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Abstract

The purposes of this were study the demographics to making purchasing decisions to
Japanese skincare products of female consumers in Bangkok and study the marketing
communication tools affected the buying decision Japanese skincare products of female
consumers in Bangkok. This research was the quantitative research by using questionnaires from
384 female consumers who previously purchased the product. The data was analyzed by as
frequency, percentage, mean, standard deviation, t-test statistic, One-Way ANOVA, and enter
multiple linear regression at the statistical significance level of .05. The results showed that: most
of the sample was between 25 - 34 years (35.40%), single status (68.20%), average monthly
income of 10,001 - 20,000 baht (34.10%), education of bachelor's degree (55.70%), and work in
private companies (48.70%). Marketing communication factors influence female consumers'
purchasing decision of Japanese skincare products with statistical significance at the .05 level
were sales by individuals (29.10%) and promotion (15.80%).

Keywords : Marketing Communication Tools, Buying Decision, Japanese Skincare Products.
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yaneUfrun laussRafifvafuguamnuasanuny Wngsiafiunusonseodusufl 1 fasofummm
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1) WoRnvidnunizUszansiunssiaanladendndorivisefdUuosguslnamandgolu
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2. safyuisiay

Tums3svaseiidumudsy Bausunes (Qualitative Analysis) laald38ms3suiBuaisia (Survey
Method) wazvihmsifiusiusindoyauuuigund rumsiduuuaauniu (Questionnaire) iwadovilo
lumsifiusiusiudiona Womdnousovanufigiu
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1) Ussmnsfililunms@nuniduadeido iamofineldandafomivisefinduu Gofidimam
Uszannsiliuduenanglilunsonnumuas (nsumsunasesnsznsoumalng, 2556, sawulay) lay
AutioyannnaunduslnamandoflEusmsusnadudUusing | amuvoassnaudn
2) ngusetvfe Srnduslnamnandufinfondadariviseiaduu tunsannamuas
fimsinuangusneglavendogasiuasuiasiotie (Sampling Size) Sulinsiuauiaes
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wiauflefildlunsifiusiusindoyanisiduaseil fio wuuaeunn (Questionnaire) Taels
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TumsAnvi3duaseil §37uR38msiiusiusindoyanfiunf (Secondary Data) doyafilé
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2.4 MsAAsEhdoya

1) MsTsizvidoyaianssadun (Descriptive Statistics) Jiasizidoyadiuuszminsmans
YouMOULUUFOUMH lasmsiiasiidonaiBonssaamldatifinaund (Frequency)

2) msiesiehaimduannin (Inferential Statistics) SwaszvidoyaduuszyInsmManszog
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Un# (Enter Multiple Regression Analysis) Wiodiasiziiasevfionisdeaisnisaaiafiinadanis
faauladondndarivngeiiuseuduslaamandluaansounnamuas Tasinuuaszduriodidny
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