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Abstract

This research aims to 1) study the factors affecting the repurchase decision of
cosmetics in traditional marketing, 2) study the factors affecting the repurchase decision
of cosmetics in AR Make-up Try on, and 3) compare the influencing on repurchase
decisions of consumers between traditional marketing and AR Make-up Try on. The
researcher employed a quantitative research methodology through empirical research,
using a questionnaire as a tool to collect data from 400 consumers who have previously
purchased cosmetics from both traditional marketing and AR Make-up Try on by
convenience sampling. The statistical methods used for data analysis included means,
standard deviations, and multiple regression analysis at the .05 level of statistical
significance. The research findings indicated that 1) factors affecting the decision to
repurchase cosmetics of traditional marketing include perceived emotional value,
perceived financial value, and perceived convenience value. All three factors affect the
decision to repurchase cosmetics of traditional marketing by 65.90 percent. 2) Factors
affecting the decision to repurchase cosmetics of AR Make-up Try on include experiential
marketing, word-of-mouth marketing, perceived financial value, and perceived emotional
value. All four factors affect the decision to repurchase cosmetics of AR Make-up Try on
by 70.50 percent. 3) Comparing the influencing on consumers’ decision to repurchase
cosmetics between traditional marketing and AR Make-up Try on, it was found that the
prediction equation for repurchase cosmetics of AR Make-up Try on has a higher Adj. R?
value than the prediction equation for repurchase cosmetics of traditional marketing by
4.60 percent. This is a result of experiential marketing, word-of-mouth marketing,
perceived emotional value, and perceived financial value. The results of the research
will be a guideline for entrepreneurs in the cosmetics business to select appropriate
marketing strategies, whether they are traditional marketing or AR Make-up Try on, to
make it easier for consumers to make decisions to repurchase cosmetics.

Keywords: Traditional Marketing, AR Make-up Try on, Cosmetics, Experiential Marketing,

Word of Mouth Marketing, Perceived Value, Repurchase Decision
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Tnederanuiifidn 10C 1nndn 0.5 wanvindarmauiuldly Sauindormanuviamuaiien 10C
171111 0.5

Ya o

3.2 MInaae UL osly (Reliability) 398U UVADUAIN F1UIY
30 4 Tunaaesld (Try out) Aunquiiogrsmaansi liilinguiegislunisise udatan
31T 9 AT psTuvesLUUaDUATY T3S vAnduUssans uoana (Coefficient of
Alpha) Tneldgmsues Cronbach (1970) nan1snnaeunadesiureannsfnildlunsidedl
WU F1USUNITARIALUULAL UIRTIANITAANALTIUIEAUNISA UIRTIANITAAIALULUINGD
Un asinnssuiaaAInueisual 119sinnsuianAINIUNSRY nTinnssuiauen
FrupuazaInaue wavansinnisinduladesn dedulssansanudedolddausseiy
weldluaudssauiinnn lnefiaduussansanudedels 770 .823 839 .876 .969 uaz 817
AILEIRU Yz Tin1snaas et naiouads wnsTanisnatmdsuszaunisal 1ansIe
n1sea1akuulIngeUIn 11nsinn1siusAuAInIueITIal 11nsTANISTUSAMAIAIUNITEY
wasiansiuinmAdunazaanaus uazsnsinnisindulatedn fendudseandaany
Fofoldegluseduivionn lnedadudssaniandotiold 808 822 893 887 866 wae
869 mudiu Fudulumunasives George and Mallery (2006)
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N133ATIZNYRYA

1. afdnssaunldaade uazandoavuinasgu iesSureteyaildanmsifu
wuvaeuawdnl 1 uazldanade uazAndonuunnsgiu essureteyadildainnisiiy
wuvaeUANEILT 2-5

dmiuinaeinsulanaredsandniflidasias ofidevesnziuunnsyfuminfiy
(Sukwiboon, 2010) inasinisulanaruadsdadus Table 1

Table 1 The Criteria of the Interpretation of Mean Scores

Range Interpretation
4.21-5.00 Highest
3.41-4.20 High
2.61-3.40 Moderate
1.81-2.60 Low
1.00-1.80 Lowest

2. adfeyuuldn1sInIIEinIsannaesdany (Multiple Regression Analysis) 1ne33
Enter wazadrauuusiasaiiefnwiladeiidwmanenisindulad odiadesdronsnisnana
Luuiy wardadefidsnanenisdnduled egadssdronsnisnaasusadiaiousse 4
HedAgyneadifseau .05

