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In this thesis, the researcher investigates (1) the purchasing behaviors

of men who purchase men’s facial care products. The researcher also considers

(2) factors influencing the purchasing behaviors of such men who purchase

these products.

In this survey research investigation, the researcher applied the Theory

of Reasoned Action (TRA) and took into account perceptions of integrated

marketing communication. The instrument of research was a questionnaire

used to collect data. The sample population consisted of 384 male consumers

who used men’s facial care products.
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| Using techniques of descriptive statistics, the researcher analyzed the
data collected in terms of percentage, mean and standard deviation. Structural
Equation Modeling (SEM) was also employed by the researcher.

Findings are as follows:

Most of the respondents were single holders of a bachelor’s degree
with the occupation of private company employee. Their average monthly
income WflS less than 10,000 baht.

The most frequent men’s facial care products these respondents
selected were facial cleansing foam or gel products. The reason they decided
to purchase these products was that they were appropriate in view of their
facial conditions. Department stores were the location at which these
purchases were made. The cost per purchase of these products was between
501 and 1,000 baht. The frequency of making such purchases was once
a month.

The behaviors evinced in purchasing men’s facial care products were
directly influenced by purchasing intention and perceptions of integrated
marketing communication. Indirect influences came from attitudes towards
purchases, the tendency to follow reference groups, and perceptions of
integrated marketing communication.

Findings from the study can be used as guidelines for entrepreneurs
engaged in marketing plannir;g. Findings from this research can also be
efficaciously applied to the marketing of appropriate products in response to

the purchasing behaviors of consumer target groups. They can also be used as

(7)
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guideiines in the conduct of research by academics, students, and members of
the general public. Finally, these findings can be used as basic information
and for the future development of conceptual frameworks for research in this

area of marketing inquiry.

(®)



a A

naanssulszma

a a Jd  w dyo < Yy a o 4

Ininusatuiiduse ladionnunganves as. uswa usie Usesu-
{ a a J a J @
NTnuTIneiInus as. dnmi 555z a3, naseue Yy sesmans1nsd
as. Jadam Ianinuand seamansngd as. uuas W3oLna seeMaAns GG
A3. STANITH W30zna A3, Sy Jauwily as. in5odlnson siug Ing

a a 9 Yo (2 ¥ v ' '

uaz A, Yyl suwyy n1Masnu deraueuuy uazud ludeunnsesnia q

3 4 d 5 < ' A o
wieunaldnnundulse TomidemsanuauduSagars I 16ded 43de

I v
vouoUnszAaudueege
a v A = < 9 ] A
YoUaUAM LA M3 LazATeUNTI Nneuno i ldanuriomas

S| £% Yo Y 4 a ¢ A J
uaziuisenszqulviunasana veveugugsomans1nsddss Insind dewnay

L4 4

v v v v
e niuesauiiiuenn veveunmesdanysel 3 oysnied tazaami

@ 4

= q ¥ ' A A (2 ) a @ Ja
V]ﬂi]ﬂﬂ"mhlﬂiﬁﬂ')'lll‘]ﬂﬁllﬂﬂﬂ!ﬁﬂﬂﬂiﬂB'IGl‘HLﬁlIE] summ‘uqm ‘Wl,! DUANHMU IUNIBDU

9

v
Q} a =

' S '
nysuvauaaUsY Hfllﬂ'lll‘lﬂJﬁ‘lJ'lfJﬂfNﬂi’)ﬂ‘lf'Jﬂ!ﬁa@ﬁﬁ@ﬂ VOUAUNHYN WYY

v

D.
D.

v
[ o w

{ Qy i = { 4 P A 3 I
wida (Muiled) Wilan fiud tWou i 9 waz MMM. Jufl 7 yaviuiiumasle

XY v [ ' @ Y
Trunnuneoegiesdenuauew uazlimssromaemivayulunn q s

9

a a o ' vy A
winiwusduiegarsll1dd 0@

Y
T390 Auana

©)



a8y

wTh

UNAATDNTHNING oo sssssssesseesssssssssssssss s ssssssees (4)

UNAATONTHIOINNY 1.ovvveeerreeereeeeesssassssesessssssssesssssssssssssssssssssssssssssssnsessseses (6)

AARNT TR TRV ... i s cocooitcns s Bhssssesssobbosssspssaae APRANR onessenesrfio ol 9)

