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Abstract

This study employed a quantitative research design. The population comprised

Generation Z consumers in the Bangkok Metropolitan Area who exhibited an intention to



purchase skincare products through online channels. A sample of 400 respondents was
selected using a convenience sampling technique. A screening process was conducted to
ensure that all participants were Generation Z consumers who had experience purchasing
skincare products via online channels in the Bangkok Metropolitan Area. The analysis of factors
influencing online purchase intention revealed that marketing mix theory particularly the price
dimension as well as brand-related factors, including brand image, brand trust, and brand
identity, were the key determinants significantly affecting Generation Z consumers’ online
purchase intention for skincare products in the Bangkok Metropolitan Area at the 0.05 level of

statistical significance. These variables demonstrated a predictive capability of 59.90%.

Keyword: Online Purchase Intention, Marketing Mix, Brand
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