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Abstract

The researchers attempted to study the positive influence of country-of-origin image, lifestyles, brand
attitude, ethical consumerism, pharmacological essence, visual appeal and physical cues, price-conscious decisions
and effective promotion, sales representatives and social influences affecting purchase intention of the cosmetics
from the United States of working women in Bangkok. The sampled population were 255 working women in
Bangkok. The data were collected during September 2016. The respondents were screened, asked whether a
respondent could be potential customers of the cosmetics from the United States. Thessurvey qiiestiennaires were
used and analyzed by using Multiple Regression Analysis. Only sales represepfativesgand soial influences
(B=O.493) and brand attitude (B=0.209) explained 68.9 percent of the positive influenceltofvards plirchase intention
of working women in Bangkok at the significant level of .01. Cosmeties, of USAbrands’ owhers and marketers
should emphasize sales representatives , social influences, and brand attitfide, in creating purchase intention of

working women in Bangkok.

Keywords: Purchase intention, Cosmetics, USA brands
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