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Abstract

This research has aims objectives (1) to study about the demographic
factors i.e., gender, age, career and average income per month which affect on marketing
decision level of Bangkok population on facial cosmetic surgery demand (2) to study the
marketing decision level which consists of product, price, distribution and promotion on
marketing decision level of Bangkok population on facial cosmetic surgery demand (3) to
study the consumer behavior of Bangkok population to cosmetic surgery on the face. For
400 samples using a questionnaire to collect data. The statistics using for analyzing were
frequency, percentage, mean and standard deviation. Hypotheses testing used t-test and
F-test, one-way ANOVA Analysis, in case of its had statistical significant different testing a
pair of variables by Fisher's Least Significant Difference (LSD) was used to test hypothesis
for each pair in order to see which pairs are different. The research results were as follows:
Most respondents are female aged between 18-25, single, students career, average income
less than or as 10,000 baht. The decisions level of marketing to demand for cosmetic
surgery on the face were as follows: Product, Price, Distribution channel and Promotion had
significance at high level. The most sample groups had well known in negative impact on
cosmetic surgery from advertising i.e., newspaper, television and radio. If they would like to
do so, they might do on worse cosmetic surgery at private hospital. The cosmetic surgery
were very popular in the group of actors. From the hypothesis test we found that sample
groups with different status, age, income and career had different decision level of

marketing to demand for cosmetic surgery on the face, but the sample groups with different



gender did not have the difference in level of decision level of marketing to demand for

cosmetic surgery on the face.



