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Abstract

The study of factors of Marketing Mix Factors Affect To Purchasing Behavior Of Cosmetics
Products For Women In Bangkok Metropolis. Objective 1) To study different personal factors influencing
decision-making behavior of cosmetic products for women in Bangkok area 2) To study the marketing

mix factors influencing decision-making behavior of cosmetic products. Ang for women in Bangkok

This research is a quantitative research. For data analysis, the researcher used research techniques
which were 1) descriptive statistics 2) inferential analysis techniques. Samples of 385 people using
frequency, percentage, mean, standard deviation. Inferential statistics are used to test the hypothesis, ie

one way test for variance. Linear regression analysis

The study found that Marketing mix factors influence the purchasing behavior of cosmetic
products for women in Bangkok, depending on the key factors such as distribution channel factors.

Including personal factors, age, status, educational level, occupation and average income.

Keywords: Marketing mix factors, Consumer decision, Cosmetics
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