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Abstract

The objective of this study was 1) Study the purchasing behavior of deodorant perfumes
of consumers in Bangkok Metropolis. 2) Study the importance of marketing mix factors. 3) Study
the relationship between demographic characteristics and purchasing decision behavior of
consumers in Bangkok Metropolis. In this study, a sample of 400 people was used by using the
online questionnaire Google Form as a study tool. and take the information collected The data were
analyzed using statistical values such as frequency, percentage, mean and standard deviation, and
hypothesis was tested using Chi-Square Statistics.

The study showed that Most of the consumers are female, aged 21-30 years old, have a
bachelor's degree, single status, worker/private company employee, and having an average
personal income per month of 10,001 — 20,000 baht Most consumers prefer to buy spray deodorant,
Eau De Parfum type, long lasting 6-10 hours, Counter Brands such as Dior, CK, Eternity for
deodorant purposes / alleviating odor concerns. Popular to buy from department stores. In each
purchase, use a budget of 100 - 300 baht. Make your own purchase. The average frequency is
less than once a month. The marketing mix factors are product factors. price factor Distribution
Channel Factors and marketing promotion factors It was in a very important level in all and the
hypothesis testing results. It was found that demographic characteristics were related to deodorant
purchasing behavior of consumers in Bangkok Metropolis. The form, type, brand, purchase
objective, purchase location, budget and person influenced the purchasing decision of deodorant

perfume. However, demographic characteristics did not correlate with deodorant purchase decision



behavior in terms of frequency of purchase of deodorant. Therefore, it has no effect on consumers'

decision to purchase perfume and deodorant in Bangkok Metropolis.
Keywords: Marketing mix factor, Behavior of buying decision, Deodorant Perfume
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