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ABSTRACT

This research aims to study how Generation Z decides. It focuses on their choices when purchasing organic
facial care products. It will look at their demographics, social factors, and influential psychology. The study
found that demographics are key. For example, education levels play a big role. This process covers information
search, evaluating alternatives, buying, and post-purchase evaluation. Jobs also influence how much people
value things. This includes the need for things, looking for information, and considering other options. Also,
income affects how much people care about problem awareness. It affects how much they search for
information, compare options, and buy. There are important differences at the 0.05 level.

Social factors, like family and reference groups, influence the decision-making process. They affect the choice
to buy skincare products. This influence is significant at the 0.05 level. Perception, personality, and attitude
influence psychological factors such as problem awareness. Motivation plays a big role in information search.
Perception, personality, and attitude affect alternative evaluation. They also influence purchasing decisions.
Evaluation after a purchase is also influenced by motivation, perception, personality, and attitude. There are
important differences at the 0.05 level.
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