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ABSTRACT

The objectives of this research were (1) to study of Social Media Participation,
(2) verify the consistency and causal relationship of the factor model Social Media Participation
that affect to Thai SMEs cosmetic brand’s purchase behavior and 3) study the relationship of
the causal factor model of Social Media Participation that directly and indirectly affect to
purchase behavior of female Millennial customers. This research is quantitative research,
the sample size was determined with a total of 400 samples. The sampling was conducted
using both probably and multistage sampling methods. The research instrument used in this
study is a questionnaire. Data was collected through online questionnaire. The data were
analyzed using statistical techniques, including calculating the mean, standard deviation,
variance, and correlation. The relationships were examined through Structural Equation Model
(SEM) analysis, and hypothesis testing was conducted by using regression analysis to find
the Standardized Coefficients of the independent variables. The results of the study found
that level of Social Media Participation in terms of sharing content is a high level. Attitude in
motivation by stimulating from entertainment media that brands offer have the highest level
and the most level of customer purchase behavior is comparing product information in terms
of quality and price. This is consistent with empirical data (p- value = 0.372), with social media
participation having a direct and positive influence on customer attitudes and has a positive
indirect influence on customer purchasing behavior through attitude. From the results
cosmetic brand can be used to promote customer participation on social media to generate
purchases behavior. By using specialized experts and social media influencers present content
to attract and build customer trust that leads to a positive attitude to the brand. When
customers have a good attitude towards the brand This will lead to increased opportunities
for customers to purchase more products. which can be used as a guideline for conducting

business able to develop brand strategy.

Keywords: Social Media Participation, Customer Purchase Behavior, Millennials Woman
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poulal  FrueSetieduius (CN)  3.95  0.640 - 0.407 -0.623 170 4

(SMP) \nde 4.07  0.646 1
Aun13u3 (PC) 420  0.659 - 0.407 -0.949 11N 2
AuMIATETIng (AW) 410 0633 -0.280 -0.715 Ty 3
Wrupd  aun1sgdle (M) 449 0517  -0.847 0.737 wniian 1
(AT) puaulinga (TR) 4.03  0.695 -0.230 - 0.683 170 4

\nde 420 0.626 1
msdeauflagids 4.07  0.624 -0.172 0.026 110 3

Usyleminazannusndu

fon15l4u (NR)

nsAumMdeyadum 438 0575  -0.265 -0.739 wniian 2
Wiufuandedny

aoula (S)

o
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A1519% 1 (M9)

fauds X SD.  amnuld AN SEAUAY aeu
(Skewness) X ALY
(Kurtosis)
woAnTIN  MsSeuiieudeya 4.66 0535  -1.248 0.571 Wnitgn 1
nstoves  Audfiauladiuamam
anA1 (CPB)  wazs1An (EA)
nssnaladedudrann 385 0835  -0.039 -0.942 17N 4
YOIFUNNTITZHUAN
FAUAHIUNITD NN
soulativangzuiuy (PD)
muddledediluomnn 377 0771 0.228 -0.927 11N 5
(PPB)
\nde 415  0.668 1N

NN 1 w1 mstidusimmdedsauseulatilasnmsiueglussdivann (X = 4.07)
dofarsandunedunui fuiiinsfduiumsdodieuooulavgean fe dunisdaiion
(X = 4.23) Waunfisouususiia3 osdresoeulay Tnonmsiufianad vegluszduuin (X)
idefansundusiediunuin sruainisiidiusiumnsd edanuseulavgegade Funisgila
(X = 4.49) wagnnfnssunisdevesgndn Tasamsuiinginssumsdesgluseduan (X = 4.15)
definsudunede wui defiwginssunmstovesgndunniian fio nsfinnsudisudsudeya
dudiiaulasuannmuazm (X = 4.66)

