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Chanyuwa Meesaengpetch. (2013). Behaviors in Using and Factors Affecting Decision in
Buying Charming Cosmetics of Customers in Phranakhon Si Ayutthaya.
An Independent Study, M.B.A. (Business Administration). Phranakhon Si
Avyutthaya: Phranakhon Si Ayutthaya Rajabhat University.

Advisor: Assistant Professor Pranee Tanprayoon.

ABSTRACT

This study aimed to: 1) study the personal factors and behaviors in using Charming
cosmetics of customers in Phranakhon Si Ayutthaya; 2) investigate factors affecting decision in buying
the cosmetics; 3) compare the factors affecting decision in buying the cosmetics classified by the
customers’ personal factors; and 4) compare the factors affecting decision in buying the cosmetics
classified by the customers’ behaviors in using the cosmetics. The samples were 250 customers using
Charming cosmetics in Phranakhon Si Ayutthaya. The research instrument was a questionnaire, and
the statistical analysis was performed in terms of percentage, mean, standard deviation, t-test and F-test.
The statistically significant levels were specified at .05.

The findings revealed as follows: 1) The customers using the cosmetics were mostly female,
with the ages during 20-25 years old, obtained bachelor degrees in education, worked as government
officers/employees, equal between single and married, and earned 10,000 — 20,000 baht a month; 2) Most
of the customers had used the cosmetics 1-2 years from Ayutthaya branch. Their friends suggested them
to buy the cosmetics; and the cosmetics used were cream/lotion for acne. The reason in buying was to
enrich their skins. They bought them once in three month with 501 — 1,000 baht; 3) High levels of the
customers’ decision in buying revealed in the high levels wholly and in each item; 4) With regard to
comparing between decision in buying the cosmetics classified by the customers’ personal factors,
differences in the customers’ marital status affected differences in their decision in buying on construction
and physical presentation. Differences in the customers’ sexes, ages, levels of education, careers and
income levels did not affect differences in their decision in buying the cosmetics; 5) Differences in places
of buying affected differences in the customers’ decision in buying the cosmetics on prices. Differences in
perceiving and advertising media affected differences in the customers’ decision in buying the cosmetics
on marketing promotion, service procedure, and construction and physical presentation. Differences in
types of cosmetics used affected differences in the customers’ decision in buying the cosmetics on
products, prices, marketing promotion and service procedure. Differences in frequency in buying affected
differences in the customers’ decision in buying the cosmetics on service procedure, and construction and
physical presentation. Differences of frequency in using, types of advertising media, prices in buying did

not affect decision in buying the cosmetics.
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