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Abstract

This research analyzes the canonical correlation between online social media
marketing and intentions to purchase cosmetics through electronic commerce platforms
of consumers in the Bangkok metropolitan area. The study employed a questionnaire as

a data collection tool with a sample size of 420 participants who have either purchased
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or intended to purchase cosmetics through electronic commerce platforms within
Bangkok's Generation Z consumer group. The researchers utilized a multi-stage sampling
method and conducted statistical analysis, including percentage, mean, standard
deviations, Pearson correlation analysis, and canonical correlation analysis.

The research findings reveal a significant relationship between the variables related
to online social media marketing and the variables regarding consumer intentions to
purchase cosmetics through electronic commerce platforms among Generation Z
consumers. The canonical correlation coefficient was 0.839. Notably, online social media
marketing variables showed canonical weights ranging from [0.863| to [0.913|, with the
entertainment factor being the most influential within the sample group. In addition,
variables related to consumer intentions to purchase cosmetics showed canonical weights
ranging from [0.858| to [0.938|, with consumer beliefs being the most significant factor
within the sample group. This research highlights the potential for entrepreneurs to utilize
the findings in developing operational strategies through market factors via online social
media. The objective is to enhance operational efficiency, increasing opportunities and
stimulating consumer intent to purchase cosmetic products through electronic commerce
systems.

Keywords: Social Media Marketing, Purchase Intentions, Cosmetic Products,

Electronic Commerce System,
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quilnalulvangammumuns nsdlfnwinguiaiuelstud wui ngudtegsdiauAndiufeaty
mméﬁgﬂaé?'}uamwawa&ﬂusxé’fmma (X=3.99,S.D. = 0.78) \flefnrsaneduduiiadouday
fufiried vegluszdusiniduiu Ao Audevesuilaa (X= 4.05, 5.0, = 0.75) A
aanAulagANNaYnauIl (X= 4.04, S.D. = 0.88) uazdoyandnsini (X= 3.88, S.D. = 0.70)
LAY (151371 2)
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Anunsladadudn x S.D. ulama
Uoyanansin 3.88 0.70 1N
AUNAALNAULALAUAUNAUIY 4.04 0.88 1N
anudovesiuilan 4.05 0.75 110

394 3.99 0.78 4N

£ v v ¢ 1

NNSHTANAFUUTEANSanduiusseninagaiuys Jadeaunsnaianudedany

v
IS a v L3

soulauduyadulsiuaunsladendnsiug nsesdro1wuszuundyddidnnseiind veq

AUTTAAlUANTUNNUNIUAT ATHANYINANLALUOLITUT UA10E58nI1e 0.590 - 0.781 Tl

v [ a a

AUFNRusAuluian1suIneg 1ldyE1AYN19adANszaU 0.01 AMuUsNmuaiaduUszan

anduusyisnuniia1tosnin 0.8 (Cooper, Schindler & Sun, 2006) LaAsIN AawUseg 9 laidl
ANMUAUNUSA WY anunsanluAmsgailutunaumslUls (m19199 3)

M50 3 AnduUssAvisanduiusegnineseninmadulsladesunsaaiarudedrteaula
AugaduUsiumuasladondndadiasosdonsussuundisgdiannsedndves
AuslaAlulaNFuNNaMIuAS

X1 X2 X3 X4 X5 Y1 Y2 Y3
X1 1
X2 .748%* 1
X3 160%* 127 1
X4 J13%% .7109%* JT69%* 1
X5 718%* 1347 128%* 781%* 1
Y1 6617 .653%* 673% .675%* .684** 1
Y2 694 590** .634%% .607** .635%* .658%* 1
Y3 113% 696 119%* .682%* .683%* a1 .140** 1

o w

nnewn ** seauidednAgy 0.01

3. namineandunusaluineasendtanisnaiasudedaussulatiuaay
niladandnfuiiiniasdiansiussuundvddidnmsetinduasfuslnaluwangaiwamuns

NNFIeTIsAnuduiusaludaea Ineyutduiansudnsnavesiaulsdass Ao
Jademsmanariudedenuesulay S1uau 5 fauds Aisvinadesudsnu Ao Audslade
wanfsiaTsd1ens iuszuumdleddidnnsedndvesiuslanlulmnsammamiuas nsdlfnw
nAuLaELsTUT $1uru 3 Fuus ddumsiesianduiusaluiiroadiudsiuiisuoulios
Aidudsdasy nanie anduiuialudnoasziivonun 3 fefdu Tnedlerdui 1 feranduiug
Alulinea (R,) gegn winiu 0.839 dlefinnsanainen p-value 3Aviniu 0.00 (p-value = 0.00
< 0.05) Wefiarsanaranduiusanluineanidsass RZ SAnvindu 0.704 %aqm'jﬁmawé’mﬁué
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fiflafdudl 2 uazilafduil 3 edureauauduiusseninsiudshsaesyaldifinsdosay 4.7
wazSosay 1.4 muddu

