1129 £ S INAG DMIA A WD DKEA BN oW e asd e sLisnmaaunihn

vasduslnalwaanisinnaninas

UNAALD

v @
v AA

ﬂ']ﬁﬁ‘i’ﬂmmmmqﬂszmﬁtﬁa 1) ANBITEAUEIBYTZRUNIINITARNA (4Ps) WAZNT
@”@ﬁuia%am%'aaéhmaﬂi:mwammﬁmaaﬁu?lnﬂluLm@ﬂgawaw%’]uﬂi 2) Anw11a98d%
wqﬁmwmam“‘ﬁdaNa@iamm”m?ulﬁ]é%?aLﬂ'%iaoéhm\ﬁhzm‘ﬂammﬁnmad@ruﬂnﬂium@
NIUNWARIBAT 3) ANHIANUFURUETZATNEIU TTRUNUNTANA (4Ps) fumseaaulade
Lﬂ'%laaﬁ']maﬂszmnaal,l,ﬂﬁﬂmaagij”u'%‘[nﬂiumngomwwmum WAL 4) ANBITITLATUEIN
UIzaUNIINInaa (4Ps) ‘ﬁ'a'awa@iamsm“’@ﬁuhsfaLﬂéaaﬁﬂaﬂaﬂizl,nﬂammﬁnmaaﬁu’ﬂm‘lmw
nINNWAnIUAI ngualatilun1iiae laud guilaaluanannaniuas $1uau 400 au
tn3asianldlun13398 Ao unusaUDNUTINIMEN 5 STAL MaaTzidays Aade §2%
Lﬁmmummgm MINATIERANULUTUTINNNLEE? (ANOVA) AERFUWKT LAZANIIATIZA
nINanagwAam (Multiple regression analysis)

Han1333s wud1 ndudladsvasuilaamandslwaaniinnaniua daulng ine
wijs Aaidusasss 76.50 Ho1watizning 31-40 I Aauduiauaz 23.00 Muldatzning 15,001 -
30,000 U1 AaLdw3agas 29.00 YaNTANBNINBUIENLONTY / U9 Aatdusosas 20.00
Was U NToHUT09N19N3T NN Website/ Social media Aatdusouas 26.50 NgNAIBLNINNNT
sasulafainiasdendszinnaauniin sunnenuifasasungdnssumaas liwandromi uaz
950 BEIBHFNNIINTARIANS 4 62u1lT F1015ATINAUNEINTOIA LY TUTIUYEINNT

dafulafaintasiansdsnnesuniinvasuilnaluaaniannumiuasldiasas 76.00
fMsa : nIaaaule, LwIaddanlszinnaawnin

ABSTRACT
The purposes of this research were 1) to study the level of Marketing mix factors (4Ps)
and decision to buy organic cosmetic in customer in Bangkok. 2) Behavior factors which affect
decision to buy organic cosmetic in customer in Bangkok. 3) to examine the relationship between
the Marketing mix factors (4Ps) and decision to buy organic cosmetic in customer in Bangkok.
and 4) Marketing mix factors (4Ps) affect decision to buy organic cosmetic in customer in

Bangkok. The sample consisted of 400 people. The questionnaires rating 5 level. The statistical



methods used were average, standard deviation, one way ANOVA, correlation and using
Stepwise multiple regression analysis.

The results showed that: the sample of female consumers in Bangkok mostly female
Accounting for 76.50%, aged between 31-40 years, representing 23.00 percent, earning between
15,001 - 30,000 baht, representing 29.00 percent, having a career as a private company
employee / employed, accounting for 20.00 percent and preferring to buy through purchase
channels. Website/ Social media accounted for 26.50%. The sample of decision to buy organic
cosmetic no different. These four Marketing mix factors (4Ps) variables of were seventy-six point

percent explaining the variation of the decision to buy organic cosmetic in customer in Bangkok
Keywords: Decisions, organic cosmetic,
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