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ABSTRACT

The objectives of this research were to study the marketing mix factors and brand equity influence on the
buying decision of EVERPINK cosmetic brand. This study used a questionnaire to collect information from 384
consumer who purchase EVERPINK cosmetic brand in Bangkok. These statistics were applied in data analysis
includes analyzed percentage, mean, standard deviation, and multiple regression analysis at significance level
of 0.05. The research found that the overall level of marketing mix factors, brand equity, and buying decision
of EVERPINK cosmetic brand in Bangkok was the highest. The hypothesis testing showed the marketing mix
factors: product, price, place, and promotion influences buying decision and brand equity: brand awareness,
brand association, perceived quality, and brand loyalty influences buying decision of EVERPINK cosmetic brand
at significance level of 0.05.
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