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ABSTRACT

This research aims to: (1.) study demographic factors, (2.) examine the purchasing
behavior of natural facial skincare products, (3.) investigate awareness-related factors, (4.)
explore reference group influence factors, and (5.) analyze marketing factors influencing the

purchase of natural facial skincare products among consumers in Bangkadi Industrial Park,



Pathum Thani Province. The sample used in this research consisted of 410 consumers in
Bangkadi Industrial Park, Pathum Thani Province. A questionnaire was employed as the data
collection tool. Descriptive statistics used for data analysis included frequency, percentage, mean,
and standard deviation. Hypothesis testing was conducted using the Independent Sample t-test
and One-way ANOVA. If significant differences were found, pairwise comparisons were
performed using the Least Significant Difference (LSD) method. Multiple Regression Analysis

was also employed to analyze the data.

The hypothesis testing results revealed that the majority of the consumers in Bangkadi
Industrial Park, Pathum Thani Province, who participated in the study were female. As a result,
the overall marketing factors influencing the purchase of natural facial skincare products did not
show significant differences. However, when considering individual aspects, the price factor

showed a statistically significant difference at the 0.05 level.

The hypothesis testing results revealed that consumers in Bangkadi Industrial Park,
Pathum Thani Province, who chose to use different types of natural facial skincare products
showed no significant differences in overall marketing factors influencing their purchase
decisions. However, when considering individual aspects, the distribution channel factor showed

a statistically significant difference at the 0.05 level.

The hypothesis testing results revealed that consumers in Bangkadi Industrial Park,
Pathum Thani Province, who chose different brands of natural facial skincare products they
currently use or have used in the past, showed significant differences in the overall marketing
factors influencing their purchase decisions. When considering individual aspects, the product,

price, distribution channel, and promotion factors all showed statistically significant differences at
the 0.05 level.

The hypothesis testing results revealed that the marketing factors influencing the
purchase of natural facial skincare products among consumers in Bangkadi Industrial Park,
Pathum Thani Province, including product, price, distribution channels, and marketing promotion,
showed statistically significant differences in terms of awareness, particularly regarding health

awareness, at the 0.05 level.



Keywords: Marketing factors influencing the purchase of natural facial skincare products,
marketing factors
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