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Factors affecting the decision to buy facial skincare products of consumers living

in Bangkok and Metropolitan Area through electronic commerce
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ABSTRACT

The research was conducted with the objective to study the Factors of technology
acceptance, brand value, and marketing mix affecting the decision to buy facial skincare
products of consumers living in Bangkok and metropolitan area through electronic
commerce. The sample is consumers living in Bangkok and metropolitan area. The 40 pre-
test questionnaires were used to determine the reliability and consistency of each variable
by the Cronbach alpha coefficient with the value of 0.995. For statistical analyses, there are
descriptive statistics analysis and hypotheses testing via Multivariate regression analysis.

The results found that the opinions of the study on the factors affecting the

purchasing decision of facial skincare of consumers in Bangkok and metropolitan area
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through electronic commerce are at the high level. The results of the hypotheses testing
showed that the technology acceptance, brand value, and marketing mix affect to the
decision to buy skincare products through the electronic commerce. The respondents
focused mostly on the marketing mix factors followed by brand value factor, and

technology acceptance at the statistically significant level of 0.05.
Keywords: Skincare, Marketing Mix, Brand Value, Technology Acceptance.
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