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Marketing mix factors affecting the purchasing decision

of sachet facial cream in Nakhon Si Thammarat.
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ABSTRACT

The research aims to study demographic data, marketing mix factors, and
consumer behavior that affect the decision to buy facial cream in sachets in Nakhon Si
Thammarat Province. The results of the study will be applied to further develop the
distribution of existing products and create new products to meet the needs of consumers
and to achieve satisfaction and repeat purchases. In the study, the researcher conducted
a research on marketing mix factors that affect the decision to buy facial cream in sachets
in Nakhon Si Thammarat Province. The initial scope of data collection in Nakhon Si
Thammarat Province was 300 sample populations. The data were analyzed using
statistics, including analysis of the number of samples n, percentage (%), average x_,

standard deviation S.D, assumption examination using F-test statistics, one-way variance

statistics (One-way ANOVA) and multiple regression analysis

The results of the study found that the population groups that affect the
decision to buy facial cream in sachets in Nakhon Si Thammarat Province are mostly
females, aged between 26-30 years, single, with a bachelor's degree, and their main
occupations are civil servants/state enterprises. With an average income of 15,001 -
25,000 baht, they give importance to and cause the marketing mix and consumer behavior
to have an effect on the decision to buy sachet facial cream to a high degree. When
testing the hypothesis, it was found that personal factors, marketing mix factors, and
consumer behavior have an effect on the decision to buy sachet facial cream in Nakhon

Si Thammarat Province with a statistical significance of .05.
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