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Abstract

This quantitative research aimed to (1) examine Generation Z consumers’ opinions toward the Marketing
Mix (7Ps) and electronic word-of-mouth (e-WOM), (2) analyze the relationships between the Marketing Mix (7Ps),
e-WOM, and the online clothing purchasing behavior of Generation Z consumers, and (3) propose marketing
strategies to promote online clothing purchases among Generation Z consumers. The sample consisted of 400
Generation Z consumers in Thailand aged 18-27 years who had previously purchased clothing online. Data were
collected using a questionnaire and analyzed using mean, standard deviation, and Pearson’s correlation coefficient.
The results revealed that the overall Marketing Mix (7Ps) was rated at a high level (X = 4.17), with Place (X = 4.28),
Promotion (X = 4.24), and Process (X = 4.23) receiving the highest mean scores. The overall perception of e-WOM
was rated at the highest level (X = 4.20). The relationship analysis indicated that the Marketing Mix (7Ps) and e-WOM
had positive and statistically significant relationships with the online clothing purchasing behavior of Generation Z
consumers at the .05 level of significance. The relationships ranged from moderate to high levels and covered

purchase intention, purchase decision, repurchase behavior, and word-of-mouth behavior.

Keywords: Marketing Mix (7Ps), Electronic Word-of-Mouth (e-WOM), Consumer Behavior, Online Clothing Purchase
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nstoaufeeulavesnguiuslnaaiuaistu Z
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Anufiuangldauaiiannsanssduanuaulawasaruidlatovesiuilnald
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d0A3UNNTEeTUaY AL ARDLUTUS (Customer Retention Strategy)
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5. 8eAANulASUIINNTITE (Theoretical Contributions)

mMeidenfilidmtivensesdanuifumginssuduilnalutiuntesnistedudurifusoulal Tnwandidiuii
dulszauynansnanna (7Ps) wazmssuimsdeansuuuiindeunsiiudedidnnsedind (e-Wom) Tawdiudiunginssu
fuslaelunndasvesnszuaumsdadulate durnnudilate nisinaulate nisteth wasnisvense

TunBangud) Naﬂ’15358ﬁﬁUE‘1‘qu‘uLL‘L!’.JaG]ﬂiB‘U’J‘Hﬂ’]iﬁﬁ]ﬁuiﬁ]‘%ﬁ]éﬂmﬁuﬂﬂﬂ (Consumer Decision Process) 481 Kotler
waz Keller (2016) lneuansliniiuinladenenisnaiauazdoyasnn e-WOM aunsadsdninadenginssuvesiuslaale
naoanszuIuNsinduls ldlddiaamegtsdeunstewintu udddmardenginssundinistelusuuuuresnstediuas
nsUBNFBENeIY

A o a

uonanil nan1sidessaiuayunAnAufielauasarmindves Oliver flefuiginUszaumsaiidauanainms
v3lamannsnthlugausnfuasnginssundsniste Tasnanisitouandifiuidadodundndus Snvazmenonm
waznsruaunsliuinms Samuduiudfunistediuasnisuende Feasffeuunumvssuszaunisaimsuilaalunisats
ANNdITUSIEEEeTEn I USaAfuLUTUA

Uszn1sdfgy mﬁﬁaﬂ%ﬁﬁhalﬁuLﬁwdaﬂi’lwaamﬁmmiim&JmiyimmiﬁaLmiﬁm?huﬂﬁzawwmimmﬂ (7Ps)
uay e-WOM hhefuiiesdurenginssuduslaataiueisdu Z luvunvesgsiaundussulat Jefiinuun nuddesuou
wnindnwiadeiiaesienaintu nansAnudsefuduihauduisessieosuladlugaddvialdldiinainmsuims
Samsdafomansnanaifissegnadien uidduogifumsainuazuimsmsieassewinsduslnaiutdesnsesulatiug
fuly

fadu asdanudiiddyainnisideadsd Ae maauenseueiuienginssufuslnaiueisdu Z Mdenlessewing
dudsEann1anisnain (7Ps) n153U3n1530a1TUUY e-WOM wagnadndvanginssuly 4 73 léud auddlede n1s
naulade nsdedn uaznisuense dsansnihlusegndldifugrumnAndmunisinsmanssuduslaaluuiunves

o

sfaRdakarnavgBiannsetndlusunanle

€

SN 3

VRIGIRINTE

TolauauuEaINUIY

1. gusznaun1sarseanuuuduAlviiauiualie diendnwel uazaennaesiumsuavesfuslnalaiuelsdy Z
niouiiiinnuvanvaneuarSuandudegnaatinase audiunstmuasaniuagan 1l wardud wu nedn
TusTudu ienszdueudaladeuaynsdadulade

2. ffuszneunsansldnagnsnisnisnana 1y Influencer Marketing 115337@uf wazmsassnoumusdiaule
defiunsusiaenszdumsiiduimesiuilan Sudsmasdenginssumste lnslamenisdaduladouaznsuende

3. pastiAuAAAUTIIINIsTImUeR UL NanWesNoaulall 1wy Facebook, Instagram wag TikTok lagwWmin
Tldnude sin37 sessunsldnudiuiiefs uaveonuuutuneunisdstelilududou oanaueinuazifislenialy
nsdnulade

