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Abstract

Nowadays, the global trend of online shopping markets is growing at an
accelerated rate. Thus, various businesses utilize online channels to sell their products.
In particular, the fashion business and beauty-related products such as cosmetics are
very popular among consumers. Apparently, more facial skincare products are
emerging as consumer options. The objective of this research is to study factors
influencing consumers' decision to purchase new brand cosmetics in the facial skincare
type via online channels. This research method is survey research by a sample group
of consumers' behaviors when purchasing facial skincare products in Bangkok. The
independent variables are marketing mix factors (4Ps), including product, price,
distribution channel, and marketing promotion factors. The dependent variable is
consumers' decision to purchase new brand cosmetics in the facial skincare type via
online channels using factor analysis and multiple regression analysis. The results
showed that there were five factors that influence the decision to purchase facial
skincare products at the cosmetic brand level: 1) product factor 2) price factor
3) distribution channel factor 4) product advertising factor on various channels
and 5) communication factor with consumers, promotional activities, and ease of
purchase. In terms of shipping factor, lead time, and variety of packaging, they do not
influence the decision to purchase cosmetics. Summary of recommendations to
entrepreneurs which based on factors influencing the purchase decision of new brand
cosmetics in the facial skincare category via online channels, namely communication

with consumers, is very necessary. This will increase consumer confidence in the
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products, develop consumer understanding of the products, and reinforce consumer
perception of the products, product pricing, high-quality product development,
meeting consumer needs, distribution via online channels, and product advertising on

various channels, and comprehensive online advertising.

Keywords: New brand cosmetics, Facial skincare products, Via online channels
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Independent variable Dependent variable
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Marketing mix factors Decisions to Purchase
1. Product factor New Brand Cosmetics of
2. Price factor Facial Skincare type via online
3. Distribution channels factor

4. Market promotion factor

Figure 1 Decisions to purchase new brand cosmetics of facial skincare type via online

channels
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Table 1 Descriptive statistics of mean and standard deviation

Independent variable Mean S.D.

1. Product factor

X1.1 4.36 0.859
X1.2 4.29 0.857
X1.3 4.26 0.916
X1.4 3.95 1.040
X1.5 4.50 1.048
X1.6 4.29 0.944
X1L.7 3.96 0.991
X1.8 3.98 0.889
X1.9 3.83 0.994
X1.10 3.86 0.928
X.1.11 3.61 1.026
X1.12 4.28 0.898

2. Price factor

X2.1 4.28 0.877
X2.2 4.01 1.017
X2.3 4.06 0.915
X2.4 4.05 0.867
X2.5 3.99 0.961
X2.6 3.70 1.144

3. Distribution channels factor

X3.1 4.47 0.728
X3.2 4.32 0.847
X3.3 4.28 0.861
X3.4 4.30 0.888
X3.5 3.74 1.065
X3.6 4.26 0.705
X3.7 4.37 0.767
X3.8 4.26 0.825
X3.9 4.25 0.816
X3.10 4.34 0.733
X3.11 4.19 0.921
X3.12 4.08 0.987

4. Market promotion factor

Xa4.1 4.02 1.037
Xa4.2 3.75 0.973
Xa4.3 3.87 1.049
Xa.4 3.94 1.05
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Aindsvesmsiadulatewity 4.27 wazauDeauuLnTgIu 0.944
2. M3 (factor analysis)

MRS zidayafenisiieseitady (factor analysis) tevniladeduuszauma
nsaanavan 4 Jade uazvhnisinsesianduius (corelation) Lilefinrsanauduius
stvreRauUsaTyang 1 Ta 3¢ fhulsiisyiuteddty 0.05 tivihnsatindad (extraction)
WUU Principal Component Analysis (PCA) wagiitelshimiinvesesiusznoululladeiianalad
arudatauanniu 39l smuunuiadouuy Vaimax udldinusilunsdndusiuutade
FaneauaInNn1sRasanal Eigenvalue 711031 1 wazan Factor loading vassauuslu

