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Abstract

The research has objectives were 1. The factors that lead to the purchase of Generation Z cleaning
and beauty products in Bangkok and its surrounding areas. 2. Study consumer opinions through factors that
lead to the intention to purchase cleaning and beauty products. People who have studied cleaning and beauty
products are between the ages of 18-24 and reside in Bangkok and its surrounding areas. The tool used to

collect data is a 5-level measurement questionnaire, with a confidence level of .95 through the model.
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Stimulating tissue response (SOR) uses specific random methods and analyzes data through a computer
program (SPSS). The purpose is to demonstrate the research results on the factors influencing cleaning and
beauty intentions through the S-O-R model. The results indicate that the (S-Stimuli) Knowledge About Organic,
Natural Content, Experience, Sensory Appeal, Perceive Quality, Utilitarian Value and Hedonic Value affect
internal processes (O-Organism). Practical and aesthetic value but at the same time, sensory attractiveness
products only affect one aspect of aesthetic value and internal process factors. The practical and aesthetic
value of (R-response) influenced by (O-Organism) Generation Z clean beauty products.
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