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Abstract

The purpose of this research was 1) to test the congruence or the fit of the constructed
structural equation model with empirical data, and 2) to analyze the structural equation
models of factors affecting women’s intention to buy beauty products through e-commerce
channels. This research is quantitative research, using a questionnaire to collect data from 355
women in the Bangkok district who bought beauty products through e-commerce channels.
The data were analyzed by using Structural Equation Model Analysis.

From Structural Equation Model, the developed model is congruent with empirical data
by considering that the chi-square value is 95.41, the P-value is 0.7916, the chi-square / the
degree of freedom is 0.9637, the CFlis 1.00, the GFlis 0.97, the AGFl is 0.95, and the RMSEA is
0.0000. The study found that the cognitive factor and normative factors had a positive direct
influence on women'’s intention to purchase beauty products through e-commerce channels.
Likewise, the cognitive factor and normative factors also indirectly and positively influence
women’s intention to purcahse beauty products through e-commerce channels, with the
attitude factor as a mediator variable. The results of this research may be applied to plan
and execute marketing strategies that meet the needs of women consumers, together with
the development of service models to boost sales of beauty products through e-commerce

channels in the future.
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fauaulaluinnsgiududineudondndoud
RGRRHEELRE
mﬁawﬁmﬁm%mﬂLwiﬂwﬁwﬁd’mm‘:qmwdaqmq
diedadnmsetingnuh naushetunstonan o
dmsunnussluntimugesnsmnduddiannsedng
snfian (Sovay 50.44) uazfiaruilunistetiosn
daviazads Gevaw 75.71) IneBonanstausidanam
Usvanm 12 dustends Feway 67.14) Gamualu
nsterdnfusutesndvdaidnnseind Ao
Jandlusylovd (Seway 42.86) waztaendy (Sevay
40.95) Taetesymenstendnsausdmsunnuadumin
Ao Foru Facebook (3awaz 31.43) Instagram
(fowaz 21.43) uag Shopee (Sovaz 22.38)
mMsingiAefuauAniuyesadenld
Tuns@nwinuin Jadeaunissuslaesiveylu
s¥Auun (X = 3.98,S.D. = 0.11) waziilo a5
yedutunui Jadousazduiniaisogluszi
Wi Ao AuANAa (X = 4.19, S.D. = 0.60)
A1uersualaugan (X = 3.96, S.D. = 0.69)
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AUUTIVIgIUN (X = 3.78, S.D. = 0.88) MUViALAR
(X = 4.05,S.D. = 0.67) LALAIUAIAFITONANI 2N

a ! |

ANUNNVOIENTINUTD I Baneiing

£

(X = 3.94, S.D. = 0.76) AUAIAU (51991 3)

M157199 3 wamsBeziigiuanuAniuvesdifelnadeanudilatondadusianuauve g

Yaanannalvgdiannsaiing

29AUsZNAU X SD. AUNNY
1. fuAuAn Cognitive Factor (CF) 4.19 0.60  Luseun
2. fMuBITUAIAINZEN Affective Factor (AF) 3.96 0.69  iiusENIN
3. AUUTIINgIY Normative Factor (NF) 3.78 088  iudpuN
4. puvAuAf Attitude Toward (AT) 4.05 0.67  LusEuIN
5. pnussledadondnariauauRiy E-commerce Purchase 3.94 0.76  WWiumeLIN
Posmannalvddiannseling Intention (P1)
57 3.98 0.11  wWiumeun

fun: NNSAIL (2562)

9198 NMsRTUAFUUSE AN S ANEUNUSTENIN
YARLUTUATIAIUANUAR TITEA1UBITUAIAIY

9

3dn Uadeeuussingu wavdadeauinuai fu
ANATAF T aNEn An9IA1191UYIINYH Y
1 a fa a ¢ a1 1 !
FosnndlveBiannseding fe1egsening 0.429 -

0.685 siimuduiusiulufianisuineensditdodfgy

ysadATseay 0.01 Tnesuusmmuniiadudsyans
avduiusiavuniioondn 0.8 (Cooper, Schindler, &
Sun, 2006) wans@Usane lifianuduiusiues
wazannsalvinseiluduneudoldls (151
7i a)

{ ¢ 1o a £ o o & 1 !
ﬁﬁi’lx‘iﬁ 4 pANIFIATITNANEUUSLENIENFUNUTDY1NY

CF AF NF AT Ol
CF 1
AF 0.579* 1
NF 0.429** 0.575** 1
AT 0.533** 0.601** 0.575%* 1
ol 0.575% 0.581** 0.577* 0.685** 1

nnewme ** seeuiludAgy 0.01
97: MNNSALIN (2562)



naufl 2 FuliadusanAdaINANNAUTBILUUTABY
aun1sidelassairavasdadeiifinadenrnunslade
HAAAUIIAIUNV RN BUTR M IWIdlYE
ddnnseiing