o

Uadedndlaldosndt 0.5 FeduUsusiagsdaaladiiAl Factor loading gelndidsiululady

Table 2 Factor analysis and total variance explained

Total Variance Explained
Initial Eigenvalues Extraction Sum of Squared Rotation Sum of Squared
Loading Loading
Total % of Cumulative Total % of Cumulative Total % of Cumulative
Variance % Variance % Variance %
1 13.654 40.163 40.163 13.654 40.163 40.163 6.041 17.768 17.768
2 3.200 9.412 40.572 3.200 9.412 49.572 4.708 13.848 31.616
3 2.288 6.731 56.303 2.288 6.731 56.303 4.487 13.198 44.814
4 1.811 5327 61.629 1.811 5327 61.629 4.042 11.888 56.701
5 1.455 4.279 65.908 1.455 4.279 65.908 2.508 7.378 64.079
6 1.094 3.217 69.125 1.094 3.217 69.125 1.716 5.046 69.125

Remark Extraction Method: Principal Component Analysis

31NA1597 2 (Table 2) wansen Eigenvalue dA131nn17 1 wazA factor loading
vaauUstuladeazdedditosnin 0.5 wuinlunisadnladedien Eigen value 1nn31 1.00
o Y = v & i Y My i o A a %
Aetudsannsedndungudadelvalavianun 6 nguliadeianunsaesuiennuuwdsusiuvesia
wUsBasuhunamualane 69.125% uazilaUsenauiuAIuIntnveIAUsENaunaImyuLNY
voadadenyuunu awnsadnnguladeilu 6 nquilede  Faezlinguladelndiiliannnis

A58 AR5 97 3 (Table 3)
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Table 3 Rotation component matrix

Component
1 2 3 4 5 6
X1.1 0.662
X1.2 0.632
X1.3 0.634
X1.4 0.732
X1.5 0.582

Factor

X1.6 0.750

X1.7 0.738

X1.8 0.761

X1.9 0.686

X1.10 0.662

X1.12 0.536

X2.1 0.692

X2.2 0.777

X2.3 0.796

X2.4 0.746

X2.5 0.766

X2.6 0.608

X3.7 0.491

X3.8 0.651

X3.9 0.739

X3.10 0.725

X3.11 0.764

X3.12 0.732

Xa.2 0.645

X3.1 0.705

X3.2 0.735

X3.3 0.781

X3.4 0.692

Xa.1 0.602

X4.3 0.518

Xa.4 0.648
X 1.11 0.579
X35 0.772
X 3.6 0.592

Remark Extraction method: Principal component analysis

Rotation method: Varimax with Kaiser Normalization
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2.1 Yagenlaannsiwsiendaden 1 5enin Jadedadenundniue taaynan

v
I o 0

duysalvesrnimiinluiladed 1 Al Figenvalue o 13.654 Uszneusy nanfasidaunng
(X1.1), wARAuAlANAIMATINNADINT (X1.2), wémﬁm%ﬁmaé’wéﬁﬁwiﬁﬂlﬁ (X1.3),
wanfusiinsssymsadaiilufesngvidaau  (x1.0), winfusildmuszneumilou
KAnSaimimesuusuAluUSafiuinndt (X1.5), kdndaeidianulasnfouazanuindeds

&

(X1.6), iMsfuuseiunaansvomdninaiiogsnedie (X1.7), vssiueiiinisesntuud

s v =

wianzan lumssneaunmndaiue (X1.8), ussaduaiddeauiviuendiuusznauuas
USurauresasusenauwsazsiiag1adniau (X1.9), Uiiﬁ;ﬁmsﬁﬁmiaaﬂLLUUﬁﬁwaﬂﬁﬁ'ﬁmﬂsﬁ
uidaa (x1.10), Bulernidnsmheianuiniede (x1.12)

22 Uadviildanmsiinseitaded 2 Bonin Jadedusian Tasfianduysaives
Aimiinlutladed 2 Aifien Eigenvalue fo 3.20 Usenaudie Andanumnzaniunmnn
Fudndildu (x2.1), senflanumnzaudeiisufuguanvesdudiandinesuusuddil
AuanURAmeInY (X2.2), sanilanumnganiofeuiuUsinn (X2.3), s1aiiannumanzau
MuylnueNdnfueiguaning (X2.4), ﬂmﬁmmmmxauLﬁmﬁauﬁ’uwamﬁmsﬁ@uaawﬁ’]
imesuuTus (X2.5), Sisesusmmainvaneliidonauuuanan Sasiiiedalonalwiingg
Foritennasdld (x2.6)

