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Abstract

This research the objective is to study in depth analysis of the pattern of decision
making path of consumers of Thai women who have experience in cosmetic surgery. It is a
Qualitative Research with in-depth interview. The results of the study revealed that In plastic
surgery, consumers have a positive attitude towards cosmetic surgery. And see that cosmetic
surgery is something that enhances personality, is more complete surgery is natural with
incentives for plastic surgery want a good looking face build confidence and self-esteem
make them brave to socialize or reveal their identity in society.

In the decision to undergo plastic surgery consumers receive information from
friends or those around them in plastic surgery. And searching for information from the
internet or social media was inspired to go to have plastic surgery combined with the
influence received from the media whether there are celebrities, favorite actors in the media,
cosmetic surgery saw other people doing it and had a beautiful face as well as advertising
media for beauty salons.

After consumers have had plastic surgery, they are satisfied with the plastic
surgery. In repeated surgery, helping to adjust to the new needs or want to improve it
better repeat surgeries to correct previous defects want to improve the bug and decided

to talk to a friend or people in the plastic surgery
Keywords: new image; decision making; Krung Thai Bank Public Company Limited;
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