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ABSTRACT

The objective of this independent study is to investigate marketing mix factors
affecting women in Mueang Chiang Mai district towards buying anti-aging facial cream. Data is
specifically collected from 400 female samples in ages of 25-60 years old, residing in Mueang
Chiang Mai district and purchasing the anti-aging facial care creams. The data derived are, then,
analyzed by the descriptive statistics, including frequency, percentage and mean.

The studying results showed that most samples were 31-34 years of age with
Bachelor's degree, earning monthly income at amount of 10,001-20,000baht and working as
employee in private company. There were two key brands of anti-aging facial care cream that
they mostly applied; of which PONDS was the most favorite one. The majority purchased the
product for the whole set at shopping malls when the existing cream was almost empty or empty,
with the frequency of 2-3 times a month and spent approximatelyl,001-1,500 baht in each
purchasing time. Reason in purchasing anti-aging facial care creams was that they needed to
protect facial skin from external harmful factors; sunlight and pollution. The majority agreed that
the change of product price affected their purchasing decision and intended not to replace the
current brand with others even in an out-of-stock event due to the strong trust in its quality.
However, reason in changing brand of the anti-aging facial care cream was that it was challenged

to try the new brand. The samples mostly made purchasing decision by themselves; attached by



the recommendations from their fellows. Their most preferable promotion for the anti-aging facial
care cream was price discount.

All marketing mix factors affected their decision towards purchasing anti-aging
facial care cream at high level. When considering the sub-factors, the highest influencing
component of product factor was product safety without allergenic effect. The highest influencing
component of price factor was reasonable price in comparison to product quality. The highest
influencing component of place factor was convenience in purchasing product. The highest
influencing component of promotion factor was discount coupon for the next purchase or
discount for other products apart from facial care cream type.

Problems found in the purchasing decision of anti-aging facial care cream product
of women in Mueang Chiang Mai district were; the over exaggeration of advertising, promotional
were low quality or nearly expired or unwanted, preferred products were cancelled, the
cancellation in producing preferable products (e.g., by changing formula and terminating to

produce product with old formula), and unreliable product demonstration by sales staff.