HaNISANEI

UJadedruynnavangufiagig

NFABULVUADUINTIUIY 400 AU WU NENMIeg19iidI9e1gegsening 15 fia 55
9 Tneflongiads 23.52 U uenand nquiiegsléiunisfnudous 2 81 29 U lnedaiade
nsAnwegil 9.08 U videseiussendnuimeusiu Tuduvesseldseitou wuin nauiedsd
s1eldaLiaudaus 0 A9 300,000 UW I@mm%’&ialﬁaw@ﬁ'aagjﬁ 14,708.81 v waglunu
UsgaunsaidodudUssianiadeadions wuin frevkuvasuniuiivszaunisaldofudn
Ussinnuadesdnensiaudt 1 8 32 U Tnefidadoegi 7.19

nsmaadsUszaunisal nanatauuuthndatin nmsiudamAn waznsdndulade
FuAnsd1on

HANIANYINITAAIABIUTEAUNSAl NsmatawuuUInseUIn MTSUSAMAT Wazns

a

induladerinIesdioninisnainiuudy wull nsaaadisuszaunisel egluseduiinian

a N

fAuade 4.236 wazAndeuuuanggiu 0.568 vundwlsiwmaennduwlsegluseiuuin
= o w ' a o o & Y v ¢ a oA

Sesidunnanadeinliles fal nMssuinudiiuesunl IAnade 4.183 wazAnlosuu
WNIFIU 0.622 NMFFUTANAIMIUANNATAINAUIY dAREAY 4.158 wavAdeduulInggIu
0.639 N155U3AMANIUAITIRY dAnade 4.154 uagAnlotuuans gy 0.641 NMSAAIALUY
Urndauin danade 4.124 wagAandesuuuinsgiu 0.631 nsdndulateriaiosdrons

N13ARIALUULAY HA1Lade 4.073 wagAndeuuuinsgiu 0.661 A9 Table 2
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Table 2 Mean and Standard Deviation of Experiential Marketing, Word of Mouth Marketing, Perceived

Value, and Repurchase Decision (Traditional Marketing)

(n = 400)
Variables X S.D. Interpretation
Experiential Marketing 4.236 0.568 Highest
Word of Mouth Marketing 4.124 0.631 High
Perceived Emotional Value 4.183 0.622 High
Perceived Financial Value 4.154 0.641 High
Perceived Convenience Value 4.158 0.639 High
Repurchase Decision 4.073 0.661 High

yauzfinansAnwIMsnataidsUszaunisal msnaanuutindeuin mssudnmuan way
msinauladeruaiosdioninisnaassusiminiatiouads nud mesuiauemiunniu egly
seuInfign fidede 4.247 wagAndonuuunggiu 0.629 vagiiduusimdeynndulsed
Tuseduinn Beshdunnanadeunludes fll nssuamaduersual fauade 4.197 uay
AndesuuInnsgIu 0.631 NMssudRamduauazaInauts faeds 4.158 uazAdouy
1RSI 0.639 Madadulateduaosdienimavaasauimiinaiiousts fenady 4.115 uay
AndoaiuumsgIu 0.687 Mmsnaiauuunsetn fideds 4.106 uazAndsauLINAsEIY
0.671 M3maaBsUszaunisal danadey 4.073 wagAndeuunannsgu 0.661 ¢ Table 3

Table 3 Mean and Standard Deviation of Experiential Marketing, Word of Mouth Marketing, Perceived
Value, and Repurchase Decision (AR Make-up Try on)

(n = 400)
Variables X S.D. Interpretation
Experiential Marketing 4.073 0.661 High
Word of Mouth Marketing 4.106 0.671 High
Perceived Emotional Value 4.197 0.631 High
Perceived Financial Value 4.247 0.629 Highest
Perceived Convenience Value 4.158 0.639 High
Repurchase Decision 4.115 0.687 High

14 A

n1snaaelszaunisal nseatawuuUIndaUIn wazn1sTuiAMANNdINaianTs
dnduledadaiasdnans

NTIATIEINTEUTUS 1aen13nsIaaeuen Tolerance UagAn VIF vadsauusnegnsal
WU31 A1 Tolerance Y0IAILUTNEINTAINITARIALUUANNNAILUTHANDEY TENT19 0.243 -
0.391 wazAn VIF dA1eg3ening 2,550 - 4.116 73 Table 4 auzfiAn Tolerance ¥osiuUs
WYINTANIINABDIULAIMTLUALDUITI (AR Make-up Try on) nnfAIkUsiA19¢ 581719 0.208 -
0.348 waze VIF ffn0gening 2.871 - 4.808 &4 Table 5 Fadulumainausives Hair et al
(2010) fifinmualen Tolerance fA1M1ANT1 0.01 wazen VIF filsilAy 10 uansindiauds

wensalnndawdsliifndgvianudunnduius (Multicollinearity) Gl ulunutannas
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U X a L3

Jesulunsiiemeinsonnasiany (Multiple Regression Analysis) 333 sTinszvidoya
Tutusely

nansanwilaseiiiinadenisinduladodaiosdioninisnainnuuiia Wi f Sig
(0.000) fientfouninszduaddny (0.05) SeagUldifitaduegiades 1 Jadefidwmasionts
Fnaulad ag11a3 ped10719n15AANALUULAY La¥INATSTIATIEYANTER00Y (Regression
Analysis) wudn 31 3 U938 Ae N135UFAMAIAILETITHA NMTTUTANAINIUNITEY Lagn155uF
ANAINIUAINAZAINAUNY fifasenisiadulatesiaiesdensnmananauuuiiu Anduies
Az 65.90 919 Table 4

