A A 3y ¥ = w ot aa ) o o a4
YaSeamsauaiuudasy  dwdedrudszaunnnsearaiiiinanemnaduledye
=0 o £ o gl 3¢ ~ o 2
wandunn g R eass Iudunadio
SR I bR L
I A o o
Yoen wamMwsUsen Yoaudna
U3Hsgsnoumuin AMV1IFITHIIGIAD
AMZNTTUMITOUNIAUA MUV DA T
(] o o
AT I0MaAI 19158 A3, 3312530 RWITIR UseTunTINms

o113 8ia METRIILEAR NSTUNTS

Aemansinisd as. Wt dudlszm nsTuAs
wr T
unaeaed

. ] ¥
ﬂﬁﬁﬂ‘kﬂﬁﬂﬂ%’luﬁﬂﬂﬁizﬁﬂﬂ “‘ﬂi]ﬁ]Uﬁ?ﬂﬂi%ﬁﬁ‘ﬂﬂﬂﬁﬂﬁ1ﬂﬂﬁﬂﬁﬂﬁﬂﬁﬁ‘,ﬂﬁu‘lﬂ“‘ﬁﬂ

'
a o o

a Va W =y 'S = [ =t = oar '3 4‘ = n.
HANAUN AN IHHINTIY12 Yo 3aaT Tudunaios Taniawossie” ﬂ?ﬁq‘ljﬁzﬂﬂﬂ!.?‘i’)ﬁﬂﬂ"lﬁﬂ

2

' & 3 L]
nrzdunueniiinadensdndulade uazfnymgAnssunisdordatuniildfiaug iy
¥
o ar r o o I'd

ToyalaelFuvuaenain 1 200 o1 niniudiziaanalaoldneuiunosd
Tosunsuduiogy SPSS 7.5 for Windows afian 19 ldun anwd dasidevay uazAundoay
AR

HAIANTIFoNLD nquistiianudiyiuilvivdudssaunamsaaiaiiiing
r o g a o ot o Vo -3 o 1 cl’I
aansandulsdendndamiivhidfndini deae i

o - o'l et o i o o o

aiviundaduaiifinasedvanniiqaldun anudasaislumsdvie lufansud

y e =& o4
uaznud limfloamuesvug Fuaisy

Deiedusmftinaszaunn1dun smonnzausiuguai ldSunasdadasl uaz
maunfiofiouduvunaussy |

Tatvdmreamamsiashohiinassauun 18un saadaaiiivien il

assndud qllesmumed uazguinfiadolnd msfadud 1 ludumisiveadiuldda

()
el

U anuAn ueineasarzaIn metadud Bluduvianviude msuaaadudn



]
=4

Ao 1 ¥y o a @ 1 a § & Ay Al
aLgave amunndmuelndthe astiwiinauansysms uazdadeduimdsiitunieia
AZAINADMINL

