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Abstract

This research titled “Factors Influencing the Purchase Decision Behavior of Thai Makeup
Brand Cosmetics Among Women in Bangkok” aimed to examine and compare the purchase
decision behavior classified by demographic factors, including age, education level, occupation,
and income level. The study also investigated consumer behavior and the influence of marketing
mix factors on the decision-making process regarding the purchase of makeup cosmetics from

Thai brands among women in Bangkok.

The data were collected from 400 female respondents in Bangkok through
questionnaires within a period of no more than four months. The data analysis employed
statistical methods such as mean, standard deviation, as well as descriptive and inferential

statistics.

The research findings indicated that most respondents were aged between 21-30 years,
single, held a bachelor’'s degree, worked as company employees, and had an average monthly
income exceeding 60,001 baht. The majority preferred facial makeup products such as
foundation, concealer, powder, primer, blush, and contour & highlight. The most frequently used

brand was Cute Press, with a typical purchase frequency of every 2—-3 months.

The hypothesis testing revealed that different demographic characteristics—namely age,
education level, occupation, and income—had a statistically significant effect on purchase
decision behavior at the 0.05 significance level. Regarding consumer behavior, it was found that
purchase frequency did not significantly influence the decision-making process. However,
variations in marketing mix factors did significantly affect the purchase decision behavior for

Thai makeup brand cosmetics at the 0.05 significance level.

Keywords: Thai makeup brands, Purchase decision, Consumer behavior
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