N13052989UANUNA (Normality) Ye3¥8ya Faudsnsdidrusaunied edsaneeulall
(SMP) SiFinAuLUag 58119 -0.856 §19 -0.189 wazA1A11lAL0Y 581319 -0.804 §19 0.419 AUUT
ViAuaf dA1Audegy sening -0.847 fi1 -0.230 uazA1AI1UlaceY SEnINg -0.949 fig 0.737 uax
i?T’JLL‘Ui‘WQaﬂiiuﬂﬂig?}’@%aﬂ@jﬂﬁ’]ﬁﬁ’]ﬂﬂuLﬁ@&\jiz%’iw -1.248 89 0.228 UazA1A1Uleeg Tening
10,942 i3 0.571 Fapglunamivisensuld fasunniudsiidoyauanuasuuulniuarbitinonfs
n1suszaa aunsadnluinssiaunislaseaiiela wagnisiiesgirdulssansanduiuswuy
\esdu (Pearson’s Product Moment Correlation Coefficient) WU Haa MunS nduUseans
anduiusvesiuusi dunalemuin ldldumindiendnuwal wasdauduiudszninadauys
wnnefiaziluiiasziesdusznauls waznsiasziesdusenauldedudiu (Confirmatory Factor
Analysis: CFA) g N1IASIEDUAINATIVBILUUTIA8Y (Validation of the model) Laznsnsivas

AUADAARDINANNAUVDILUUINADI L ULAALDIAUTENBU I ULUUINEDIEUN5LATIAS1Y tnelinaua

o
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N1531ATERANUF NN US senI 19U sdunala wasdauUsuis nawudi ynesAdsznave oy

Taumnzaunazduimnlsdanalauaesfusenounan

PY7Y

OGO

Chicsquare = 48,434, df = 47, Chi-square / df = 1.052, CMINGF. = 1.054; pavalue = 0372

GFl = 0.981; AGFl = 0.964; IFl = 0.997; CFl = 0.957; RMSEA = 0.012; RMR = 0.010; OF = 47, “ﬂﬁyﬁwﬁqmaaaﬁ o

MW 2 wuuaesaumslassainisiiduniumdedinuesulatvesgnamgngnduiamuiea

Aa J a d’lj ‘:l' o 3
NANANDNEANTINNTITYBLATDIATD N UTUA SMEs lne

o
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AN57199 2 ANUADAAABINANNAUNUTDUATIUTLANYVBILUUT1aDLASIAS19UBINSHEIUIIUN9ED

Y

denneoulatninasrenginssunisdeinsesdieavegniEvdinguiiaauiis

ARl LAeul naudsuun nasusuud
ANEaR NANIINAITEUN ANERR NANIINAITEUD
GFI > 0.90 0.957 LN 0.981 LN e
AGF| > 0.90 0.937 LN 0.964 LN e
NFI > 0.90 0.878 Talusneusn 0.949 WL U
IFI > 0.90 0.939 WL 0.997 WU U
CFl > 0.90 0.937 LN e 0.997 LN e
TLI > 0.90 0.921 LN e 0.995 LN e
RMSEA < 0.05 0.047 WL 0.012 WU U
RMR < 0.05 0.013 ARITRRIT 0.010 RGBT
Fit Confirm X2 /df- 1897, p= 0000  X?/df=1.054, p= 0372

21NA1N 2 WUt madidusamsdedsauooulal Waued wagngAnTsunisdevesgndn
fimnuaennaeinaunduiuteyalausedny lnedaadflaauaisduius (CMIN/DF) windu 1.054
A1 p-value Wiy 0.372 iefiansandrdiauasnades GFl winfu 0.981 AGFI windu 0.964
NFI iU 0.949 IFI winfu 0.997 CFI winfu 0.997 TLI wihifu 0.995 adaiiauaaininde RMSEA

WINAU 0.012 haz RMR w11AU 0.010

A15197 3 BYNBNANIATILATNIDDUUDIAINUS

fauds A S.E. T-value p-value R2
H1: SMP = AT 0.753 0.176 5.978 0.000% 0.567
H2: AT = CPB 0.548 0.182 3.764 0.000%* 0.335
Hd: SMP => CPB 0.041 0.236 0.302 0.763 -
H3: SMP => AT = CPB 0.413 - . - -