RLh T ETR A el oot e U S e T (13)

s TSR Ims......... ol it i o - e e (15)
unii

(LT Y, T SRR T S B, - e 8 1

AN HINUAZANUERUBITUN oo 1

TAQUTEAIAVBINITITY oo srrsrsnssssnssne e 4

AUUATVUUBINTTIVY ceenemsmssresesmssesssssssssssssssssssssssssssmsnssssoonee 4

VOUIUAVDINITIVY ..o el * M. 5

TN v S Y I el ) e D 6

ATOUUUIAATUAIIIVY oo essessesssssseeeee 7

U5 TOTANIATIOL TRFU oo 7

2 WUIRA NQYR 1A ITTUNTTUTIROITO 9

T R e E YT L OO 9

HUIRA T DITAUAR oo 13

AR TUIE BIMIARBUMUAGUBINB - 16

mnAa s eamssudms Ao MIANIATYTUINS v 22

RIS NITATINE o 34

AR U 0INORNTTURUTIAN oo 35

HAASUNAUARIHTIE IS UG, e 40

(10)



3 AFMIAUUUMSANYN
' d' Y
unaInveIdoya
Uszansnlylumsise
M3 guave1a UMY

Y] A A Aq ad
msasrunsosiionlylumsive
= d’ = d' 9 aw
. 910a210uavD AT 03N 19 luns Iy
N d y
MINUsIVTIWToYa
a gY
ASANTIZHVOUA

4 WAMIAAIIEH YA

AU 1

5 ayUdwansITe mensiowa uazdeiaueuy
a3UnansITY
msenisiena

VoAU

NARUIN

A g a
1 ITYBBHNIIAUYIN

v msUsziuna I0C YU aa U

..............................................................................

=

....................................................................

............................................

o
—
(%]
g:_.)D
>
Nl
-
ee
=
2
(o]

e
(o))

OE
£
De
=)
o
2
ee
al.
o)
=

W o=
)}
)]
()]

a 4 [ a 4 a o d
ﬂTi’JLﬂ5']3ﬂ‘i’llﬂiJ“mﬁﬂ'JﬂUWi]ﬂﬂii?Jﬂ"l'i“%lﬂNaﬂﬂm“ﬂ
Y o @

Q!lﬁﬁ’]ﬂﬂ1ﬁ1ﬂ‘iﬂﬂ%1ﬂ .....................................................

|

Ds 2

Q) T

a d Y v Aaa a
MsnTzHdeyanililiviliontnanenganssy
b4
MITONAANUNYUARITI TV oo
a s A a v w [
MIAATIZHINONATOUAUNATIUANUTURUTR LY

aums laseadng

...................................................................................
...................................................................................

....................................................

(11)

.............................................................................

43
48
48
49
49
51
51
58
58
59
59

62

64

74
82
&3
86
89

92
94



AMARNUIN Wi

aq Y aw
A HUUABUD NI IUNITIVY oo 102
IEET R e I Sl B, . . S 0 W o W, 110
U5z AT ... .t i My oo 117
(

(12)



AN

10

11

MIUYN

fovazvestoyanudnyuzdiuyanavefno Ul uAOUN1Y

TUUNMINBIY TDIUMN TTAUMSANYT 913 tazs1elainay

1 =
PR DT, B, o orrm SRR . s o T O ... SR .. 8

v
a a o I'd a o [
wtmm"mmic'ffaNaﬂﬂmmmmmﬂﬁ’mmsuﬁmﬂ ..............................

v
adAa 1 a

ﬂ‘lmamm“mummmummmumqmu‘nﬂuﬂ Aninedninane

wqmﬂssuuaxmmﬁﬂﬂumsmawﬁﬁﬁmmauav‘?mmﬁm%’urﬁmﬂ

ARAoLadIUDuIUINAITIUNINATUNSAADEATNNGNS1ID
Aaa a v a Q’: dy a o J
nianswadenganssutazanuals lums¥ondndus

%
A . = Y v Y
ArndeasdIMLsAIUINIASTTIUNNATUMSSUEMs Tavan

a

Aaa 1 a o’/l dy a o d
Nnuo ‘nﬁwamawqmﬂs511uazmmm‘h“lumwawammm

v { [l 4 Y v o d
ARALadIUTENIUINAITIUNIAIUMS TuI M sznduius

D

AMSURBY e

(13)

......................................

