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ABSTRACT

The objective of this independent study was to study marketing mix affecting
women towards buying facial make-up cosmetics in Mueang Chiang Mai District. The samplings
were specific to 300 customers; the data, derived from the samplings, was analyzed by using
descriptive statistics consisting of frequency, percentage and mean.

The findings showed that the majority of respondents were 15-60 years old female,
acquired Bachelor’s degree as their highest educational level, earned 5,001-10,000 baht for
incomes, were officers in private sectors, and were the resident of Mueang Chiang Mai District.

According to findings, respondents paid overall concern on the marketing mix
affecting women towards buying facial make-up cosmetics in Mueang Chiang Mai District as
follows;

In product factor, the top three sub-elements that the respondents ranked of the
highest importance were product safety without causing allergy, UV protection and nourishing
agent in product, respectively.

In price factor, the top three sub-clements that the respondents ranked of the
highest importance were the appropriateness of price compare with product’s quality, the

appropriateness of price compare with product’s quantity and remarkable price label, respectively.



In place factor, the top three sub-elements that the respondents ranked of the
highest importance were affordable to find the products from general shops, regularly available
product at shelf, and shops in convenient location, respectively.

In promotion factor, the top three sub-elements that the respondents ranked of the
highest importance were sale representatives let customers choose the product themselves,

friendly sale representatives and television advertising, respectively.



