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ABSTRACT

This independent study aimed to explore the marketing mix factors affecting buying decision towards
men’s cosmetic in Mueang District, Chiang Mai province.

The total amount of people as the study sample group was 150. It was found, anyway, in a group of
19-35 years of age, were single, held Bachelor’s degree as their highest educational level, earned 10,001-
20,000 baht for incomes, and were officers in private sectors.

According to study finings, respondents paid overall concern on the marketing mix factors affecting
buying decision towards men’s cosmetic in Mueang District, Chiang Mai province as follows.

In term of product factor, respondents paid overall average concerns at high level towards the first
following three aspects namely product safety without causing an allergy, explicit determination of an expired
date, and easy to use, respectively. However, they paid overall average at low level of concern for the
products produced in Thailand.

In term of price factor, respondents paid overall average at high level of concern towards the
following three aspects namely the appropriateness of price comparing with product’s quality, explicit price

label, and many alternative choices of price, respectively.



In term of channel of distribution channel factor, respondents paid overall average at high level of
concern towards the following three aspects namely being able to find the products from general shops,
having convenience parking lots, and displaying products in an outstanding position, respectively.

In term of advertisement factor, respondents paid overall average at high level of concern towards the
following three aspects namely the interest of advertisements broadcasting via radio stations and television,
men’s magazines, and the reliability of presenters, respectively.

In term of promotion factor, respondents paid overall average at high level of concern towards the
following three aspects namely the product guarantee with reimbursement, product’s tester, and the premium.
However, they paid low level of concern for the discount coupons, respectively.

In term of personal selling, respondents paid overall average at high level of concern towards the
following three aspects namely the knowledge and ability of salesmen, the good personality of salesmen, and
the suggestions provided by the salesmen, respectively.

Furthermore, it was found that men’s cosmetic products that the sample group mostly bought were in
type of cleaning product (facial foam), hair gel, hair wax, and moose product, and men’s fragrance, in orderly.
Their favorite brands were L’OREOR, NEVIA, and POND’S, in accordingly. The reasons of applying men’s
cosmetics were orderly described as follows. They applied those products for boosting personalities,
protecting skin from sun light, and getting young look. Most of them had used the products for more than 2
years and made self decision in buying the products. They used the cosmetic produced in both domestic and
abroad. Most of them bought the products from department stores. They did not buy in package set because its
cost was too high. The change of price did not much affect their buying decision. They revealed that though
the price of product was getting higher, they still bought the same brand, they mostly spent 101-300 baht for
one product. Per time, They bought products once a month and spent lesser than 500 baht. In case of the state
out of stock, they would decide to buy another brand because it could similarly be used. Most of them
preferred men’s wears as the premium. They also mentioned that they learnt information about men’s

cosmetic products from television.



