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ABSTRACT

The researchers attempted to study the positive influence of web-vendor security risks, personal
innovativeness, perceived ease of purchasing, perceived usefulness, product marketing activities, corporate image,
product or service image, and user image towards cosmetics online’s purchase behavior of organizations’ employees
in Bangkok area. The population of the study was organizations’ employees in Bangkok of around 5.06 million
people. The convenience sampling was implemented and the 259 survey questionnaire were collected during April
2017 and analyzed using multiple regression analysis. The researchers found that personal innovativeness (B = 0.535),
perceived usefulness (§ = 0.371), and product or service image (= 0.245) explain 54% of the positive influence
towards cosmetics online’s purchase behavior at .01 significant level.

Keywords: Cosmetics, Purchase Behavior, Bangkok
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Y A . 0.062 0.052 1.381 0.168 0.915 1.093
yornanIy laa
uﬁlﬁﬂiﬁi\ldiuuﬂﬂﬁ 0.535%* 0.058 10.288 0.000** 0.677 1.476
m3fudineanuanuazaIn
2 0.057 0.072 1.035 0.302 0.605 1.653
Tumsao
o Y 990 Y
ﬂ?ﬁﬁﬂgﬂﬁ%jﬂ“ﬁuﬁl“]f’dﬂﬂ 0.371** 0.089 6.112 0.000** 0.498 2.007
AINTTUMIAQIAVDY
- e s -0.11 0.067 -2.146 0.033 0.701 1.426
Nann N
MNSNYAIUDI0IANT -0.321 0.062 -5.529 0.000%* 0.543 1.843
[ o a Y A
MUANHDVDIAUA 150
- 0.245%* 0.109 3.323 0.001** 0.337 2.971
UIMS
mwanuaives 1y -0.112 0.091 -1.721 0.086 0.433 2311
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