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AEARY : UTTATUN Madende 1aTesd1ene anusslumi
ABSTRACT

Color cosmetics products packaging presents with many different forms. The decision to purchase those
products depends on individual preference. The research objective is to explore packaging styles that affect
the purchase of color cosmetics products. The sample group (n=385) consists of adults aged 20 years and
over who have had experiences in which purchasing color cosmetics products including eye shadow, blush
on, lipstick, lip balm, lip tint, lip gloss, and lip liner. Data were collected via an online questionnaire including
Facebook, Instagram and Line. The data were analysed by descriptive statistic and represented in frequency
and percentage. The research found that the majority of survey respondents who purchased facial cosmetics
products are female (74.29%), “with an average age range of 20-22 years (86.75 %). Almost of them are
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University students (86.23%). The main monthly income is between 10,001 and 15,000 baht (54.55%). The
main type of packaging that survey respondents chose to buy for eye cosmetics products is the square
compact (46.23%). The circular compacts (57.14%) and dip sticks (42.34 percent) are the main packaging for
cheek and lip cosmetics products, respectively. The most popular chosen material for all cosmetic groups is
plastic (75.58%), and the color tone is pastel-themed (39.13%). The main factor that affects for purchasing is
the color tone of the packaging. The research results can serve as guidance for entrepreneurs in improving
their marketing strategies to meet the needs of customers and also impact to package selection of color

cosmetics products in the future.

Keyword : Packaging Purchasing Cosmetics Color Cosmetics Products
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