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Abstract

The objectives of this research were to study 1) the overall amount of money in the decision to
purchase facial skincare products through online channels and classified by demographic factors 2) the
importance of marketing mix and brand equity factors and the technology acceptance factors 3) the
correlation between marketing mix and brand equity factors and the technology acceptance factors and
amount of money in the decision to purchase facial skincare products of consumers in Bangkok through
online channels. This research used quantitative research. The sample population was 400 consumers who
have lived in Bangkok. Collecting data using a questionnaire. Statistics used in data analysis include
percentage, maximum, minimum, frequency, mean and standard deviation. The hypothesis was tested
using Independent Sample Test (t-test), One-way ANOVA and Partial Correlation, significantly at .05 level.
The results of the research found that 1) the overall amount of money in the decision to purchase facial
skincare products through online channels for consumers who have lived in Bangkok was at a very low
level (mean = 5,654.80 baht and standard deviation = 2,954.92). Gender, age, degree, occupation, and
income per month were different, the amount of money in the decision to purchase facial skincare products
through online channels were different. 2) the importance of overall marketing mix and brand equity factors
was at a very high level and the overall technology acceptance factors was at a very high level. 3) the
correlation with product had the lowest positive effect (r = .125), significantly at .05 level. The marketing
mix and brand equity factors include price, place, promotion, process, brand equity and the technology
acceptance factors include perceived credibility and perceived ease of use did not affecting the amount
of money in the decision to purchase facial skincare products of consumers in Bangkok through online
channels. Suggestions: Entrepreneurs should consider developing product line, making promotion in order
to attract customer’s attention and salesperson training about knowledge of facial skincare products and

other skill such as language and communication.
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