................................

UAH IRV TV 1o

Y b4
a a i a @ a o 4 a
niansnadenganssutazaualalumsdendnsuaiguanani

53
54
54
57
57

60

62

64

65

66

67



AT N

12

13

14 f

15

16

17

18

19
20
21
22

AundgaradeunuINATFIUNEAIUMIT UM dudiumsve
Saa a v a o,/' ﬂy a o ' a 9
nioniwanenganssutazaNua v lumssenaniumnguaninin
UE 1 LT A N Sl N W

AnndouazdNuDouuuINATFIUNRAIUMNI FUFMINY

v
A4aa A

9 9
TaowiinauneniianinanengAnssunazanualalumsde

HAAAURAUAAIMTIEIITURTI oo

mamm“mummmummmumNmumsimmsmmﬂmama

v
Aa4aa

‘nuamwaqummsmmzmmmiﬂumwawammcﬂmmmwm

1

Amdoiaydulounuas IUNIAUMssuimsdons

4 Adaa a 3 a o’; 1 a o J
 9Ade NlonTwanenganssuuazanuals lumsyenansnag

QUARIMTTIIHTURHNY 1o

Amdsiaydulsunuinas grunemumssuimsdoas

v v
ﬂ’lﬁ'ﬂﬁ’lﬂl"lfﬂ‘lq‘!5m1ﬂ15ﬂﬁﬂﬂﬁﬂﬁﬁ'ﬂwﬂﬂﬂﬁintla$ﬂ31uﬁqal%

g a o 4 a Y o v Y
°lummamamﬂmcnauamwmmmumm ..........................................

\l

v 1 Y Y
ﬂ"llﬂamlﬁzﬁ':lulﬂﬂﬂlﬂulnﬁiﬁ1uﬂ1ﬁﬁ1uﬂ3’lﬂﬁﬂ1ﬂ1uﬂ1ﬁ°§®

] 3‘
AAda

HiignTnadengAnssumsdenandmaiguaramindmsudao........
AunAoaz fmummmummmmmﬂmmq q NNBNTNAnL
wqﬁnssum'imawﬁmﬁmmg‘uaﬁmmﬁm%mﬂa ..............................
WA TNATOUTUUAT I oo sssess s s sssssesnsssens
=Y =) [ d'd L] (-7

NENAUBIYNTVTENTABAWUTAN oo

a d 4/ a @ @

HANTAATIEHANUNOIATUF UM OUVOIAWUVIIATIA oo

a 4 H Aa o Y] ]
Nﬁﬂ"li')lﬂﬁ13?7?]'31“&“?\3\3{5\3\11"]1\1%1“1«!ﬂ“U@QWJ!l‘U‘UﬂJW]TJﬂ .................

(14)

68

69

70

71

72

73

74
76
77
79
81



asvymwilszney

Y

AN U
4 a o ¥

1 Iﬂﬁﬂﬁi"l\i‘\]ﬂ\i‘ﬂi]yaﬂﬁﬂi%ﬂ']ﬂ’)ﬂlﬂﬁl‘wa ................................................ 10

a a U 9 a d‘d 1 addada a a
2 i’]‘ﬂ‘ﬁwﬂ‘lliNﬂQiJﬂNﬂ\Wlllﬁ’?]’Jﬂ‘lf’mllﬁz‘Wi]ﬂﬂ‘iillﬂ'l'i‘]J'iTﬂﬂ ................. 18
v o J o 4 a

3 ﬂ’ﬂllﬁllwuﬁ‘llﬂﬂﬂ"l'iiUiﬂﬁﬁﬂﬁﬁﬂTﬁ@]ﬂ]ﬂl“ﬁ\ﬁgimWﬂﬁ ..................... 29
a nﬂy 9y a

4 E‘]JL!U‘UWi]ﬂﬂ'i'ﬁJﬂﬁ*]fﬂ‘U@\‘lFiij'iiﬂﬂ ....................................................... 38

v @ @
5 FUNRANNFURUEMURMDDAUNE TATIATN e 75
6 VORUNUUBINITIV ceeoeeoeeeeeoeeeeemmrresssssssseseeeeeeesesessssssmsssssssss e 78

(15)





