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ABSTRACT

The objective of this independent study was to study the factors affecting consumers
in Mueang Chiang Mai District towards buying healthy and beauty house branded products from
specialty stores. The study group was 200 people who buy healthy and beauty house branded
products from specialty stores and divided into 2 groups; 100 members and 100 non-members of
specialty stores. The data was collected by questionnaires and then it was evaluated by
descriptive statistics such as frequency, percentage, and mean.

The results of this study indicated that most of responders had an average monthly
income less than 10,000 Baht. The specialty stores that they bought the healthy and beauty house
branded products from was Watsons. The products primarily purchased were body lotions, hand
and foot creams and they would buy these products occasionally. The average frequency of
purchasing the healthy and beauty house branded products from specialty stores was 1 time per
month. The average amount of purchasing the healthy and beauty house branded products from
specialty stores was 1-3 items per time. The first objective of purchasing was for themselves and
they mostly purchased the healthy and beauty house branded products from specialty stores
during weekends.

In terms of marketing mix and social (reference) factors, the responders ranked
overall at the high level. The highest sub factor of the product was the quality and standard of the

products; the price was reasonable price; the distribution channel was reliability and reputation of



the shop; the promotion was buying 1 get 1 free; the social (reference) factor was their friend’s
recommendation.

Furthermore, the ten sub factors that affected the responders towards buying healthy
and beauty house branded products from specialty stores were as follows; The First was quality
and standard of the products (Product), The Second was reasonable price (Price), The Third was
buying 1 get 1 free (Promotion), The Fourth was reliability and reputation of the shop (Place),
The Fifth was clearly price tag (Price), The Sixth was buying the second item of product at 1 Baht
(Promotion), The Seventh was reliability of brand (Product), The Eighth was clearly
manufacturing and expiration date (Product), The Ninth was price within available budget (Price),

and The Tenth was discount (Promotion).