** JydrAgyn1sedanszav 0.01

1NM15199 3 WU BNSHaN1RT LAk veNFuaNuAgIu H1: nsddiusiunisdedany

saa a W aal o a £ o a
soulatiidvdwalumeuinseriruad fadulszdvsannesvesduwlsdaselugunziuuninsgiu ()
WU 0.753 ANAIINARIALARBULYINAU 0.176 dA1 t-value LYINAU 5.978 wagiiA1szautivdiAgy
N9adfNazaU 0.01 (p-value = 0.000) n1sddrusiundedsauooulay luddnSnanenginssu

a

N13%9Y09NAT HAINNTIATIENTaYANUI Hardulseansannegvesiiuysdasylusunziuy
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[ LY S [y

119557u () Wiy 0.041 AIAUARIALAGEUVNAY 0.236 SR t-value Wiy 0.302 uazilAszau

Ld o ! ada

WedAgynsadifwiniu 0.763 (p - value > .05) Fsufiasauuigiu HA irupRildnswalunisuinse

o

-

WANIINN1SYovegnen dardulssdnsonnssvesdiulsdasylugUazuuuuinsgiu (N) wirdu
0.548 AIAMUAAIALAABULINAY 0.182 fIAT t-value WINAU 3.764 wazilA1TeiutudAyn1eaifi

580U 0.01 (p-value = 0.000) F9pBUTVANNAFIU H2 wazdninan1sden An N13ddIUTIWNIIED

[ |

dernoaulatvegnAguginquiiaiaudeaniinanengAnssun1sveLnied1a1auwusud SMEs tne

7

lngruiruaRlunauan nelieduussansonnovesiiulsdasesunsuuuinnsgiu wiiiu 0.413

JeeusuaNNfgIU H3

aAUswNa
a I d' [ 4 [~ o Y % [ v L4 ¥ [y}
nsfidusumededsaueeulal Wudwdsdrdglunisasennuduiusvesgnandu
wusuAviliAnAuRnTl FnYediann ilignAuanseansign1sildinsiy liun msfiaau lad wes

WARIAUAALIY TA8N1Tas1Han N1SAIraIlanT N15as19FIAL waziAsav eduRusSIiaausa

¥

FENINE AUNTOIENINNG N TInaIINN1THdIUTIma I danadieiaseaunsidfg n195us

Y

n13nsendngluasdua wazaseanulindalunusud FailiAainuainadeuusudyiung
Anuaslagaduen InenanisAnyinisiidiusiunsdedenueaulad nuinlanafvegluseduuin
lngauninsiidusiundedenuesulalgean Ao aunisderaiilont nswysTayaany il

N 19 a 1y a ° =& o 1Y Y] a o
ANLT 8T IYLANIZATULA BN ULAT 8981979 FIAINADAAADIAUIIUITEUY Ahmed (2021)

a

wansiananisiidiusiunsdedenusaulalseningnAiulusuiaT 098101937 Liledifanssy
nsidusmvelvdedinueauladiazuusuniaissdiensluseauun ssdaananisidiugae

Tumsiaaudiussenigld viegnaaziusun saudaenseiuanuaulakazillaniaasng

A 1

& L a vy A o s & vl a 1Y
ﬂ')’]llmﬁiﬁ]%@ﬁu@nlfﬂ I@ULQWW%L@J@Nﬂ']iLLﬂ]ﬁ‘Wﬁ@ﬂ’]iaﬂm@Lu@Vr]ﬁ]’]ﬂﬁ.ﬂwmﬂ’J']lILGUEJ'JGU']ﬁy/LQW']z(ﬂ']u

a |

LﬁIEJ’JﬁULﬂ%ENﬁW@’NLLazmﬂauWQLameﬁ@% aziildvinarenuAaiiiy WOANTIUUALVIAUARYDIGNAN
fifisiondnstas tnsfiussgladienuddqdususuusndensatsnruauladedudinisosular
AonAdDIITBTR9 Feng et al. (2022) nanafumisgsladumsainsnnugsdulunisdodud sauds
audlaluanusniuvesdud Sedsmadenginssunsindulagedu yilvgnAdondiazdum