23 Jadeiildnnnisieszitdeded 3 Senindededudeaniainsdndimie
Tnefidduysaivesanimiinlutiodedl 3 fifid1 Eigenvalue #o 2.288 Usznaudae In1smeu
ndvInfuefisniiminanorunseiildiuaud (x3.7), fduneumsdsdeiiielidudou
iauﬁﬂﬁmﬂﬁﬁwLLusmLﬁaﬁ@i”lzymmﬂ%mumaamm (x3.8), Msdlszuuduladisiudansyuiuns
msdamsiivaensouasindede (X3.9), ausansiadeunisindsdudldnasniia (X3.10),
finszuviumsdsPuaudvIoSuUsE fuauAATaIaY (X3.11), fnsrurunsiulseiuaiudie
YouAnSuiTinszuumsuRsveudloinmsuiainudn Susiegednau (X3.12)

24 Padeiildanmstaszitadod ¢ Sendn Jadesunislavandndasiuy
Yownsiivarnvans Tnefidnduysaivosendmiinlutiodedl 4 fiddn Eigenvalue o 1.811
Usznaume fimslavanndnsusivutosmefivainuans (X4.2)

25 Uadviildanmeengitadon 515eni1 Jadesunsdeansiviuilan
Ranssudaaiumsne wazaruaganlumsde tnefidrduysoivesrniminlutiadod 5 Al
Eigenvalue f® 1.455 Usznaudeanunsatedudiliazmnyndisnandidomnis (x3.1), ins
smanaudnlymiviedeyariumstesmsssuladainaue (x3.2), inslidoyadudingi
N LYa391T03n Beauty Blogger Fundede (x3.3), finsiauunihaadAvesdumaeng

nsalunsan welignadulaindudianumungauiuau (X3.4), insdananssudaasunis

ar
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YDA NAND LU N1TAN WAN LAN WA nsvhgUetesulatl (online couponing) dlodl
M3deetareilos (Xa.1), ﬁﬂimmdﬁﬁﬂﬁﬁfﬂmmmimﬁfhﬁqﬁuﬁnﬁ]%w?avl,é'wmaaq?mﬁw
(X4.3), finsiwumes Beauty Blogger M’%@%aadamaﬁwémﬂ;ﬂ%ﬁqﬁmﬁaaa (Xa.4),

26 Yadeiildanmsimszitaded 6 Soni1 Jadedunisdadsduiuasainy
wanvaeresUITY i lnsfienduysaivesdmimidnlutiaded 6 fifie Eigenvalue Ao 1.094
Usenouisussydaaduuianainvaleiiemesianufenis  (X1.11), 35 5d AU
nanvae (X3.5), szegiaanseaumlauiu (X3.6)

3. mﬁmﬁzv‘iaummmaﬂwmm (multiple regression analysis)

{3deni Factor Score fildnnnmslinszitiadeiifinanemsfnduladoiniosdens
wusuAlndyszianguaiiniiveuslaaiunisgensesulatdiiundiasizivaunis
anneennAns (multiple regression  analysis) ieadsaunsauduiusnsinaulee
Lﬂ%‘laﬁﬁ’la’]ﬂLLUiumﬁLMﬂﬂigLﬂW@JLLaa’mﬁ’VU@dEEU%Iﬂﬂﬁﬁuﬂﬂﬁﬂf@ﬂWWQaauiaﬁLLazﬂﬁ]%lﬁlﬂg\‘i 6

o o @

Yadeilaannsianziladuegidided1fny 0.05 wan lnan1TATIZ9A

Table 4 Coefficients of Multiple regression analysis results

Coefficients”

Model Unstandardized  Standardized T Sig.
coefficients coefficients
B Std. Error Beta

(Constant) 4.269 0.044 96.864 0.000*

Product factor 0.291 0.044 0.309 6.603 0.000*

Price factor 0.298 0.044 0.316 6.749 0.000*
1 Distribution channels factor 0.154 0.044 0.163 3.49 0.001*

Product advertising factor 0.090 0.044 0.095 2.042 0.042*

The communication with 0.331 0.044 0.351 7.495 0.009*

consumers factor

The shipping, lead time and a -0.051 0.044 -0.054 -1.158 0.248

variety of packaging factor.

