Jadedruuszaumenisaanaiifinadonisinduledewniasdrarsitudomis
aaulal vaIyAAINTUTEN A151UIINTU R (UnYw)
MARKETING MIX FACTORS RELATING TO THE COSMETIC ONLINE
PURCHASING DECISION OF CARABAO GROUP

Aades assUae
A1UIYINIIAIN AMTUINNTTING UNTINIRETINAUN Useimeilne
ANEUIMNITINT UNINeNdesiudums Useindlny

NSURATBUUNAINY

Y

Sirivat Srabuakhom
Marketing , Business Administration , Ramkhamhaeng University , Thailand
Business Administration , Ramkhamhaeng University , Thailand

Corresponding author

UNANED

1 v a

153984509 Jadediudszaunaniseataninasnonisanaulatarnssedraneniurewmnaeaulail

[

YDIYARINTUTEN A151U13InTU 91im (umww) degussasdvesmsfnyiiie (1) iiednwidade

q

aulszansmanslunisinduladerniasdrans (2) Wwednwinginssunisnduladousandnsia

a

\n30sd101e (3) leAnwitadsdiulszaumnanisnann vesnansusiaiosdiens (4) efnw
Wisuisuildediulssnnseansiifnadenisinaulateiniosdions kutesnsesulall (5)
iofnwiussufisungnssulunisdaduledendndusiadesdrons iuremisesulad Nl
fegneildlunudde Taudynainsuisn msunngd $ria Gmvu) S1uau 400 au teFesiledld

lun1s3deidusuvaeuauadaldlunisimseideya liun anudsovas Anadediudenuy



[ YY)

1M5§1UEDH Independent sample t-test uagania One way ANOVA (F-test) fisvsutiodfyng
anf 0.05
nan1TITengRnssunmsidendoinissdendlusruuesulavdnivgdondeindesdion
Ussinviddadin anvgfidonteiriosdenaileduddiied yarafitnanenisindulatoiriesdions
1éun aues arwilunisdoiniesdendliutuou manfideindesdiens 1,001 - 2,000 VI uaz
Fondainiesdonsiamanaldios nanimeaey auufigiu wut Jadedusyannsenatu i
me fnadenisinduladoiniosdendlussuuesulad YB4YAAINTUTEN A151U1InTU 9
() uanensiy egdideddni 0.05 Wqﬁﬂiiﬂmilﬁ@ﬂ%@Lﬂ%laﬂﬁ’la’]whﬂﬁju Laun Usenm

Y94.A799E1919 Yaranidnaren1sandulade anudlunisgeintesdion uuiveiniediens i

a

nasan1sinduladeinsesdrendlussuvesulatves yaa1nsuien a1swninid e (W)
uansNueEitudAgY 0.05

o/ o

mdr:nsinaulatensasdionsiutemsesulal,uraInsusem a1s1unIniu 91in @)
ABSTRACT

Marketing Mix Factors Relating to The Cosmetic Online Purchasing Decision of Carabao Group.
This project aimed to (1.) To study the demographic factors in the decision to buy cosmetics.
(2.) To study the behavior of buying cosmetics. (3.) To study the factors of marketing mix of
cosmetic products.

(4.) To compare the demographic factors affecting the decision to buy cosmetics. through
online channels. (5.) To study and compare the behavior in making a decision to buy
cosmetics. through online channels. The representative sample of 400 consumers in Carabao
Group. The instrument that used in the research is statistics, to analyze data such as
frequency, percentage, average, standard deviation, Independent sample t-test statistics and

statistical One way ANOVA (F-test) at significance level of 0.05

The results showing that the behavior of consumer to buy cosmetics online most
shop is lipsticks because it has a delivery service. The people that affected decided to buy
cosmetics online are themselves. The frequency of purchasing cosmetics is inaccurate. The
cosmetics price around THB 1,001 to 2,000 and the reasons for choosing the online cosmetic
is buying for themselves The hypothesis testing found that demographic factors such as sex
are effect to the decision to buy cosmetics online of consumers in Carabao Group different
levels of significance at 0.05. The buying behavior to purchasing are different such as type

of cosmetics. The people who affect to buy. The frequency of buying cosmetics that



effective to the decision to buy cosmetics online consumers in Carabao Group difference is

significant at 0.05 level.
Keywords: The Cosmetic Online Purchasing Decision of Carabao Group.
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