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Factors Influencing Suanluang Customers' Choice in the

Purchase of Keenwell Cosmetics.
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Factors Influencing Suanluang Customers' Choice in the Purchase

of Keenwell Cosmetics.

Abstract

The objectives ofthis research were to study 1) personai factors of Suanluang

customers purchasing Keenwelt Cosmetics who were taxget population under study

2) marketing mix hlluential to their decision to purchase Keenwell cosmetics 3) their

purchasing behavior 4) the relationship between personal factors and the marketing mix as

well as the relationship between personal factors and their purchasing behavior . Samples

included 400 Suanluang customers . Questiomaire was used as a tool to collect the data .

Statistics used in this study included both descriptive statistics ( frequency, percentage ,

mean, standard deviation ) and inferential statistics ( Chi-square test , t-test and F-test).

Outcome of the study revealed that the majority of consumers were female ,

36-45 years of age , single , bachelor degree graduates , working as firm's olvners with

montlly income exceeding 30,000 baht. Study of marketing mix showed that the scores

on the majority of factors were high. Study of purchasing behavior revealed that the

reason for purchase was for their own beauty . They purchased the cosmetics once a

month with average purchasing budget exceeding 20,000 baht. MoYie stars, actress,

singers were the most influential penon inspiring their purchasing decision. On ttre other

hand, tle study showed that personal factors were correlated to the marketi:rg mix and

personal factors were correlated to purchasing behavior at 0.05 level of significance.


