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ABSTRACT

This independent study aimed at studying behavior of male consumers in Mueang
Chiang Mai district toward buying facial skin care products. Research samplings were identified
to 400 males aged of 18-50 years old. Questionnaires were used as the research tool to collect
data; then, the descriptive statistics, including frequency, percentage and mean were applied in
order to analyze data acquired.

The findings revealed that most respondents were single in the ages of 24-29 years
old, holding Bachelor’s degree, working as employee in private company, earning monthly
income at the amount of 10,001-20,000 baht, surfing on Internet sites as an favorite activity or
hobby, and agreeing that the good personalities of man were clean and young looks.

The results of the study on behavior of male consumers toward buying facial skin
care for male products presented that the respondents currently applied was mostly in a category
of cleanser: foam/gel and with sunproof qualification, and agreed that it was unnecessary to
specify ‘For Men’ on the facial skin care products. The brand of facial skin care products that
they usually bought was Nivea for Men, which was generally bought from Hypermarket (Tesco
Lotus, Carrefour, and Big-C). Their reason in buying ‘For men’ products was to be able to solve
out facial skin problems of men appropriately. They usually bought the product when the one
they had was empty and the influencing person to buy this product was mentioned to they
themselves. Most of them did not prefer buying the whole set of facial skin care for men in a

single brand as they satisfied different products in different brands.



The studying results presented that the frequency in buying facial skin care products
of those respondents was 1 time in a month. In each time of their purchase, they spent between
101-300 baht for a piece of facial skin care for men product and viewed that a piece of facial skin
care product costing upper than 200 baht was expensive. They mostly bought the product by
themselves and paid for themselves. The total expenses that they spent for the products were
between 301-600 baht.

Product quality factor was rated at the highest level as the factor affecting decision of
consumers toward buying facial skin care product; followed by safety mark and appropriate price
factors which were rated at high level.

Most respondents bought products for men when the old one was empty. However, if
the needed brand was out of stock, they would choose another brand instead as they believed that
the product in different brands could bring the same result.

The majority decided to use the same brand even its price was higher. Regarding the
sources of new product information, it was mentioned that for personal media, they learned about
the new products the most from the recommendation of product users; for mass media, they
learned about the new products the most from television; and for specific media, they learned

about the new products the most from the billboard.



