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Abstract

The objectives of this research were (1) To examine the demographic characteristics
of Generation Y consumers who intend to purchase skincare products. (2) To explore the
opinions of Generation Y consumers toward influencers promoting skincare products. (3) To
investigate the purchase intention of skincare products among Generation Y consumers. (4)
To analyze the purchase intention of skincare products based on demographic characteristics.
(5) To examine the impact of influencers on the purchase intention of skincare products. This
research is a quantitative study that collected data from 385 Generation Y consumers who

had experience purchasing skincare products through online channels. Data were obtained

935




0002

MsUszydnnsikasauena I sEAUYR AT 8
“fmiwveunanuignisfsuulauasiauegnedsby”
Uil 23 WewAAL WA, 2568

using a questionnaire and selected through purposive sampling. The data were analyzed
using descriptive statistics—percentage, mean, and standard deviation—and inferential
statistics, including one-way ANOVA and multiple regression analysis. The results revealed
that gender and occupation significantly influenced the purchase intention of skincare
products among Generation Y consumers, while age, education level, and monthly income
showed no significant differences. Regarding influencer characteristics, content creation
ability, expertise, and ethical conduct had a statistically significant effect on purchase
intention at the 0.05 level. In contrast, attractiveness and trustworthiness showed no

significant effect.
Keywords: Influencer, Skincare Products, Generation Y
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