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ABSTRACT 

               The purposes of this research were to: 1) study the consumers) behaviors in using 

cosmetics in Phranakhon Si Ayutthaya Province; 2) investigate their decision level in 

purchasingcosmetics; 3) compare the consumers) decision levels in purchasingcosmetics 

classified by their personal factors; 4) compare the consumers) decision levels in 

purchasingcosmetics classified by their using behaviors; and 5) examine the relationship between 

the consumers) personal factors and their using behaviors. The sample group consisted of 385 

consumers in Phranakhon Si Ayutthaya province.The researchinstrument was a questionnaire. 

Statistical analysis was performed in terms of frequency, percentage, t-test, F-test, the chi-square 

test,and Cramer)s V. Statistical significances level was set at .05. 

                The findings revealed that 1)most consumers were female in the ages during 29 � 34 

and more than 35 years old. Their education at background was bachelor)s degree. They worked  

government officers and employees.  Their monthly income was 10,001 � 15,000 baht. 2)Most 

consumers purchased  cosmetics once a month payingless than 200 baht far each purchase. vision 

commercials. The reason in buying was to enhance their personalities. Loose powder and press 

powder were mostly used, and bought from general shops. High levels of the consumers) decision 

in buying cosmetics revealed on products, prices, demonstration channels and marketing 

promotion. 

                Differences in the consumers) education levels, frequency in buying, buying value, 

reasons in buying affected differences their decision levels in buying cosmetics at the statistically 

significant levels of .05. 

                 The consumers) personal factors related to their behaviors in using the cosmetics at 

moderate to low levels. 

 
 



 

 
 
 
 
 


