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The purpose of this research is to examine the relationship between information
exposure, marketing communication factors, socio-economic status and purchasing decision of direct 
selling cosmetics and purchasing behavior. Questionnaire was used to collect the data from a total of 
400 samples. The data were analized by using percentage, mean, Pearson's product moment 
correlation coefficient, t-test and one-way ANOVA.

The results of the study are as follows :

ใ. Information exposure : mass media exposure, interpersonal media exposure and 
specialized media exposure were significantly correlated with the decision of 
purchasing direct selling cosmetics.

2. Marketing communication factors i.e. price and promotion significantly correlated 
with the decision of purchasing direct selling cosmetics. Other factors such as 
product, place, advertising, public relations etc. did not significantly correlate with 
the decision of purchasing direct selling cosmetics.

3. Differences in socio-economic status i.e. age, income level, occupation, marital 
status and education level did not significantly correlate with decision of purchasing 
direct selling cosmetics.
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