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Abstract

The objectives of this survey research were to; 1) study marketing mix factors utilized in Thai
cosmetic purchasing decision of Chinese tourists visiting Bangkok Metropolitan 2) study Chinese
Tourists behavior in purchasing Thai cosmetic 3) investigate element of purchasing decision of
Chinese tourists 4) compare the acceptance of marketing mix classified by personal factors 5)
study relationship of marketing mix factors with that of Chinese tourists behavior 6) study
relationship of marketing mix factors with that of Chinese tourists purchasing decision of Thai
cosmetic .

The research employed Likert scale questionnaire, with reliability of 0.83, as a tool to collect
data. An unknown population of Chinese tourists and Yamane formula were used to calculate sample
size to derive at 400 respondents . Questionnair were distributed accidentally at four prime shopping
centers in Bangkok areas. The analysis of data utilized both descriptive statistic ie. percentage,
frequency ,mean and standard deviation and inferential statistic such as Chi-square, t-test and
one-way ANOVA .

The research findings revealed as follow : 1)the Chinese tourists acceptance as per
marketing mix factors in overall were at high level (X = 4.27) with the highest means value on
product (X = 4.53) and the lowest of means value on promotion (i = 3.61). 2) The Chinese
Tourists behavior réﬂected mainly on purchase of Mistine brand (30%) at prime tourist attraction
(42.4%) payment via Pay pal system (33.5%) self-carried delivery(88%) with stress on facial care
product(44.3%) for beauty purposes(25.2%)with catalyst by close friend and acquaintance(37.6%)

advertisement received via radio/television(45.1%) and 400 RMB purchase value per time(41%).



3)The purchasing decision element indicated the highest mean value on speedy delivery (X =
4.78) and the second most mean value of good quality and standard (i = 4.74) and indicated
the high mean value (i = 4.57) in overall elements.4) The comparison of marketing mix factors
classified by personal factors showed the significant differences at 0.05 on sex, age, education and
occupation 5) the study of relationship of marketing mix factors and purchasing behavior showed
significant correlation at 0.05. 6)the study of relationship of marketing mix factors and purchasing

decision element indicated a medium positive relationship at 0.05.

Keyword: Chinese tourist Thai cosmetic Bangkok metropolitan
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