4. paslimnudAgyiun1suinisvesdune 1wy n1sneuknegesIngd msliteyadufegnensuiau wagnisgua
gnéegnsldle sudsnmsairsmnnindetiovesiiudn 1w mslinmauduuuiondn miuanidinangniaia uaznisdn
nih$weeuladliluseideou

5. {usznauntsmsduadalviinnsiidufuasnisuriussaunsalnngldnuata Wy nslavdfimsuigndni
9 msafruadgnszdunisuende waznmsneunduasAniuegaitate Jsaztiiiuennindefouazdsnase
ngRnssumstelusezem

Jotauauuzdmiunisidelueuan

1. eAdendiilgatuameduslnnaiueistu Z fudumiadoluomannisvenslugingulssinsdu iy fuslan
sty Y videinalieudisusswieaede ieliduauusndinsemginssuuilaaegisdnaumndedu

2. lusunanmsiiiuduusduiienatidvisnasengAnssuguslan wu anulingda
Tunusud (Brand Trust) AMwdnwaluusus (Brand Image) w3aUszaun1saigndn (Customer Experience) ttelsianunsa
osuemnAnssuNTtelirseUARuIINTY

Page | 398



maUszgdnnsssRuAmuineuing walulaBansaumnewasanaiuiiv w.e. 2569

The National Conference on Academic Resource, Information Technology and Multidisciplinary 2026

3. lun193deaesialy ms@nwingAnssuguslaauenaiuunannesy 1y TikTok, Instagram wag Facebook
Wesnudazunannesuidnwarnsidauuasliuunsdearsiuanadneiu feoadawadonginssunisdelugluuui
wAneneiy

LONA1981999

1903 AaiauAa. (2563). Jadefidsmadenadenlduaznisuendelunisliuimsuismaes Bndinsa Usenalne) S
vosjuslaAwelsiune. 11smsInInTsuyvemanshasainumans un1iveseysm, 28(3).

uhunsing deila. (2560). tadeiiisnsnasonamiledos dudeaulatvewiusinalummnsanmumuas (nerdnus
USyaumdaudin, uInenqensann]. Bu Research. http://dspace.bu.ac.th/handle/123456789/2257

oo B, WS Aduui warfisnnsal slnugyadns. (2568). SvswavesnsAauusus Anuilanslavesifuslag uaznis
deasuuuinseunnddnmselindidmwasonudtlatosiniesdormiukeUnaindu Shopee vosruLaaly
SLNBTBIRNT Jainliaslud. 975875aNASULas W ITINITaNE IV, 3(2), 1170-1192.

9973 yusem, ot q930, N1A3 Lwalesnl, AIN1UAT UWBNAY WASIUGRITIM 359, (2565). Uadudiulszaunng
N13KaN U%ﬂ’]iﬁﬁﬂﬁdaﬁiaﬂﬂiﬁﬂauiﬁ]%@Lg’t’]ﬂillﬂLLa%Lﬂ%l’e]ﬂLLG]IQﬂ'WEJLLW%NBJ’]‘H“U@QV]’NWWW&’]@LLUUE)E]UI&ﬂ‘UENUi%“U’]‘UU
ludwingnsing. 27597593¢A3 YNNI TIVANNEAT, 6(1), 1-15. https://s004.tcithaijo.org/index.php/
lawasrijo/article/view/258337

Al-Adwan, A. S., Kokash, H., Adwan, A. A., Alhorani, A., & Yaseen, H. (2023). Building customer loyalty in social
commerce: The role of electronic word-of-mouth and trust. International Journal of Data and Network
Science, 7(2), 747-758.

Booms, B. H., & Bitner, M. J. (1981). Marketing strategies and organization structures for service firms. In J. H.
Donnelly & W. R. George (Eds.), Marketing of services (pp. 47-51). American Marketing Association.

Chaffey, D., & Ellis-Chadwick, F. (2024). Digital marketing (9th ed.). Pearson.

Deloitte. (2024). 2024 Gen Z and Millennial Survey. Deloitte Insights.

Francis, T., & Hoefel, F. (2018). True Gen: Generation Z and its implications for companies. McKinsey & Company.

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-of-mouth via consumer-
opinion platforms: What motivates consumers to articulate themselves on the Internet? Journal of
Interactive Marketing, 18(1), 38-52.

Izogo, E. E., & Jayawardhena, C. (2018). Online shopping experience in an emerging e-retailing market. Journal of
Research in Interactive Marketing, 12(2), 193-214.

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson.

Ngo, T. T. A, Nguyen, T. H., & Nguyen, M. T. (2024). Electronic word-of-mouth on social networking sites and
purchase intention: The mediating role of trust and perceived value. Heliyon, 10(11), Article 32006.

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. Journal of
Marketing Research, 17(4), 460-469.

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(Special Issue), 33-44.

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and customer satisfaction on customer
behavior in online shopping. Heliyon, 5(10), Article e02690.

Sharma, R, Singh, G., & Jain, V. (2024). Customer experience, satisfaction, repurchase intention, and electronic

word-of-mouth in online retailing. Journal of Retailing and Consumer Services, 76, Artical 103575.

Page | 399



