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Abstract

This research aimed to study the demographic factors influencing cosmetic purchase
decisions at Beautrium Store, Central Rama 2, and it to examine the relationship between
cosmetic purchasing behavior and the decision-making process of buying cosmetics at
Beautrium Store. This study employed a quantitative research approach, collecting data
through a closed-ended questionnaire developed by the researcher. The survey question
nairse were distributed to a sample of 400 customers who had purchased products from
Beautrium Store, Central Rama 2.

The findings revealed that the majority of respondents were female, aged 21-30
years, held a bachelor's degree or equivalent, worked in private companies, and had a
monthly income of 20,001-30,000 THB. In terms of purchasing behavior, most respondents
purchased facial, eyebrow, eye, and lip makeup products. The primary reasons for shopping
at the Beautrium Store at Central Rama 2 are convenience and proximity to their homes or
workplaces. Most consumers shoped at the store once a month and spent an average of
301-600 THB per visit. Additionally, the study found a correlation between to purchasing
behavior and the decision-making process imcluding cosmetic product type, reasons for
purchase, purchase frequency, and expenditure per visit.

Keywords: Cosmetic purchasing behavior, Cosmetic purchasing Decision process, Cosmetics,

Beautrium
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