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Customer Profile Analysis of Local Cosmetic-Retail Stores in Mueang Chiang Mai District
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ABSTRACT

This study aimed to investigate customer of local cosmetic-retail stores in Mueang Chiang Mai
district. The population of this study consisted of customers of local beauty product retailers in Mueang
Chiang Mai District in the past 6 months. The data were collected from 300 customers of different 5
cosmetic-retail stores in Mueang Chiang Mai district by using quota sampling method. The data were
collected by questionnaires, and then were basically analyzed by descriptive statistics including frequency,
percentage and mean, and customer profiles were analyzed by using inferential statistic, i.e. chi-square test.

According to the results, the demographic profile describing the characteristics of customers of
each store were derived from age, education level, occupation, average monthly income, average monthly
income per household, housing characteristics, location and domicile as per the house registration.

Behavioral factors profile describing the characteristic of customers in visiting these retail stores were derived
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from date and time, average time spent in each visit, accompanying persons, number of accompanying
persons, people who influence the purchase decision for products and services, transportation, types of
most frequently purchased products. The reasons most customers preferred these retail shops were parking
area, satisfaction towards the services, intention to return for the services, the media relating to public

relations, advertising and sales promotion on social media and sources of information.
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