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ABSTRACT

This study aims at studying with consumers’ attitude toward buying decision tendency
on makeup sachets cosmetic. The purposes of the study were to compare 1) different factors
between demographics and attitudes, 2) different factors demographics and buying decision
tendency on makeup sachets cosmetic and 3) study relationship of consumers’ attitudes on beauty
influencer of makeup sachets cosmetic towards buying decision of makeup sachets cosmetic.
The survey questionnaires were used as tools for data collection with the sample of 400 female,
age 15 years old and above. The descriptive data analysis used are frequency, percentage, mean
values, and standard deviation, and. one- way analysis of variance: ANOVA and Pearson’s
correlation coefficient used to test the hypothesis.

The research findings showed that:

1. Consumers with different age, in overall, demonstrate various attitudes toward the
makeup sachets cosmetic differently on the content and presentation styles.

2. Consumers with different age and occupation show buying decision tendency on
makeup sachets cosmetic differently.

3. Consumers’ attitudes toward beauty influencer of makeup sachets cosmetic cover
various aspects: personality, content, presentation, dependability; has positive significant

correlation (1=0.01) with buying decision tendency on makeup sachets cosmetic.