fadodums Tawennfinassdning 1dud anuiudedsvesdiims Tuvandudh
] 3 ci 9 ] ar =
amnhaulaveslavan Jeanvildlumslavan measlawanlunsamsdmivens ms
< s o o [y
TuganTeadlud imsaiuayusumeInsimiife sy quamuazanuavesdas uag
Ha i w o a
Tarwanndanuags malnsvimi Ing
PadedumsdusSumsvneiiinasedvinn 1ud msfnlszfuaanm nionnluive
laguRfutu miaasrnwesdudl msusnvesdiode uazmsliglosduan
ladsdunisldwinauneiiinaszdnn 18un suuzthvasminaune uazns
= 8 s kg
MFam s 14T
:.lv 3 - ' o o e o o o {
wonvINi wud ngudlediudenldndadmitizsdmiaounaisiunnfiqe seead
o ar o a o ° = 6w vow 1
nhe waadumhanuazen uazkiadusithysdmineunatsdiy mudd ndudies
$1andsdeens 86.5 onlduiasusnliguaudn lumstlostunaaen 98 UV) andudi
1dsuanutionnnigafie wandaal NEVIA POND’S OIL OF OLAY 1ag PIAS ATU81AU a3
1 " oo el o = = =t s -
dlngiiumnldndadasinn iiimheamng desmsldfiminaieuddy uazwann
¥y a o o . Voo ) é’ s/ 1 3ok + ‘ o A é}’ 1 ]
mslgndanundnlugnuhdmdheniules ludiuvesdilinanemsdnduledediuing
A A ' ow 1 1 1 -g A a oo QY 1 a = = .g a9 =
fie ey ngudlstedulvguedeiiondaiuyn ldeddurun uaztivunizdoimeassniy
3 ¥
1 ngudreded i Ing bidoudeuvuasuyn (rndudideaiu) lunpdussuvesmsquais
[} d ¥ ]
nif ms1zmge Tudwsin daulngwelafiezdesznha 100-300 vmeetu uazmsnldou
= 9/ = 3 o ] o d?l} 1 s L] 1 [ ] 2 £y
wmlasimeswmnduailslszifinanemsdaduladevsinquitesisdiulnaneudeies
a 9 =gy o T4 ° 1 o’}. 1 ar ] ' ' d’i’ o oA
sazynanauinlddsed hidinadmholuvaeiiu ngudletudulngedonndudsy

= 1 iy =] ar
uny mswzﬂmﬂ*ﬂﬂmmuq U



Independent Study Title Marketing Mix Factors Effecting the Buying Decision for
Facial Skin Whitening Products of Women in Muang District,

Chiang Rai Province

Author Miss.Pornprapa Suesomsak
M.B.A. Business Administraion
Examining Committee Assistant Professor Dr. Chirawan Chaisuwan Chairman
Lecturer Ranus Sermboonsang Member
Assistant Professor Dr. Patchara Tantiprabha Member
Abstract

The objectives of this study “Marketing Mix Factors Effecting the Buying Decision for Facial
Skin Whitening Products of Wormnen in Muang District, Chiang Rai Province™ were to study the
marketing mix factors effecting the decision to buy and the consumers buying behavior of facial skin
whitening products. Data were collected by using questionnaires with 200 samples. The collected data
were analyzed by using SPSS 7.5 computer program for windows. The statistics presented the results
were applied in the forms of frequency, percentage and arithmetic mean.

The results of the study showed that consumers rated the importance of each marketing mix
factors as follows.

For the Product factors, the safety of product or hypoallergenic products; non-greasiness;
and rapid absorption were rated at the most important level.

Regarding to the Price factors, a reasonable price comparing to the product value; and low
price comparing to package size were rated at the important level.

For the place factors, availability of products in department stores, superstores and modemn
trade retailers; noticeable of display position; the convenience of parking lots; easily reaching
location; display at the selling spot; close distance from their home; and availability of
representatives and home delivery were rated at the important level. |

Regarding the advertising factors, creditability of the presenter; the attractiveness of

advertising; advertising contents; printed in woman magazines; sponsoring in health and beauty



television and radio programs; and high frequency of an advertisement were rated at the important
level.

For‘ tﬁe sales promotion factors, satisfaction guarantee and money refund; discount; free
samples and sale coupon promotion were rated at the important level.

According to personal selling factors, the suggestion from beauty advisors; and the product
demonstration were rated at the important level.

It was also found that, the top three categories of whitening product were a) day moisturizer b)
cleansing and ¢) night moisturizer, 86.5 percent of the sample group chose to use products which had
UV-protection characteristic. The most popular brands were NEVIA, POND’S, OIL OF OLAY and
PIAS respectively. Most of consumers wanted to have lighter and smoother facial skin, however the
result after using the product revealed that facial skin became whiter only slightly. The influence for
using those products was friends. They repurchased, when the existing product was used up. The most
favorite place to buy was department store. Most of them did not buy the whole set of a particular brand
due to its high price. The price range per piece was between 100 to 300 baht, Changing of the price of
previous brand slightly affected the repeated purchasing. If the previous brand was out of stock, they

would replace with other brands because they considered that products were indifferent.



