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ABSTRACT

The purpose of this study was two-fold : First, to compare advertising media
exposure, attitude and consumption behavior of natural mixed cosmetics in Thai (Oriental Princess)
and Korean (THEFACESHOP) brands by women, and second to study correlation among
advertising media exposure, attitude and consumption behavior. This was a quantitative research
in Bangkok with 210 women using the Oriental Princess brand and 170 women using
THEFACESHOP brand. The research instrument was questionnaire through website and
researcher distribution. Then data were analyzed and presented by mean, standard deviation, t-test

(Independent) and Pearson’s correlation coefficient.

The results revealed that most of the two groups gained average age of 29 years,
got undergraduate degree, working in private company with salary of 10,001 — 20,000 baht. They
received the information about the cosmetics in internet and television and admired natural mixed
cosmetics then they decided to buy that cosmetics after trial. When compared advertising media
exposure, attitude and consumption behavior of natural mixed cosmetics in Thai and Korea brands,
it was found that those of women using Thai brand significantly gained higher advertising media
exposure, attitude and consumption behavior at. 05 level than those of women using Korean brand.
Moreover , had positive correlation among advertising media exposure, attitude and

consumption behavior at .001 level.
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