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This study examines the factors influencing the purchasing decisions of facial skin care
products through online and offline channels among women in Bangkok. Data were collected using
structured questionnaires from 400 female consumers aged 18 and above residing in the Bangkok
metropolitan area. The data were analyzed using descriptive statistics (means and percentages) and
inferential statistics, including T-tests, F-tests, and Regression analysis. The majority of respondents
were between 24 and 29 years old, held a bachelor’s degree, were single, employed in the private
sector, and reported a monthly income between 20,001 and 30,000 baht. The results revealed that
demographic factors—such as age, education, marital status, occupation, and income—had no
statistically significant impact on the purchasing decisions of facial skin care products through online
and offline channels among women in Bangkok. In contrast, integrated marketing communications,
particularly advertising and sales promotions, had a significant influence across both channels.
Distribution channels also played a crucial role in shaping consumer behavior. Overall, the findings
underscore the importance of integrated marketing communications and distribution strategies in
determining the purchasing decisions of facial skin care products through online and offline channels
among women in Bangkok. These insights provide practical implications for businesses seeking to

align their marketing efforts with the preferences and behaviors of their target consumers.
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