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Abstract

The objectives of this study, factors affecting demand for cosmetics from the
Department Stores in Chiang Mai province, are to study consumers behavior and factors
affecting  demand for cosmetics as well as the cosmetics consumption ﬁ'orh the
department stores in Chiang Mai . The result of the study can be used as a guideline in
selecting the product that suit the demand of consumers. The assumption of the study is that the
decision making for purchasing cosmetics depends on price, income of consvmers, brand name,
future expected price, sale promotion, quality and price of substitute product. The data gathered
from 300 samples of cosmetics consumers through questionnaires are used in analyzing this

behaviors.

The result of the study shows that PIAS is the most popular brand which consumer
choose to purchase 26 percent. 62.3 percent of the consumers prefer to buy the cosmetics from
the department store because of the quality of the product. Approximately half of them or 56,7

percent used to buy the import cosmetics becanse they have confidence in quality .



v

The result of the study also shows that factors which obviously affect demand are
price and income of the consumers.  90.9 percent of the consumers decide to buy cosmetics
because of price and at the high level of education, pricé factor has less impact.- Cosmetics |
consumers have high brand royalty, 62.3 percent of them have not changed the brand. The young
consumer, the more brand royalty they are. Sale promotion has low impact on new consumer,
only 39.7 percent used to buy cosmetics during the promotion period. Only 35 percent of the
consumers buy product after testing the sample, especially in group of age under 30. Only 21.7
percent said that the brand name affects their decision to buy cosmetics, mostly in the highly

educated group.

The results also show that cosmetics are bought in a low frequencies and limited
amount, 46.7 percent of them buy once in more than 3 months and 28.7 percent buy-once in 3
months, 97.3 percent pay less than 2,000 baht for each buy. The student group and income less
than 8,000 baht per month group are the majority . Income is also. one of the important factors

affect the consumption.

The resuit of this study can be used to adjust the marketing strategy in many way
such as: focus on the target group, adding more sale promotion, selecting the suitable brand and

putting more emphasize on advertising and more communication with the consumers.



