TN FINRF O TR AR LR AN TALATAIRID1INIUI W Beautrium Va3

v

Huslnaluniaaziuaan

2

Factors Influencing the Decision-Making Process in Purchasing

Cosmetics at Beautrium Among Consumers in Eastern Thailand

FAUITIDH RIUIIN*
T I TINTIANNT ﬂm:u‘ﬁmiqﬁtﬁa VAN TINAIURAS Uszinelng
2 ﬂmzﬁmiqﬁa VAN TN Uszineing

* Q‘%’uﬁmauwmm

Rattanawan Suanngam*
' Department of Management, Faculty of Business Administration, Ramkhamhaeng University,
Thailand
2 Faculty of Business Administration, Ramkhamhaeng University, Thailand

* Corresponding author

UnAnga

mM33suiies asufdinadansaasulaidandaraiosdra19niuian Beautrium maag&j’uﬂnﬂlu
MANZINBN ﬁa”@qﬂizaoﬁl,ﬁiaﬁﬂm (1) wqaﬂsmmisﬁal,ﬂ%iméwmwaa;ju?‘[m (2) J29@ %
Uszrnsanans (3) Taspainlszqun1annsaaia (4Ps) as (4) NMWSNHOILLTUS NENadS
nszuaumsaadulatelatasinensinuiin Beautrium vasrjuilnalunanaziuean n@;m‘ﬁaﬂ'wﬁ'
llun333 Ae ;Ju’%‘[nﬂslumﬂmfuaaﬂﬁmwfaLﬂ%"aaﬁ%']mmm%”m Beautrium 31974 385 A%
laglg3%nygudiadniuuuazain (Convenience Sampling) Lﬂ%ﬂdﬁﬁ]‘ﬁlﬁ%ﬂ’lﬂﬁﬂﬁﬁﬁN‘lTE]Ha
fo uuuseumu wazvmlienzitoyadioldsunudiiagnieada saanlglunm ezt
Toya laun afidGinssnun daznavdae Aanud sonar dnads uazdwdsnuuinaigu
uazafiAiBsauuu el Independent Sample t-test, One-way ANOVA maltfSauifisumagais
3% Scheffé uaznTIATZRNINANALNAA T TasrinuaszauibidynIsian 0.05 nan13isy
WU TG UEI UL TZRUNIINIAIA (4Ps) LazNIWANBILLUTBANANTNARaN1TAaFlaLAan

ToLATId1019HIUI% Beautrium °11ao;ju’%lnﬂiunﬁﬂ@:a”uaaﬂasmﬁﬁuéﬁﬂ”tymaaﬁﬁ

fMdan: MInaFwlate, W3a9fan9, FIULTEINIINIINAA, NMNANHOILLIUE, Beautrium,

MAaIUBaN



Abstract

This research aims to examine (1) consumer purchasing behavior, (2) demographic factors, (3)
marketing mix factors (4Ps), and (4) brand image influencing the decision-making process in
purchasing cosmetics at Beautrium among consumers in Eastern Thailand.The sample group
consisted of 385 consumers in Eastern Thailand who had previously purchased cosmetics at
Beautrium stores. The sampling method used in this study was convenience sampling. Data
were collected through questionnaires and analyzed using statistical software. The statistical
methods applied in this research included descriptive statistics, namely frequency, percentage,
mean, and standard deviation, as well as inferential statistics, including Independent Sample t-
test, One-way ANOVA, Scheffé’s post hoc comparison, and Multiple Regression Analysis. The
level of statistical significance was set at 0.05. The results revealed that marketing mix factors
(4Ps) and brand image significantly influence the decision-making process in purchasing

cosmetics at Beautrium among consumers in Eastern Thailand.

Keywords: Purchase Decision, Cosmetics, Marketing Mix (4Ps), Brand Image, Beautrium,
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