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AdfAsy: drulszanninisnain waluladeuduasaasy anudshdio liuesdu &
Abstract

The objectives of the study were to: 1. compare the differences in purchase
intentions of fashion products featuring augmented reality (AR) technology through online
distribution channels among Generation Z consumers in Bangkok, differentiated by gender,
education, occupation, income, and marital status; 2. examine the relationship between
marketing mix factors and the purchase intentions of fashion products with AR technology
among these consumers; and 3. investigate the relationship between characteristics of AR
technology and the purchase intentions of fashion products with AR technology among
Generation Z consumers in Bangkok. The study focuses on a sample group of Thai
consumers born between 2538 B.E.-2558 B.E. (Gen Z), residing in Bangkok, and comprises
400 individuals. Data collection was conducted through an online questionnaire developed
using Google Forms. Data analysis involved descriptive statistics and hypothesis testing using

inferential statistics.
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The results of the hypothesis testing revealed that Generation Z consumers in
Bangkok, with demographic variations in education, occupation, and monthly income, exhibit
differences in their purchase intentions for fashion products using AR technology through
online channels. However, there were no significant differences in purchase intentions based
on gender and marital status. Furthermore, marketing mix factors demonstrated a significant
relationship with the intention to purchase fashion products, while the characteristics of
AR technology also exhibited a correlation with the purchase intentions of Generation Z

consumers in Bangkok through online channels.

Keywords: Marketing Mix, AR Technology, Purchase Intentions, Generation Z

unin
Tugaiimelulafuazuinnssuivlnegvnngs wildannsovandemanssnuainnis
Wasuwawamelulagludnusing 4 ludinuszsriuldie Faudanisudsusdaduiadinge
dedufuaruslnading o wileufuiesdu @ (Generation Z wie Gen 2) MiAnszaring
U 2538-2558 (wideanginssugusinm 2022 1w1gdnladalaamaiudenisusas GEN, 2565)
semaanandsudutladonsequiliduilanaiuesiu 3 (Generation Z we Gen 2)
firnudsamnglunisliveluladiduesnad Famnuesdstiagtiuuazounandulndmeimuasegia
vosUszmalng Tagenananidndovisliuiuendn wiuelsdu & (Generation Z 3o Gen 2)
wdunumadnlumsduasuasugiavesssmelng Taoanzluiiuiingarmamiunas
Wiwewsdu 3 (Generation Z w38 Gen 2) ngufuilaafiAnlugaiimaluladiivle
pgnmafilslunumddgluiinssdr fueeiiboss WumadadeliiAnanuudsuutas
sLqu&ﬂﬁm%a%uﬁﬂLLazﬂmimﬁa;ﬂaiumsé’ﬂauh%a lnenanadnauinImtivesmalulad
Tutgtudumalriinsldimaluladanduaiaaiu (Augmented Reality: AR) Fadumalilad
fheahaaiulsraumsnilmilunsvhssialugaddia (Wang et al, 2022) nanufianfnd AR
Dunidslumeluladfiunfusuiian 3si “Froamlunsiasuulanszaunmsainmsvoula”
waluladanufuaiaey (AR) WalsmanagsAaliuauusudeng q Widueesdlo
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A1519% 1 (si0)
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M1519% 2 NAVAADUANLAFIUANMLLANANTBIRRRETEAUANAT AT AU HTUMamALLLaE
auduasauasuiiugmnsinsmheesulaveinguiusinm Generation Z Tungaumnumuns
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