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Abstract

The aims of this research arel) to study the influence of word of mouth communication for
cosmetic online of consumer in Bangkok . 2) to study the intention of purchasing cosmetic
products. through online channels of consumers in Bangkok3) to study factors of accounting,
income, expenditure and liabilities affecting online cosmetic purchases of consumers in Bangkok
(4) to study different demographic characteristics Consumers in Bangkok have different intentions
to buy cosmetics online. Data were collected online from 400 consumers who expected to buy
cosmetics online in Bangkok (using convenient random sampling) with a reliability value of 0.720.
It was used to analyze the preliminary data which were descriptive statistics such as percentage,
mean, standard deviation. and reference statistics used to test the hypothesis at the significance
level of 0.5, i.e. analysis. Multiple regression The results showed that Most of the respondents
were between 21 and 30 years of age with educational level .Bachelor's degree Most of them
work as employees of private companies. and has an average monthly income of
approximately20,001 - 30,000 baht for the hypothesis testing results. Word-of-mouth
communication had a statistically significant effect on consumers' online purchases of cosmetics
in Bangkok at 0.01.

Keywords : Electronic Word of Mouth, Online, Purchase Intention, Cosmetic
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