INHANITIATIEANUIN AT chi-square (Y )
fimwiu 692.5000 TiesrnBase (degree of freedom:
df) wihiu 180 ad seiutledfny (p-value) windu
0.0000 FdisInfddpsaievaInLAaIALAReY
(Root Mean Square Error of Approximation:
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RMSEA) Winfiu 0.0900 wagan °/df winfiu 3.8472
Ferunaeifissanfies Favinisusuuuusiass
yiall isUFuuUUsIaemUTn A1 chissquare ()
TRy 95.4100 Tlesrndasy (degree of freedom:
df) WA 99 a szautisdAy (p-value) WAU
0.5835 mdisniddeandevatanunalnniou
(Root Mean Square Error of Approximation:
RMSEA) iU 0.0000 wagen ¥ */df Wity 0.9637
Farunaurivnan (13197 5)

A9 5 LARIANEDRLALLN UG UNNTNATULALATIVEDUAINUADAAFDINALNAUYDILUUINADY (MaaU5U)

ANEaR wnaaiidlunisiiansan Arfisuaadld NANITNAITUN
Y’ luififedfyneadiafisedu 0.05 95.4100 -

P-value p-value > 0.05 0.5835 -

K /df Y */df < 2.00 0.9637 HWLN U
GFI > 0.95 0.9700 LN
AGFI > 0.95 0.9500 LN
NFI > 0.95 0.9900 WL QU
CFI > 0.95 1.0000 HULA QU

RMSEA < 0.05 ¥i3® < 0.08 0.0000 WL QU

nngme  — = Not applicable

fun: 91nNNSAIN (2562)

HANIIATIVFBUAIIUADAAGDIVDIRUUT1ADY
aunsidsiassadrovesiafeiifnadeanudilate
HAAAUNAUNUVDIEVINIUTBININ Y
dudnnselind suanufguiufeyadeUssdndnum

AadAuazinasinlilun1siansuuagnsaaou
AUADAARBINANNTUVDIUUUTIaDIHULN U
NNAT LansIluuInaesdennteInauniuiutays
BaUsedny
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CF1 CF2 CF3 CF4

A

054 065 064 072 075

CF5 AT1 AT2

X 7

0.40 0.10

Attitude

Cognitive Factor

AF1 . g

-
AF2 037 Affective Factor

AF3 |& 044

AFd4 0.38 Normative

Toward

E-commerce

Factor

047 057 068 0.73
¥ X

NF1 NF2 NF3

=1

Purchase Intention

046 0.44 049

v\

PI1 PI2 PI3

AN 2 wuuhaesaunsdalassainesdadeninasenunslagendndnna LV EVRaEIuYemNg

WfvgBLdnnsatind
wugkme ** = P < 0.01, * =P <0.05
A41: ANANSAIUIN (2562)

d3UNaNT5IY
a ¢ v aa | & &
NANISILASIENUATYNANARDAIIUAILATD

a [

HAA AU ANUUVBIENYINIUYBININ Y
Siannselind lngn1siansundvinaninsaias
BYBNANNDDUNUI

- f1UANAR (cognitive factor) BNEwa
MInTITauINdeeisualAINIan (affective factor)
ViR (attitude toward) wazAudtladsenan o
ANV LTI dudBidnvsedng
(e-commerce purchase intention) lnadidnsna
NNATANIAU 0.85 0.82 az 0.63 u szautledAgy
0.01 VeuzLAEIAUANAR (cognitive factor) HBnEwa
NNOBUANUINABUTIVINgIY  (normative  factor)
LLazmms?iy’ﬂaé"q%amﬁmﬁmsﬁmmmmm;:im@qshu

PosmemnavdBianvseding (e-commerce purchase

a i

intention) laadidnswani9douyiniu 0.71 way
0.16 a4 szauled1Agy 0.01 waz 0.05 AUAIRY

- PuRTHAIANMUIEN (affective factor) HBvidwa
NATITIVINABUIINAFIU (normative factor)
Taadi8nSnan1answriniu 0.83 a seauilpdAgy
0.01 vauziieniuensualinuidn (affective factor)
1BYBNANIDIUTIVINFARYIAUAR (attitude toward)
LLasmméfﬂaé’qe‘?}jﬁjmamﬁmsﬁmmmmaq;ﬁm@qmu
Foseamlrddidnnseling (e-commerce purchase
intention) InadidySwan1geuindu 0.72 waz 0.48
 seeutiudnAgy 0.01 wag 0.05 AUdIsU

