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Abstract

The objectives of this research were to 1) study the level of marketing mix of skincare products
among consumers, and 2) compare consumers’ purchase decisions of skincare products in Nonthaburi
Province. This study was quantitative research. The population consisted of consumers who had previously
purchased skincare products. As the exact population number was unknown, the sample size was calculated
using W.G. Cochran’s formula, resulting in a sample of 400 respondents. Data were collected using purposive
sampling. The research instrument was a questionnaire. The statistical methods used for data analysis included
percentage, mean, standard deviation, t-test, and F-test.

The research findings revealed that 1) the overall level of the marketing mix was high. Considering
each aspect from the highest to the lowest mean, all four aspects were at a high level. The price factor had the
highest mean, followed by distribution channels, marketing promotion, and product, which had the lowest
mean, and 2) the comparison of consumers’ purchase decisions of skincare products in Nonthaburi Province
classified by personal factors, gender, age, occupation, education level, and average monthly income showed

statistically significant differences at the .05 level.
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