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ABSTRACT

The research on Influential factors in the decision-making process of Millennials
when hiring makeup artists. The results of the study found that different personal
factors, including gender, marital status, and occupation, lead to different decisions in
hiring makeup artists. Marketing mix factors, including product, personnel, and physical
environment, and income factors, including permanent income and temporary income,
have a statistically significant influence on the decision to hire makeup artists of
Generation Y in Bangkok at the 0.05 level. Marketing mix factors that do not have a
statistically significant influence on the decision to hire makeup artists of Generation Y
in Bangkok at the 0.05 level include price, distribution channels, marketing promotion, and
process.

Keywords: Decision-making, Marketing mix, Income factors
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