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Abstract

The purpose of this research was to study consumer attitudes and the effect of demographic attitudes to-
wards the “7 Ps” marketing mix of imported cosmetic at the 2nd biggest department store in Pathumwan in Bang-

kok. The sample of quantitative research are consumers of imported brand cosmetics from Japan at the 2nd biggest
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department store in Pathumwan, Bangkok. The sample size of qualitative research are 400 consumers of the 2™
biggest department store in Pathumwan, Bangkok and were collected by questionnaire. The statistical analysis used
was descriptive statistics percentage, frequency, mean and standard deviation and One-way analysis of variance to test
hypothesis. The results of qualitative research showed that consumer attitudes in marketing mix of the products’ best
qualities suitable for Asian people were attractive packaging, the uniqueness as the Asian brand, reasonable pricing,
and being not too expensive. Also, the distribution channel located in center of shopping mall was important with
easy access, but the online distribution channel should increase; the physical environment should be beautiful and
unique. The counter display and staff grooming identity to be Japanese. The service staff should provide excellent

service. The results of quantitative research found that differences in demographics do not affect consumer attitudes

toward the “7Ps” marketing mix of Japanese luxury cosmetic brands.

Keywords: attitude, marketing mix, imported cosmetic brand from japan
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