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Abstract

The purposes of the study were 1) to study demographse factor classified by gender age
education occupation meome and status which affectng a decision malong on perchasng the Korean
cosmetic ¥} to study differences batween the vahies with a decision making on purchasing the Korean
cosmetic 3) to study to market mix which affecting a decision malking on purchasing the Korean

cosmetic. The sample zize of the this research was 400 persoms who have been buying and using the

Korean cozmetic by ience Sampling non-Frobability Sampling. Tool for data collection was
questionnaire. Statistics for data amaly=iz were frequency, pefcentage, mean, standard deviation

Statistic for hypothesis testing were T-tast, One Way ANOVA. Compare the different of pairs by

Scheffe’s Method and Least significant Differsnce the 0.05 sipmificant level.

The overall statistical found that ; 1) Demographic factor by occupation had affected the
purchase decizion of the Korean cosmetic had indifferent. By gender age education income and
statos had affected the purchase a decision making on purchasing the Korean cosmefic had
different. 2) The value such as The value of foreign countries imitation, The value rich and the
import product and The value of good health had affected a decizion making on purchaszing the
Eorean cosmetic had different. 3) Marketing mix by promotion and process had effected the
purchaze a decizion making on purchasing the Korean cozmetic had indifferent By product,
product (brand pame), price, place, people and physical evidence had affected the purchase a

dacizion making on purchasing the Korean cozmetic had different at 0.05 significant level.

Keywords : The value, Market mix decizion making on purchazing



