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Factors Influencing Working-aged People in
Krathum Baen District, Samut Sakhon Province

to Buy Skin-whitening Cosmetics

Aagnal nsNsh’ uguun QAIAUS " uasnqug Naainansul”

Kunlayanee Kornkirati”, Narunan Waittisin"and Krisada Kittigowittana”

Abstract: This research aimed to study the purchasing behavior and the factors that influenced working-age
women decision to buy skin-whitening cosmetic products in Krathum Baen District, Samut Sakhon province. The
participants were 400 people. Data were reported in terms of frequency, percentage, average and standard
deviation. Statistical analysis by Mann-Whitney U test and Kruskal-Wallis test in Statistical Package for Social
Sciences Program or SPSS for Window were used to analyze to the data. Most of the subjects were females
aged between 31-35 years with undergraduate university education level. Most of them were working in
factories and earned between 10,001-15,000 bahts per month. Marketing mix factors were the most influential
factors leading to their decision to buy skin-whitening cosmetic products. Product factors were the most
significant influence on the purchasing decision followed by the price factors, promotion factors and place
factors, respectively. In hypothesis testing at a significance level of 0.05, factors that influenced the decision to
buy skin-whitening cosmetic products were age, education level, occupation, using experience and the idea to
change to the new products.

Keywords: Skin-whitening cosmetic products, marketing mix factors, Samut Sakhon
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Table 1 Type of skin-whitening cosmetic products used among participants'

Products type Frequency Percentage
Cream 241 52.7
Lotion 162 35.4
Serum 36 79

Cel 18 3.9
Total 457 100.0

1 . .
Note:  More than one answer is possible
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Table 2 Reasons to use skin-whitening cosmetic products

Reasons to use skin-whitening cosmetic products Frequency Percentage
Improve whitening appearance 200 59.7
Facial treatment 85 254
Trend 27 8.1
Sexual attraction 23 6.8

Total 335 100.0
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Table 3 The ways to receive information about skin-whitening cosmetic products

Way to receive information Frequency Percentage

Advertisements, TV, Radio, Internet and Magazine 186 555
Free samples 30 9.0
Counter salesman 5 1.5
Suggestion (relatives and friends) 60 17.9
Free gift 2 0.6
Trial purchase 52 15.5

Total 335 100.0
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Table 4 Factors of marketing on the buying decision of skin-whitening cosmetic products

Marketing mix factors X S.D Importance level
1. Product strategies High
4.05 0.65
2. Price strategies High
3.93 0.74
3. Place strategies High
3.64 0.64
4. Promotion strategies High
3.70 0.80
Total ;
383 055 High
Table 5 Marketing mix factors of participants in different using experiences
Ever used Never used
Marketing mix factors o Importance o Importance
level level
1. Product strategies i i
413 Highest 3.68 High
2. Price strategies ) )
3.96 Highest 3.76 High
3. Place strategies ) )
3.68 High 3.45 High
4. Promotion strategies ) )
3.75 Highest 3.44 High
Total . .
3.88 Highest 3.58 High
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Table 6 Marketing mix factors of participants in different sex

Male (n=135) Female (n=265) 4 P
Marketing mix factors — —
X S.D. X S.D
1. Product strategies 3.94 0.65 4.1 0.64 -2.338 0.019*
2. Price strategies 3.90 0.73 3.94 0.75 -0.604 0.546
3. Place strategies 3.60 0.62 3.66 0.65 -1.338 0.181
4. Promotion strategies 3.72 0.83 3.68 0.79 -0.128 0.898
Total 379 056 385 055 -1.033 0.302

Note: * P <0.05
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Table 7 Marketing mix factors of participants in different age

25- 30 years 31 - 35 years 36-45 years K-W P
2
(n=157) (n=173) (n=70) ( )
Marketing mix factors X
X S.D. X S.D. X S.D.
1. Product strategies 4.00 0.63 4.14 0.64 3.97 0.70 5.267 0.072
2. Price strategies 3.93 0.65 4.02 0.76 3.69 0.84 7.486 0.024*
3. Place strategies 3.52 0.64 3.75 0.62 3.63 0.62 12690  0.002*
4. Promotion strategies 3.54 0.71 3.83 0.84 3.69 0.86 10.027  0.007*
Total 375 049 394 056 375 063 11.357  0.003*
Table 8 Marketing mix factors of participants in different marriage status
Single Married 4 P
Widow/ Divorce
Marketing mix factors (n=227) (n=173)
X  sbD. X  sbD.
1. Product strategies 4.02 0.64 4.09 0.66 -1.223 0.221
2. Price strategies 3.87 0.69 4.00 0.79 -2.120 0.034*
3. Place strategies 3.59 0.65 3.70 0.62 -2.066 0.039*
4. Promotion strategies 3.64 0.75 3.77 0.87 -1.518 0.129
Total 378 052 389 059 -1.804 0.071
Note: * P < 0.05
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