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Abstract

This study is qualitative research with the objectives of 1) studying the cosmetic
purchasing behavior both offline and online of Thai consumers living in Bangkok. 2) Study the
factors that influence consumers to change their behavior to buy cosmetics online. Data were
collected through in-depth interviews with a sample of 60 people, with key informants

selected using convenience sampling.



D 1026 taseildsualiiAnanudilatoriosdensiomseenlatuasomsesulavesguslnaluin
NFIMNUAIUAS

The research results found that 1) in terms of behavior, the place to buy cosmetics
through offline channels is Watson stores and the place to buy cosmetics through online
channels is Karmart online stores. 2) Factors affecting the intention to purchase cosmetics
through offline channels according to the retail mix factors are convenient location and clean
and beautiful store decoration. And the factors that influence the intention to buy cosmetics

online are reviews from cosmetic influencers, discounts from stores, and saving time on travel.

Keywords: Purchase intention, Cosmetics, Offline channels, Online channels
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