Toyadun1andedianeouladiazyssiliuniaion AUANAIAIUTIAILAZAMNAIN NBUYN

Y 9
sinaulagadu

ISP ! 4 a I a I

nsdlusiunededeauesulaliidnsna ‘vmmﬂ@iaﬁﬂuﬁ@%qqﬂﬁﬁwmmauuaLamuaa

LY a
4

LagviAuARIENSNaN1aUINABNgANTIUNTTavRsgnAR dlanquiialauilya seuTuanuRAzIuN 1

wazauuAgIuil 2 Wesnn nsfldwsiumsdediaussulatilunissuduasiadeomauun liiee

4 o

Jwdlemainnuwusuanieilennasisaingdlddedauseulay Fadunisaaaiiomfiviiliie

o
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nstanau aUduius nanauliiinnsaununseninglddedinueaulal wu msuwandsudeys

UszaumsalanngnAyldass Ndwanelemalunisaiaiulindavesilidedinueaula dain

a1 1 A [ L3 1 v | o Y a M v a =
mi:umuimmﬂaaammaulamzmw@%’lmmnL‘mli mimﬂmmmamﬂawuaga AITUARLAU

19
v < 3 =

WAANIsUBNAEBLANNIaNNG (E-WOM) HauAaziaillonatAnyiauafiniaulin 981ng1aenusuaLInay

Y

Y Y a

Wiy wenanllfanudn Msiidusiundedinuesulatidvinadenginssun1stovesgnagnd

U o

I a a a | o a o a a' o a A o Aa
ﬂaqilllaLa‘UL'UEJaI‘NLGUQU'JﬂIWEJNWUV]ﬂu@@] EJ@N?‘U?{N@JG]E']‘LW] 31@8‘1/]?114?’19] ARAMILUINANNUUNUIN

[

drAglunistelvinisiidusiumededinuesulatainsoairangfinssunistevesgnale daennaed

o

AuNuIdeued Gede & Ni (2019) londnatuayuiseswasnuninitienlunisasiednsnanisidiu

$7UvR9gNA1 UsednSnnues msmmuamammamaLLaucﬁ’ﬁ@w%wa’tuﬁaﬁmmauiaﬁ TR uUn

Y

AU LTedevosunasiun (Source Credibility) A31ufs9ala (Motivation) Wagn1sanenentaya

aaa

' a ¢ ! ] . Aa a | ! Y )
7 iUselovduny 19 (meaning transfer) §8nSwasg 1980 on15a3 19 AUAAT A dBUUTUA

(%
(Y

LLﬁﬂﬂﬂ’ﬂllﬁll‘W‘LJﬁLGNU’]ﬂiu‘M’J'Nﬂ’ﬁﬁa fipueaulayl mmuﬂmmaﬂmua F’]’J']M@QI"\]“U@E?UF’]’]LL@W
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6 a1

miﬁa'aus'awNﬁaé’aﬂmaaulau%umLaﬁmaﬁizﬁ’ummﬁmLﬁuaﬂiussﬁwm wan launsavinli

[
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Uand mﬂ;mEJG\imawqmﬂsim’ﬁ%maqaﬂﬂﬂm A1UITY049 Betelho (2019) find1dansidiusiy
wazn1snandedanuoaulatfliannsnvliAewgfnssumstolaeasdld Inedesinunansilads s
vaneUszns Wiud anulindadenusud anuuidede Ussaunisalvesuusud sinfsdeideses
wusud adudoaguliin fuszneunisuusudiedesdions desadrslonanisiidiusaumnadodsny

saulalvesgnan lnen1siauedeyanazduaieg1auiaula danulanauy AsaiuaILfeInNIs
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1. NMsTaIUsINFedInNeaula NS nan1auINAAUAR TawlalViALARNIIUINALYIN
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a
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2. 9AANYIAURUTUALAS 0381019l UNq ULAT B9dR1IMaINNA18UTLANUINT U LYY
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