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ABSTRACT

The objective of this study was to investigate deodorant products consumption
behavior of tween in Mueang Chiang Mai District. The data was collected at modern trade from
questionnaires distributed to 400 tween aged 11-14 years who make decision of purchasing
deodorant products themselves. The analysis of data was performed by statistics parameters
including descriptive statistics; frequency, percentage, mean and inferential statistics; Chi-square
and t-Test.

The result of this study shown that most of the respondents was 14 year-old
female tween, the occupations of their parents was business owners and got more than 4,000 baht
each month from their parents.

Most of them was using deodorant products in Roll-On type and the top brand of
mind was NIVEA and used only one brand. They bought deodorant products one piece per month
when it was finished. Each time they spent 51-100 baht from Big C, Lotus and Carrefour with
their parents but the most influencer was themselves. They bought deodorant products because it
was effective to reduce their body odor and they had the information from television. Most of
them was not sure to choose the old brand again.

Marketing mix factors was influential in decision of tween towards purchasing
deodorant products in Mueang Chiang Mai District in a high level. The factors affected in the
high level were product, price and place, respectively. And the factor affected in the medium level

was promotion.



