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MARKETING MIX THAT INFLUENCE THE CONSUMER DECISION MAKING OF BUYING

BEHAVIOR FACIAL CLEANSING IN THE BANGKOK METROPOLITAN.
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Abstract

This research aim to study "Marketing Mix that influence the consumer decision making of buying
behavior facial cleansing in the Bangkok metropolitan" to compare consumer decision by the different
personal factors and study marketing mix factors(4Ps) affect to the consumer behavior decision making of

buying facial cleansing.

The research is quantitative research. The data using statistical analyze were descriptive and
Inferential from questionnaire form 400 consumers by frequency, percentage, mean, standard deviation and

test hypothesis by T-test, One-way ANOVA and Multiple Regression.

The research results were found that Most of the respondents were female, age 26-35 years with
a bachelor's degree. Occupation Private employee. Income level more than 45,001 baht. The result of
hypothesis testing showed that the personal factors of gender, age, educational level, occupation and income
level. The Different did not affect on the consumer behavior decision making of buying facial cleansing in
Bangkok. As for the factors of marketing mix, consumers value product at a very high level. Price place
and promotion consumers value as a high level. The mix factor of price and promotion, The Different affect
on the consumer behavior decision making of buying facial cleansing in Bangkok. Significantly at a

statistical level of 0.05.

From the result of this research, showed that price and promotion of marketing mix factors
influence decision-making of buying behavior of facial cleansing of Bangkok metropolitan. It can be used
as guideline for the marketing strategy to producting and selecting the right product to match the behavior

and needs of consumers appropriately and effectiveness.

Keywords: marketing mix, consumer decision making of buying behavior, facial cleansing
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