Mnduldhnsnedevanufgiuvesanduiusaludaea (R 1t oM IWUULEY
mnuduiusszninayaduUsaesyn nansnnvageu 2 Aduallduesilaidud 1 feuviiiy
44.697 fifnannnindn y2 1namsnitseiutioddgyneeda 0.05 Sadngawitu 27.488 wansin
mﬁﬁm’;mié’mﬂagiu%nmiﬂqm (Critical Region: CR) FaUfjiasauufgny Ho sousuauumgiu H,
thufte Hefduil 1 vesyaiuusiansmpianduiuseiluiinea u sefuteddey 0.05 wanyind
Aavduiusenluiineast \ieenilenfifalsiviniugud nanfe ffuuseraiosnieiudsly
yamuUsdasilinnuenudiiusiusudsnuegrstiosmiilugaduusa

Turaefinsiansane 2 Adwiaildvesiladdudl 2 uaziladdud 3 Fawindu 3.268
waz 2.016 auddy Teaesiledtuiianieanin x2 minmsniissdutedifynieadn 0.05 S
IngELInAv 27.488 Fewousuanuigiu Ho na1dfe daudsnnluyadiwlsdaselusining
anuduiusAugafuUsI nwaRatsuaziiuldiilaidun 2 wasiladdui 3 limangand
wiluesunenanisfne dufuisagulddndleddud 1 ulsdduiianunsoiluedurena
nsfnuldamgaunasnnign (15197 4)

M15197 4 duseantanduiusanlulineaseninamiseaaruiediauesuladivaiusslaie
nanfnuiaIasdomusTUUMasdBinnIotinduasuilaAlulunnunnuvinuas

Canonical Canonical Canonical Eigenvalue Wilk‘s F-value df p-value
Function Correlation (RZ) N) Lambda (Chi-square) (sig.)
(R) \) X2
1 .839 0.704 2376 278 44.697 15 .000
2 216 0.047 .049 .940 3.268 8 .001
3 120 0.014 .015 .986 2.016 3 111

neme * seautivdeny 0.05

NnMsiasan mavduituseluiaoadifinnumnedsadfuazvunnnnudusius ol
seugaunn fe Anuduiussevifudsaludaeailaddud 1 idefinrsunduussavslasiain
WUl fauUsmsnannnudediauesulal ﬁmfmﬂfﬂmiuﬁﬂaasuawﬂﬁaLL‘Ui 1 521774 [0.863)

-10.913] Imamumuﬂmiuuﬂaammmumuﬂawam A |0.913] s99a911AD [0.900| |0.887|
10.871] uaz |0.863| muanfu mummmemmﬂﬂsﬁaivuuwmﬁuaaLaﬂmauﬂmmmuﬂﬂﬂiu
APNFITNTLAS NIdAnNAIaLBITUE Senagsewing 0.858] - 0.938] Tnermiminaludaen
ﬁﬁmﬁfmﬁﬂqqﬁqm A9 [0.938] T9989u1AD |0.895/kaz [0.858] ANE1AU ﬁQ5u$qa1NWima§UIﬁdw
anuduiusszriniuusaludaoailaidun 1 Jaduilsiduionzaudian
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Marketing) Intention) joy!
-0.872 -0.939
AMUANIZLANLI u o v o
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A 2 JUluumsERiuSvewaR UM Imaar e srueeulatiua U At onGEn Tt
\sesde R UsTUUINAEBanTselindvewjusnaAluunn guymIvuAT

dsduazanusnena

MnnsAnwanduiusaludaeauazariminanudduailuineassuiisadedu
nsmamrudedseuooulafuanuitlatendnfusieiesdensiussuumdystidnnseling
vosfuilnaluimnsaymaninuns nsdiAnwinguaiuelsdud wuin gafuusisaesdanuduius sy
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Te1inete [0.864] - [0.911] Ad SeAUAWN Tuvnuzfpdnuusna fo anusdlatedudlunmsn
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