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ABSTRACT

The objective of this study was to study marketing mix factors affecting decision of
female tweens towards purchasing facial care products in Mueang Chiang Mai District. The data
was specifically collected from female tweens who made purchasing decision towards facial care
products themselves in 15 high schools, consisting of 4 government schools and 11 private
schools, all over Mueang Chiang Mai District. The total amount of samples in this study was 390,
26 students from each school. The data was collected by using questionnaire and research from
books, journals, printed matters, documents, databases and related web sites. The data was then
analyzed using statistical procedures including descriptive statistic, frequency, percentage, mean
and standard deviation.

The results of this study show that most of the respondents were 14 year-old female
tweens who were studying in Mathayom 3. The occupation of their parents was business owners
and the respondents got 1,001 — 2,000 baht/month allowance from their parents.

Most of the respondents used whitening products and the most preferred brand was
Johnson & Johnson. They bought facial care products once a month and spent 101 -300 baht for
each purchase. Most did their purchasing at Big C, Lotus and Carrefour with their parents but the
most influence was from themselves. They obtained information about the products from

television.



As a whole, it is shown that the marketing mix factors which influenced the purchasing
decision at the high level were product, place and price, respectively, while marketing promotion

ranked at the medium level.



