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Abstract

The purposes of this research were to study behavior and attitude of working women on buying
cosmetics in Bangkok Metropolitan area and to compare the differcnce between personal characteristics
and attitude of working wonen on buying cosmetics in Bangkok Metropolitan area. In this research,
385 samples were multi-staged randomized from the population who were consumers at age between
20-60 years, using cosmetic products, and living in Bangkok metropolitan arca. The questionnaire was
the rescarch tool. The statistical data analysis included percentage, mean, standard deviation, One-way
Analysis of Variance, and LSD (Least Significance Difference) for testing many means of difference.

The results of this research were : (1) most working women consumers were at age of 20-30
years, single, holding the bachelor degree, with monthly income less than 10,000 baht, and working for
private companies, (2) attitudes of working woman towards buying cosmetics in Bangkok Metropolitan
area in terms of product, price, place and promotion of marketing were at high level (overall/cach),
(3) behavior of working women on buying cosmetics in Bangkok Metropolitan area, Avon was most
favorite cosmetic, most opportunity to use cosmetics was for themselves, most frequency of buying
cosmetics was 2-3 month per time, buying decision depend on guarantec of international safety and
standards and compared price with other brand name before buying, average purchasing of cosmetics
was about 501-1,000 baht, information sources of cosmetics was introduction from friends, and making
decision by themselves and (4) comparing the difference between personal characteristics and attitude
of consumers were different in age, marital status, career, educational level, and monthly income, and

attitudes towards buying cosmetics in overall with no statistical significance.
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