decision. The data was gathered by means of

questionnaires from 200 women with ages ranging from 21 to 40 years, working in both

public and private agencies and living in Muang district, Chiang Mai province. The

collected data was analyzed by using the SPSS/PC .

The results were as follows:

1. Socio-economic characteristics The working women had an average age of

30.51 years, 67.5% had completed a bachelor level of education, 63.5% worked in private

sectors and the rest worked for the government. Their average monthly income was 14,000

baht and they have used cosmetics for an average of 13.75 years.
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2. Television-viewing behavior The working women watched television everyday
during 18.01-20.00 hours. The majority preferred to watch programs on Channel 3 for about
3-4 hours per day and the programs they preferred were news, dramas and music. All of
them watched television advertisements. Within two months, they viewed 3-4 cosmetic
advertisements, mostly hair cosmetics.

3. Influence of television cosmetic advertising on purchasing decision

3.1 Sixty percent of the working women admitted that television cosmetic
advertising highly influenced their evaluation and choice of the products they purchased.

3.2 The main element of television cosmetic advertising highly influencing
the working women’'s motivation and interest was the presenters—famous persons in
particular.

Product brands and presenters in the television cosmetic advertisements
were the main elements of television cosmetic advertising that had moderate influence on
the working women's evaluation and chcice of products. Most of them preferred foreign
brands and professional presenters.

Product brands were the major element of television cosmetic advertisements
that had moderate influence on the working women's purchasing decision. Most of them
preferred foreign brands.

The main elements of television cosmetic advertisements that had the least
influence on the working women's, purchasing decision were musical backgrounds,

narration sound, setting, and other special techniques.





