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ABSTRACT
TITILE : THE INFLUENCE OF BRAND PERSONALITY ON CUSTOMERS’
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This independent study 1) investigated the brand personality and customer
purchase decision-making regarding lipstick productszin ‘the'Bangkok area, and 2)
examined the influence of brand personality on custemer purchase decision-making
regarding lipstick products in the Bangkok area. The’sample consisted of 400 customers
who have purchased and used lipstick products for over 1 year in the following districts
of the Bangkok area: Bang Khen, Bang Sue, Dusit, Chatuchak, and Lak Si. Questionnaires
were used to collect data. Statisticallanalyses included frequency, percentage, mean,
standard deviations, and Multiple,.Regression using convenience sampling as the
sampling method.

The study findings-reveal that the majority of respondents to the questionnaire
were female, aged between 26-30 years old, with a bachelor's degree education level,
employed as _government officers, and with an average monthly income of 25,001-
35,000 baht. The research showed that the level of sincerity for brand personality had
the highest average score, while the sophistication of the brand personality had the
lowest average score. The highest average score for consumer decisions to purchase
lipstick were influenced by whether it enhances beauty and addresses lip imperfections
or problems. The lowest average score was whether consumers would repurchase the
lipstick and recommend it to relatives or friends after using it. In testing the hypotheses,
it was found that an aggressive brand personality significantly influenced customers'
purchase decisions regarding lipstick products in the Bangkok area at a significance level
of 0.05. However, the sincere, exciting, and sophisticated images did not significantly

influence customers' purchase decisions regarding lipstick products in the Bangkok area.





