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Factors influencing consumers ‘choice of skin care products (masks) for

consumers' faces in Bangkok Metropolis.

aa o ¢

A0 W@RNNNHLAY

Paradee Waleepitakdej

unAaga

o

Av Aa & A = a 0% a & . o ,

nwitpiiiiagduzadidefnmngdnssunsld anudadiudadiodiulszaunminiinaa (4P's) uaz
ANMUFNABTIENINANNAALA KA TITBEIRUTZRNNIINTAANG (4P’'s) AUNOANITINMTITHRAAINRABUAT
Uszianundn (Mask) dwivAmizasguilaaluanyanwuniues lasdszmninldlunmsdnmnda {uilne

A o & a & & o v a o A A o oA =
WA aAULATIzINNINAN (Mask) dwiufwinfagluaanianuuniues Sauwacaagenlslunisdnm
F1uau 400 au laslFifmufivtoyawuungualsinauuuiiana1ugaInaneaIN1T39 (Purposive Sampling)
. ' . . o A A A Ao A

LAZHNAIBEIIULUAINAINAZAIN (Convenience Sampling) dantaIaslafiltlumiidvfauvuseunudaisia
(Close-ended question) &0&#LTIN1TI98 ITRAALULNITUUN (Descriptive Statistic) 1a8N1TILATIZHRINKII
AMND SopazdalsuszddudeaunenaIgn malenzdinenasausuudgnultsidnasoulaguaas (Chi-

Square)

NRILNLIN ;‘qu’%lﬂﬂwﬁmﬁ'msﬁaﬁuLLﬂs‘ﬂi:mmm?n (Mask) z%m%’uﬁmﬁﬂuwmﬂ;amwumum fulng)
dwwands a1y 26-35 T awmsdnsszaudiyaied dsznauarfwniinauuisnieanau dneldiads 20,001-

] A v oA 0 oA Y a o € a 6 (3 o > a v (3
30,000 UINaLOBDW I}dﬂiiﬂﬂﬁ’)ul%tyLaBﬂl‘HNﬂ(ﬂﬂmsﬂﬁﬂ%LLﬂiﬂizLﬂﬂN’]ﬁﬂ (Mask) FUIVRINUYIELAN W1En

v A

a Ao e d a , &£ 99 ia a ' A v )y a o &
[PEN) (Cream Mask) I(ﬂﬂ&l?@]qﬂizﬁ\‘]ﬂw\lE]L@']Nﬂ')']&l‘q&l"ﬁ%l%uﬂw? Nuaﬂﬁwa@aﬂ'ﬁi”ﬁﬂa@utaﬂ LLﬂZNﬂI"ENﬂ@]ﬂm‘Hﬁ

u
¥
a A a

a & I ° o A 9 L o & “ € a & I
NwLAIUTZLANNIEN (Mask) FIRTUNINUY 1-3 AsarUaA NWﬂﬂﬂiﬁﬁJﬂqﬁsﬁaNﬂ@lﬂm‘]’laﬂ%uﬂiﬁﬁuﬂﬂwﬂaﬂ

1] 14



NEIINYIAYITIN ALY

NErAwATss

UNAINIVY « RESEARCH ARTICLE

(Mask)  &%IUAIRINTA busisan @2890U2N1UATTL 301-400 LINGHBATS LLﬂ:%ﬂﬂﬁﬂﬁgﬂLﬂaguﬁLﬁ@ /
wsgrnauddunan naduilnalvanuddgdedatodiudzauninmiaaiand 4 du fa dunianmd
(Product) %3181 (Price) fUTaINI9N1TIAIIMRIUNL (Place) LATFIUNNTHILEINANTAANA (Promotion) 113zl

ANNga

NaNINAFIUENNAZIH WU wodnsrunslanianmsisfinuasdszinnundn (Mask) swsbidaniiaes

¥ vdAa

;ju’%lnﬂsl,uwmﬂgamwumum IUFINVIU T ANV INA AN UK N LT mqwaﬁﬁaomﬂm HianTwadansle aud

U

v P & A v o ¢ e o @ [ v ] ' L S ~ a
Iumﬂml,a:mmnsluﬂﬁsna frunwsnuiavearnlszsinsmaas vl.(ﬂLLﬂ LNE °ﬁ'NE]’]E‘! IWAUNIAND DITWN IEQU

6

Mol NN NAaALATIRUFIULITRUNIINTAANG (4P’s) FUWHEALUWOANITUNNSIENAAA i anwILa S

D

UszLlANNNEN (Mask) ﬁm%’uﬁmﬁwaaQU%Inﬂiumeﬂgom‘wumuﬂﬂudmmaaﬂs:mﬂmamﬁ@ﬁmsﬁﬁw LRANAT

a '

faInsla Q’”ﬁmwa@amﬂiﬁ” AMNDIUNITT WRZRDNUNTONEAN AT

adany - wodAnswduilag, dulsaunnanisaae, aiuuas, andn

ABSTRCT

This research has an objective to study the usage behavior. The opinions to the marketing composition
factor (4P's) and relationship between the opinions on the marketing composition (4P's). With usage behavior of
skin care products categorize as masks for facial skin of consumers in Bangkok. The population which is used in
this research. They are skin care product categorize as mask consumer of facial skin in Bangkok. The scope
(size) of this research is of 400 people by using the data collection method of sampling group selecting with
purposive sampling choosing according to the research object and randomly pick sampling groups with
convenience sampling by using close-ended question sheet as a fool for this research. Statistic used for this
research is of a descriptive statistic with frequency distribution analysis percentage average and standard
deviatior value. This analysis is to test on hypothesis using Chi-square testing statistic.

The result of this research has found that mask skin care product’'s consumers for facial skin in
Bangkok. Which are mostly female at the age between 26-35, graduated bachelor degree. Working as private
company employee and having income of 20,001-30,000 per month. Most consumers choose this mask skin care
product for facial skin of mask cream type. Having objective to add moisturize to the skin. The usage influence is
from themselves. And often use mask skin care product for facial skin care products 1-3 times a week. Having
behavior to purchase mask skin care product for un stable facial skin with purchasing budget of 301-400 Baht /
time and mainly purchase from the supermarket / department store. Therefore, these consumers pay and

important toward marketing composition factor in four way: Product, Price, Place and Promotion at the most level.
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Result of hypothesis has found that usage behavior of mask skin care product for facial skin of
consumers in Bangkok. The type of product used. Reasons to use Influencers, Frequency of use and frequency
of purchase Relate with factor of demography such as gender, age, education, occupation, income level, while
the opinions on the marketing composition (4P's) relate with usage behavior of mask skin care product for facial

skin of consumers in Bangkok. Reasons to use Influencers frequency person for usage.

Keywords: consumer behavior, marketing composition, skin care, mask
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