- ANUUTIVIAgIY (normative factor) dBvEWa
VINSUTIUINABYIAUAR (attitude toward) wazdl
SnSnamensadeuinsenudladsdenan o
ANINVDIENIH LTI YEBaneiind



a

(e-commerce purchase intention) Ineiidnsna

1Y

NNATANIAU 0.87 thay 0.58 au szAutledAgy 0.01
Wag 0.05 MR VUBLAEUUTIVIAg U (normative
factor) fiansnamsseudsuandeninudcladede
HENTUNAIUUVDIEN YUY IN NS
Sidnnseiind (e-commerce purchase intention)
TaeidnSwan130euniy 0.17 a seautivdingy
0.05

- AuviAuAf (attitude toward) dBnSwa

71199 FUTIUINFDAINUA I AFIRDNAN A UIN ALY
VOIRNGIH1UTRINIINdlvdBiannsefind
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(e-commerce purchase intention) laedidnina
NNATUVINU 0.20 Q4 szAUTBEATY 0.05

il eRansandnsnanuvesiadeiiing
sonussladsdondnfusianuauvo gy
FowanaudRlanyelind (e-commerce purchase
intention) WU31 ATUANAR (cognitive factor)
18n5NasINgedn Wiy 0.79 5898911 AB AU
U59¥ing1 (normative factor) Mue1sualnIu3dn
(affective factor) wagausiFiuAR (attitude toward)
IneddnswaTIuviniu 0.75 0.48 uay 0.20 ANNAIRU
(913747 6)

A1519% 6 LARIHANTIATIZEAIEUUTEAVEBVENavRIiLUsWslufwU U IEaNLRF I

faudsua (Consequences)

. anunsladsdonaninel
ALUTHHS Y o s o .
(Antecedents) ATUUIITNAFIU ATUNAUAR AUIUNTUYDINI
(Antecedents) o ¢as a ¢
wilvgdiannseiing
DE IE TE | DE IE TE DE IE TE DE IE TE
1. fumuAn (CF) 850 - 85 Y 6 S & N VA 82 | 63 16* 79
2. guensuaiamddn (AF) - - 83 - 83 -T2 72 - agx 48
3. AuusIingu (NF) - - - - - - | 8T 87 | 58 A7* 75
4. pruiAuUA@ (AT) - - - - - - - - - | .20% - 20

Xz = 95.41, df = 99, P-value = 0.5835, RMSEA = 0.0000, CFI = 1.00, NFI = 0.99, GFI = 0.97, AGFI = 0.95

flun: 91nNSAII (2562)

NUELNE ¥ =P<0.01,*=P<0.05

N6 - DE = BNSNanemsy, IE = Bvdwan1edeu, TE = HasIWBNENE, Wag — = Not Applicable

A3UNAIINMTUATIERAILUTAUNAWAZHATNS
vostlfuiifinasonnudalateninfusininue
VI TUTRININATEBLEnNnTetind Inewus
PUANNFFIUNITIENUDN

- Jadesnumudn 18vESnaleuinseensual
Audin vauaR uazenusdlatendnsasieuay
VoINPT I dlvdBianvsednd (sausu
auufgIud 1 senduauNfAgiud 2 uazeouiu
aunfignadl 6) vausieafutiadesumnuAniaviwa
Feuandeausdladedonindusiauauniiy
Fosnndivddidnnseling lnedvimuafiludus
Aunang (aaﬁuamﬁgmﬁ 10)

- Uadeinuensuninnuidn 18vSwaldauinse
UTITIAIU (vouFuauRg 1w 4) uitideduensun]
aru§Anlaifiviwadeuanderimuniuazaiuiila
FowdnFusieuauveudinutomnamndys
Sudnnseind (Ufasaunfgud 3 wazujias
aRgIui 7) vasiferiudedesuensualnnuEn
Lifisnsnadsuandennudsladedondn fusl
AuLEUTeIINaREBaneting neiivirund
HusudsAunans (Ujiesausigud 11)

- Jaden1uussing1u 48nSnaidauinss
fimunRuazauidlatonan asimnLred
H1ugesvandvgdianvselind (veusuauufgiu
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Tnedvimuafidudnusdunats (seuduauufigiu
7l 12)

- Uaduanuiruaf 18vnSnalauinseniny
filadedondnSngiauauiiutemiandd
Sidnnsetind (vensuannfigiui 9)

aAUsENa

HANTIATIBRANNFUTUST Mg veIlade
fifluasionuisladondnSusinmuauesfnds
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ADAAZDINANNAUYDBNUUURILINAIMNA Wazlile
ﬁmsmﬁﬂmmé?ﬂf\]é?jyamamﬁméﬁmmmmmi{m@a
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HaN135338d0AARRINUNITANYIVO
Tippayapornkul (2016) wag Kumpeera (2015) 3
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a 1 |
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