Table 4 Results of Analysis of Consumers' Decision to Repurchase Cosmetics (Traditional Marketing)

(n = 400)
Variables B Beta t Sig. Tolerance  VIF

(Constant) 0.209 1.377 0.169

Experiential Marketing 0.075 0.065 1.390 0.165 0.391 2.554
Word of Mouth Marketing 0.041 0.039 0.764 0.446 0.325 3.074
Perceived Emotional Value 0.161 0.152 2.567 0.011* 0.243 4.116
Perceived Financial Value 0.185 0.180 3.182 0.002* 0.266 3.753
Perceived Convenience Value 0.465 0.450 8.175 0.000* 0.280 3.567

R = 0.814, R* = 0.663, Adj. R* = 0.659

* Significant at .05

g a a a ¢ o a & 0%
atlarnrsadeuduaunisanaesdanyq ldlunrsweinsalnisdad ulad adn
LASDIA19719N1TAANALUULAY toR I

Z = 0.152 (Perceived Emotional Value) + 0.180 (Perceived Financial Value) +

0.450 (Perceived Convenience Value)

YULNNANITANYIUITLNANARBNTHAFULITDTLATBIE1919NISNARDILAINL LEL DU
933 WU A1 Sig (0.000) fiAnteeninseRutuddsy (0.05) Feasulaindivaduedgies 1 Jady
NaWanon158na Ut 091LAT 09F1919N1SNABDILAINL AT DU LALINNNITILATILIANNT
0n00Y (Regression Analysis) Wui1 & 4 U338 Ao n1seaia@isuseaunisal Msnaiakuuuin
aaUIn MsTUFAMA1IIUNITIEY Lagn1sSusauAIaIuetsunl Ndnaden1sdndulaten
dl o 1 ¥ = a a I~ ¥ %)
LASBIANDNINTNAABILAINTLETDURSY AnUuSaay 70.50 ¢d Table 5
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Table 5 Results of Analysis of Consumers' Decision to Repurchase Cosmetics (AR Make-up Try on)

(n = 400)

Variables B Beta t Sig. Tolerance  VIF
(Constant) -0.044 -0.311 0.756
Experiential Marketing 0.204 0.196 4.189 0.000* 0.333 3.001
Word of Mouth Marketing 0.279 0.273 5.561 0.000* 0.305 3.281
Perceived Emotional Value 0.195 0.179 3.017 0.003* 0.208 4.808
Perceived Financial Value 0.337 0.309 6.006 0.000* 0.278 3.599
Perceived Convenience Value -0.016 -0.015 -0.335 0.738 0.348 2.871

R = 0.842, R* = 0.709, Adj. R = 0.705
* Significant at .05
o = a a ¢ v a & %
NIUAIUTOLY EJULﬁuaumiamammwnw1%”1um13wmmmmw aaulad aen
LASDIANDNINITNAABILAINTNLET D UAS I lARatl

z = 0.196 (Experiential Marketing) + 0.273 (Word of Mouth Marketing) +

0.179 (Perceived Emotional Value) + 0.309 (Perceived Financial Value)

SoissuifisunasisesandulssAvi aunsnenssimsdaduladesiaiosdians
MIRALUULANLaE N TIRAB R LEdouas nud1 AdlsAnSyesiiulsBassiidenalii
msdndulatediiaiesdennminaauuuiiuannimsdnaulatediaiesdienanismnaes
uiavhiasieuaie Iiun mssudanAdnueusgninaune vusfindulsyavivesiudsdasy
fidsnalinsfndulatediaiosdornimaauuuiulissnimdinauladesieiosdananis
NAaRAITLENauaT kA NMIra1alsszaunisal nseatakuuUIndeUIn n1ssusaaen
Fuersunl uarn1siuiamadiunisiu lasaunisweinsainsinauledediedesdians
nsmaaLUULANdaT Adj. R desninaunisnensainsdadulatediaiosdenanismaaes
weniailoudss Sevay 4.60 A4 Table 6

Table 6 Compare Coefficient Equations for Predicting Repurchase Decisions of Cosmetics, Traditional
Marketing and AR Make-up Try on

(n = 400)
Decision to Decision to
Variables Repurchase Repurchase Cosmetics  Difference
Cosmetics through using AR Make-up Coefficient
Traditional Marketing Try on

Experiential Marketing 0.065 0.196 -0.131
Word of Mouth Marketing 0.039 0.273 -0.234
Perceived Emotional Value 0.152 0.179 -0.027
Perceived Financial Value 0.180 0.309 -0.129
Perceived Convenience Value 0.450 -0.015 0.465
Adj. R? 0.659 0.705 -0.046
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