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ABSTRACT

The purpose of this independent study was to explore the attitude of consumers in
Mueang Chiang Mai District towards sunscreen products. The data were collected from 400
samples consisting of 200 consumers and 200 non-consumers. The collected data were analyzed
by descriptive statistics - i.e. frequency, percentage, mean and standard deviation, as well as
inferential statistics - i.e. t-test and one-way ANOVA test.

The study found that most sunscreen products consumers were single female, below
25 years old, and with bachelor degree. Most respondents were government officials and state -
owned enterprise employees with monthly income of 5,000-10,000 Baht. Most sunscreens
products non-consumers were single female, below 25 years old, and with bachelor degree. Most
respondents were students with monthly income 5,000-10,000 Baht.

For knowledge of sunscreen products, the study found that consumers had the
knowledge at moderate level. For opinion towards marketing mix factors of sunscreen products,
consumers gave the first ranks to brand varieties for the product aspect, reasonable price for the
price aspect, wide availability for the place aspect, and consumer product testing for the
promotion aspect.

The consumption behavior of sunscreen products, most consumers used the products
everyday, preferred SPF30 products and purchased them from cosmetic stores. The reason to buy

products was to prevent darker skin. Most consumers always bought the same brand. The most



influential people aside from the consumers themselves to buy products were doctor and
pharmacist.

According to the marketing mix factors affecting purchase of sunscreen products, all
factors were ranked at the highest level. For sub-aspect of the product aspect, quality of the
products was ranked firstly. For sub-aspect of the price aspect, reasonable price was ranked
firstly. For sub-aspect of the place aspect, wide availability was ranked firstly. For sub-aspect of
the promotion aspect, an advertisement concerning product assurance was ranked firstly.

The most important problem consumers considering was skepticism about product
safety and allergenicity.

For non-consumers, they had moderate knowledge of the products. For marketing mix
factors of the products, they gave the first ranks to brand varieties for the product aspect, to
reasonable price for the price aspect, to wide availability for the place aspect, and to free samples
for the promotion aspect.

The buying tendency of the non-consumers was highly possible with the reason of
prevention of darker skin.

The most important reason not to buy the products was skepticism about product

safety and allergenicity.



