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The purposes of this research on the influence of marketing mix over consumer’s
decision making purchasing process of facial care cosmetics in the local brand stores in Bangkok
area are to study the demographic factors which bave influence over the decision making in the
purchasing process of facial care cosmetics in the local brand stores in Bangkok area and the
comparison and contrasts of the influence of marketing mix factor over the decision making in

the purchasing process in different demographic fectors. A descriptive method used in this
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research is based on questionnaires distributed as a tool for data collection and using simple
random sampling with calculation formula on indefinite population size of 384 persons. The
methods of statistical analysis are percentage, mean, standard deviation t-test F-test and
chi-square.

The sampling group used in this research is focused on female aging between 33-41
years, graduated with bachelor degree, working in the government agencies/government
enterprises and maintain single marital status.

The result of the study indicates that the marketing mix factors which have influence
over the purchase decision making process being product, price, distribution channel and
promotion.  The purchase decision making of facial care cosmetics in the problem
ackn(;wledgement stage is based on dark skin texture, acne and pigmented spots problems. The
personal information acquisition stage is based on beauty advisors, advertisements and
informative brochures. The choice evaluation is purchase upon seeing advertisements.
The most important reason for purchasing is attractive price. Each spending amount is lower than
Baht 500. Type of skin care products used and purchased are whitening and smoothening skin
care. The co-decision maker is beauty advisor. The after purchase evaluation stage and after
usage outcome found are whitening and smoothening skin texture. The side effect after usage is
whitening and smoothening skin. The frequency of the purchase is one time per month. The
problem found after usage is small discount rate received. Decision making for future purchase is
at negative level.

The demographic factors of the consumers in Bangkok namely sex, age, profession,
education, income level and social status have influence over the decision making in the purchase
of facial treatment cosmetics same as the marketing mix factors do towards the decision making.
However, the marketing mix factors of consumer of different demographic characters have

influence over the differences of decision making process.





