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ABSTRACT

This study employed a quantitative research approach to examine the factors
influencing cosmetic purchase decisions among consumers in the Bangkok
Metropolitan Area. The population consisted of 10,885,687 consumers,and a sample
size of 432 respondents was determined for this study. The findings revealed that

consumers with different demographic characteristics, including gender, age,



occupation, educational level, income, expenses, and spending per purchase,
exhibited statistically significant differences in purchase decisions at the 0.05 level.
Furthermore, source credibility, specifically expertise and attractiveness were found
to have a statistically significant positive influence on purchase decisions. The model
explained 69.5% of the variance in purchase decisions.
Keywords: purchase decision, service marketing mix, source credibility
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