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ABSTRACT

The objectives of this independent study was to study marketing mix factors affecting
women’s buying decision towards anti-aging facial products and customer behavior in buying
anti-aging facial products and problems found in buying anti-aging facial products in Mueng
District, Chiang Mai. The data was collected from questionnaires distributed to 321 women of
25-69 years who bought anti-aging facial products in Mueang District, Chiang Mai. The data was
analyzed by descriptive statistics which were frequency, percentage and mean.

The results show that most questionnaire respondents were younger than 35 years old,
with the highest educational level of Bachelor’s degree. They were employees or worked at
private companies, with the average salary of 10,000-25,000 Baht. Most respondents used day
cream. The most usage brand was Olay. The reason of usage was to prevent fine lines on the
face. The ingredient which was considered for buying was Vitamin E. The most influential
person in buying decision was oneself. They bought when products ran out or before they ran
out. Most respondents bought the old brand which they had been using because they believed in
its quality. They bought products from cosmetics counters in department stores (excluding small
vendors outside department stores). The size of the product was 30-60 ml. The frequency of

purchasing product was every 2 months. They spent less than 1,000 Baht per purchase.



Most respondents did not like to buy set products because some products in the set were not
necessary to use. Their source for information about the products was television.

All of the marketing mix factors affected to decide buying anti-aging facial products with
high level. The sub-factors with the highest mean were as follows. Product, no allergy after use;
Price, reasonable price; Place, convenient to buy; Promotion, the staff’s service and information
providing.

The problems found among women buying anti-aging facial products in Mueang District,
Chiang Mai were exaggerated advertisement, products were too expensive, discontinuation of
products by manufacturer, discount products was reaching expiration date, and the manufacturers

did not provide appropriate marketing.



