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ABSTRACT

This research aims to investigate the impact of the SIVA marketing model on
Thai consumers’ purchasing decisions of Thai cosmetic brands. The independent
variables include customer solutions (products designed to address consumer needs),
customer information (beyond promotional information), customer value, and customer
access. The dependent variable is the purchasing decision of Thai cosmetic brands.
A sample of 398 Thai cosmetic users was employed in this study. Descriptive statistics,
including frequency, percentage, mean, and standard deviation, were used to analyze
the data. Additionally, inferential statistics, specifically multiple regression analysis,
were employed to test the hypotheses regarding the relationship between the
variables influencing the purchasing decisions of Thai cosmetic brands.

The results indicated that the SIVA marketing model significantly influenced
Thai consumers’ purchasing decisions of Thai cosmetic brands at the 0.05 and 0.01
levels. Specifically, factors that were significant at the 0.01 level included product
attractiveness, satisfaction with Thai cosmetic brands, comprehensive product information,
value for money, and product accessibility. The factor of product credibility was

significant at the 0.05 level.
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