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Abstract

This study’s objective is to research the effects of brand equity, micro-influencer, and
customer satisfaction on generation Z consumers' skincare products imported from Japan
purchase intention. The study is based on quantitative research using surveys to gather
information from 420 Generation Z consumers, ages 18 to 25, who have used skincare products
imported from Japan before. The findings indicate that most consumers buy products from
department stores once a week for 500-1,000 THB, mostly from the Bioré brand for skin
moisturizing purposes. Most consumers use social media for 1-2 hours once a week to research
products before making purchases. Good quality comes first when making a purchase,
followed by reliability. The results from the structural equation modeling test show that both
brand equity and micro-influencer significantly impact customer satisfaction and purchase

intention, while customer satisfaction significantly impacts purchase intention at level 0.01.
Keywords: Brand equity, Micro-influencer, Purchase intention
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