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Abstract

A Study on the marketing communication strategies influencing the purchase decision- mak-
ing of facial skincare products among Gen Z females in Bangkok has the following objectives:
1) To examine the marketing communication strategies for female facial skincare products.
2) To study the purchase decision-making for facial skincare products among Gen Z females
in Bangkok.3) To study the marketing communication strategies that significantly influence

the purchase decision-making of facial skincare products among Gen Z females in Bangkok.
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The sample group consisted of 200 Gen Z females aged 18-26 years living in Bangkok. Question-
naires were used as the data collection tool, and the data was analyzed using Pearson Product
Moment Correlation statistics.

The study found that: 1) The majority of the sample group prioritized word-of-mouth commu-
nication strategies, particularly consumer reviews on the internet. 2) The majority emphasized
the post-purchase behavior in their purchase decision-making, particularly the tendency not to
repurchase facial skincare products if they found the products ineffective. 3) The marketing com-
munication strategies had a statistically significant influence on the purchase decision-making of
facial skincare products among Gen Z females in Bangkok, with statistical significance at the 0.01
level.

Keywords: marketing communication strategy, purchase decision-making, facial skincare products
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