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ABSTRACT

The objectives of this research were: (1) to study the conducted on the
motivation of the employees of cosmetic manufacturing companies in Lat Phrao,
Bangkok. (2) Compare the motivation of the manufacturing staff of cosmetics
companies in in Lat Phrao, Bangkok, classified by personal factors.in the
manufacturing department of cosmetics companies in Lat Phrao, Bangkok. The
research methodology was quantitative research. The population were 382 people in
cosmetics manufacturing staff in Lat Phrao, Bangkok. The sample group of 200,
calculated from Taro Yamane's formula, used questionnaires as tools to collect data.
Statistics used in the analysis include frequency, percentage, average, standard
deviation and multiple regression analysis. The research findings were found that: (1)
the majority of the respondents were 51.50 percent of the respondents, under 30
years of age. Most of them had lower education than bachelor's degree and income
was 15,000-20,000 baht. (2) Compare the motivation of cosmetic manufacturing staff
in Lat Phrao, Bangkok. classified by personal factors, with a statistically significant
difference of 0.05 Individual factors were found to have the greatest impact on
motivation for work progress, followed by promotion, recognition, responsibility for

work, working conditions and job success.

Keyword : Personal Factors, Motivators At Work,
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