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Abstract

The study aims to confirmatory factor analysis of the experience marketing and
brand advocacy of the cosmetics industry in Thailand by conducting a review of
relevant literature to design the conceptual framework. The researcher created a research
tool and developed by analyzing the accuracy by IOC and pre-test. The results of
the development of the tool are in accordance with the research methodology had
a Cronbach’s alpha value greater than 0.8. The researchers collected data from 440
samples as a cosmetic business entrepreneur. The result indicates that the experience
marketing and brand advocacy of the cosmetics industry in Thailand. It consists of input
factors that are exogenous variables such as digital marketing, gamification marketing,
inbound marketing, brand authenticity and with endogenous variables, namely experience
marketing and brand advocacy. The confirmatory factor analysis indicates that all
factors were consistent with the empirical data. Elements of each variable are able

to measure and evaluate variables appropriately.

Keywords: Marketing; Experiential; Cosmetics

NI

£ a 4 . . . A v 1% Ve Y] a
MIETNMIRAIAReUsTaUNITal (Experiential Marketing) NLaluNTE#T9AILSEN iAUAR

9

U v =

GauniisvuiugnAwenwileainanuiiewe R lundndusvseusnis Swearuluinisaing
Uizaumiail,%ﬂmﬂiunﬂLﬁumqmiLaumwaqgﬂﬁm‘%aLé’umqwqamiuqﬂﬁw ARFEGRGIGH!
Uszaunisel luesesdlovienalniidrdglunsadrsgiugnaniudeunss nmslagnansiglm nns
% b4 d‘ Y a dy a v 1 1 4' dy Ql dy a % & a =l a o a’d‘
WaugnA Welitinnistedumegreiliosnasdoiintulundnduaiauvsonindueiau o
MsnsEAUlANNINAUINTBYTBIHUINIE NMTARFLYLVININITRAIN liU N1l sEmaUNLS
nsmgndlml Wudu sisinseaiadadszaunisaldaiunislianudidglunisesnuuy
Usraunisalligndtusasnqulasuiluwuuvesnuesnaenadesiuanududinuaegnai
| = D = & ~ 1 v o % ' Py IZ0)
Wwwngusdagau iWunsuanddiiuiiusuaianuaslanizediuiuiugnaegisaineassd

dniulsenalngniseanauuuBauszaunisal (Experiential Marketing) gnunanldiugsiauay

® wszumgnown wswgls, uazgmsmi vewduduns, “n1segauiuvesauludnunyinusssy
Tudszmelng”, 35A15UNIINIIVING, UNTINEIREUMITNANTUTIWINGTe VN o alun o @nTIAN-
WEEU b&om): e@ok-ee.

10. RRRKARXRIRXRIIRN (R 126-141).indd 127 29/11/2563 10:09:02



obE NTETUMINIBINTG VN o) 2UUN o

graMnIINIWILLN tnslenglugnavinssuesesdianadinsuunliunisiiivlnegeseliies

InedearlunanasesdonsiilugigavesgiinaedionzJusendedd mnnginssuguilaa

Y a

lngamgnguima kagnguunesnauay iesieingamaasygiaidmansenudesela

LY a

a v %4 1

WIeTIEINIANTY nTesdendiateglunduansniianudeinisedwiaiies dusunaia
wsesdoslulseinalnenunan1sITeveaudidundnsing Jeyarnaudmalulagansaume
Wagn1sdeans NsensIndlvdl bevo Usziliudmainniesdienlulssinalnedaiuualiy

Yeeiog1aiiles nglul beoo TyarUsiM b.¢e LaUATUUM

(% 3 a v
INUITEAIAYDINITIVY
WallATeviesAUsenauledudurauudnasinisnatnlslssaunisaliunsatuayu

WUTUAYRIRAAIMNTIATRIE0 1l U TEwWAlNg

1
/

a = a a A v
LLUIARN VIE]'UQLL?IZQ']U'J YNLNYIUBDY

chu\'Lsuo a

ﬂ’]iﬁﬂmﬂ%ﬂfm% svimsnumunguiang 9 WelugnisiimuanseunuAnues
n93%e Tnglddnun nquiiszuy (System Theory) 489 Von Bertalanffy” Uszneuludae
(@) Uad811d1 (Input) (o) A3EUIUNTT (Process) (m) WadWS (Output) wag (&) Tolausuuy
INMIANYIUIAANG Y T2UU (System Theory) HIduanansatimgul ssuvandszgnalilunig
afunsounAnilefnyiianeiosduseneulsdudiu manaaidessaumsalfunsatuayy
wusudespamnssseiesdelulssmdlne Tnenumuuunin nquidielud

UJadwidn (Input)

N5ARALUULSIRIGA (INnbound Marketing) iunagmsnisnannadviailiussleviian
nsdsteyalulanesulat saufsnisimsnainuudedsauesulatl udoniams uaugylnidea
e wpgnalsudld nsdfinuseavnmnalndum 3alehda nsdunwrihwiu” msld

= o

NINAIALUVLIIRIAVIT IUS Euadn s vnaliganansaasean1ssustuusuduaz g

Y

a | 2% @& aadad d' v v v DY) a &
s3nalnd Fuduisnangalunisideuauudannilinareilugnduazdaduayugsie

° Von Bertalanffy, General System Theory, 295, (New York: George Braziller, 1968).
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[online], Retrieved from: http://www.marketing-schools.org/typesof-marketing/inbound-marketing.html,
(August 05, 2018).

¢ HubSpo, The Ultimate List of Marketing Statistics, (Annual Report 2016).
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