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Abstract

The article aimed to 1) develop and validate a causal relationship model of purchase
intention for cosmetics via the Sephora application in Thailand; and 2) study causal factors
influencing purchase intention for cosmetics via the Sephora application in Thailand. This study was
quantitative research. The sample consisted of 390 people who had purchased cosmetics via the
Sephora application via convenience sampling. The statistics used in data analysis were frequency,
percentage, confirmatory factor analysis, and the structural equation model.

The results of this research were the development of the causal relationship models
consisted of 5 components: 1) image; 2) perceived price; 3) trust; 4) value; and 5) purchase
intention and the model was consistent whit the empirical data to a great extent. The statistics
showed CMIN/df = 1.71, GFI = 0.93, AGFI = 0.90, SRMR = 0.07, and RMSEA = 0.04. The final
predictive coefficient was 0.81, indicating that the variables in the model can explain the variance
of the purchase intention of cosmetics via the Sephora application by 81 percent. It was found that
image, perceived price, trust, and value had a major influence on the purchase intention of
cosmetics via the Sephora application. Entrepreneurs make consumers aware of the standardized
process and meet their needs. It will make consumers intend to purchase cosmetics from the

Sephora application in the future.

Keywords: Causal Factors; Purchase Intention; Cosmetics; Application; Sephora
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Apunssdeannnansluniaulaureansdialing (Hor et o, 2014) AaRAITAATIZR AN
sniEndiavesiaulsdanale (ndicator Reliabilty) wuan dautlsdanalaynsafinmnianaaeysimin
a9AUsENaLNIEWaN (Outer Loadings) NINNA7 0.70 7197 A3 197 1 uaRaNFauLsFana lasiannm

WgnlumaimuugEeds (Har et al., 2014) WazANa WA 1 LamsTaAo INesALlsSRunela 9
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A15799 1 NANI9A9I9FBUAINNATUTIIATINTIAE CFA ATAINNERIHIBILLLABLATN AT Composite Reliability (CR) LA

ﬂlﬁ Average Variance Extracted (AVE)

Aanilsupsuas Cronbach’s Construct Validity T‘l’fl CFA
. e CR AVE

Aau9d Alpha X2 df p RMSEA  GFI
Image 0.82 0.87 0.57 5.91 3 0.12 0.05 0.99
IM1 filalnfiansnane Outer Loading = 0.77
IM2 fauragrasunanla Outer Loading = 0.75
IM3 ifisdniusensunamans Outer Loading = 0.72
IM4 fedeaAenfiuauATis e Outer Loading = 0.82
IM5 U'\m@ﬂﬂmu:maﬁammmpﬁﬁ%fﬁy Outer Loading = 0.76
Perceived Price 0.79 0.85 0.53 7.56 3 0.06 0.06 0.99
PP flanaanantuduiians Outer Loading = 0.71
PP2 LI R Outer Loading = 0.73
PP3 sAmsnzasfiaifutunonm Outer Loading = 0.75
PP4 BuATiardausTIAagefinis Outer Loading = 0.77
PP5 ﬁﬂﬁ‘iLWy\?‘?TﬂﬁdﬂLLNz‘j’mﬁﬂﬂl’Nﬂ‘mi;m Outer Loading = 0.75
Trust 0.79 0.85 0.53 7.56 3 0.06 0.06 0.99
TR1 Tannelatunnsdaduan Outer Loading = 0.77
TR2 Tf;rm%gfmj"mdmwmlﬁﬂmmﬁuﬂyﬁ Outer Loading = 0.74
TR3 ﬁ’lLﬁWﬁﬁﬁ@@T’)ﬂﬂ'}’m%ﬂﬁﬁé Outer Loading = 0.75
TR4 Taanetannazlnauansennsiias Outer Loading = 0.78
TR5 T’?ﬂﬂ@?@?uu%ﬂ’ﬁﬂﬁﬂﬂﬂimﬂ Outer Loading = 0.86
Value 0.93 0.77 0.71 2.09 2 0.35 0.01 1.00
VL1 gﬁﬂﬁiluﬁ%ﬁﬂ\fﬁﬁﬁugﬂ Outer Loading = 0.89
VL2 fnmunAsnnaeEasdianiall  Outer Loading = 0.86
VL3 ﬁﬂwumuﬂﬁmﬂ%mzﬁqmaﬁﬁﬂ Outer Loading = 0.85
VL4 funmsguluniandn Outer Loading = 0.85

soulangnisuaaminlansennuaas
VL5 v Outer Loading = 0.88
ABINTT

Purchase Intention 0.88 0.53 0.67 4.07 3 0.25 0.03 1.00
PI1 faladnRuATLAND Outer Loading = 0.75

P12
PI3
Pl4
PI5

galafiazndunidaruan uawIaAn
Lo L

auiazganis T 1 Haue9un

uuzihAugdnndednan

S A
gufunezdafuadnmas

Outer Loading = 0.78
Outer Loading = 0.84
Outer Loading = 0.82
Outer Loading = 0.76
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