Remark * Dependent variable: Decisions to purchase new brand cosmetics of facial skincare
*p-value < 0.05

=l o

NENTNT 4 (Table  4) nuindidulsdaseniianuduiusdenisinduladoiniosdion
wusuA iUssianguaimivesduslaarunstemnsesulateewdided Ay meatiansedu
0.05 (T-test 7AlA1 p-value < 0.05) ddwau 5 Jadulaun 1) Yadeaundndie 2) Jadeausian

3) Yaduauteanianisindiniie 4) JadumaunisiawunanSunuutemaiainraney

a8
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|
uay 5) YJafedunisdeansiufuilnafanssuduaiunisvisuagauazainlunisde dau
MaiuTTEAIUNITINAIEUAT TE8LIATTRAUAT  LAYAIINNAINNAIEYDIUTIVA T L
Svsnasemsinauladoindosdonuusudlmivssnnguaivimesfuilaasumsdoms
ooulat lesnd1 pralue > 0.05 FeazannsaaiisaunsiauuuanaeeismAa) (multiple
regression analysis) lédstinsindulafeiniesdioruusudlmivssinnguaioniiwesduilan

NuMseeaulal = 4.269 + 0.291 AUNARIMI + 0.298 AMUSIAT + 0.154 ATUYBINNTT

Fasmine + 0.090 sunnslavanrdndausiuuremidivannuaty + 0331 §iun1saeansiu

fuslnafanssudaadunisvisuasanuazaanlunsde
foyatiaduiiidvinasonisiaduladeiniesdronsuusudlmivssinnguaioniives

v

fulnariunisdeansenulay wanisiinsngidade (factor analysis) fauusdaseiia 34 i
Wednnguiutsanansadanguls 6 dadelmidaedu Wevhvis 6 Jafeuwinnisiiasgviannis
0ANBELTINVAN NAN1TIRENUIE 5 Haduiiddvinarenisinduladondosdionsuusudlngl
Uszianguaiivinveauilaarunisemisesulad Ao dadefunisdearsiuiuslnads
Ifunfansudnasunisueasanuazainlunisde Jadediusian Jadodunan sl
Haduduremianisindiving wazanvinedadsdunislavandnsueivudeanied
vanamas Tnsdafefinananunsaeiuisanuduiusvesiladefifianiwadonisdnaulate

wsesdenuusudlmivssanguaintihveuslnaumstemeeulaldsesay 35.7

a5Us1ena

£
a o

ny3deibilimsuisladeuazanuduiusvesdadediuussaunianisnain (4ps)
fifisndnasonsinduladoindosdorsuvsudlmivssianguainiiivesfuilnatiumis
Fosmeaulal Twdmginssunisdndulatedniiaunsataslifussneunisgsiaussam
iwdeadionaideyananisdnululfifunuimislunsnanagnénianisnainuutesnis
ooulatiflenauauadldnssmuarudesnisvesguilaaundedu Seaunsoagudeiausuussio
fusznaumanuiadeiifidviwasentsiadulatolriosdensuusudlysiUssianguainiues

v

QU%Imr;huwmimmaaaulauﬂlé'mmiﬁamiﬁ’uﬁuﬂmﬁmmﬁwLflua&hqmﬂ \lesnazdae
dinanudesuludngn fasiadrsanudila uagnondinisiuivesiuilnadenaniuei
NSAISIANEER St miﬂ’wumﬁmﬁmsﬁﬁﬁ@mmwﬁ ATINUANUABINITVOIUTLAA N33
§rherunagemeeulal waznslavananfusiuutemisivainnaiesiuianis
Tawanfinseuaguuulanooulatl Jsaeandeaiusuiseves Dokyisun (2012) livinns@nw

drulszaunamnainuazAuAIn A Tdwanenisandulateiniasdensveiuilan
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