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Abstract

The purpose of this study is to investigate the influence of service marketing mix
factors on the purchase decision of an EVE'S brand facial care product through online
channels. This study is quantitative research. The questionnaire was used as an instru ment
to collect data from a sample of 313 people from the population of consumers who decided
to purchase EVE'S facial care products and the statistics used to analyze the data were
frequency, percentage, mean and standard deviation. Structural equations were used to test
the hypotheses for structural and discriminant validity.

The results of the study showed that the opinion level was highest in terms of
service-marketing mix and purchase decisions for a facial care product of EVE'S brand. And
service marketing mix factors found that the marketing promotion factors, and physical
characteristics factors influence the decision to purchase EVE'S skin care products through
online channels at a significant level of .05. The research findings will be useful for
entrepreneurs to know the influence on consumers' purchase decision for a face care
product, and they will be able to use the research findings as recommendations to improve
and develop product and service management to achieve effective integration with

customers.

Keywords: Service Marketing Mix, Purchasing Decisions, Facial Care Products, EVE'S Brand,

Online Channels
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A15197 2 LEAINANISVAABUANNBMTLTdlassas1alazUntinesAUsEney

Dijkstra-
Joreskog's rho  Cronbach's
Factors Loading AVE Henseler's rho
(Po) alpha(Q)
(PA)
AuNERSN (X1) 73 87 91 87
- X11 .87
- X12 .80
- X13 .87
- X14 .87
AUTIAT (X2) 74 89 92 .88
- X21 .89
- X22 .79
- X23 .87
- X24 .89
AMITDIRMITRT MG (X3) 71 86 91 86
- X31 .88
- X32 76
- X33 .85

- X34 .88
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A1519% 2 (519)

PIUNTAEIUNITRAN (X4) 71 .86 91 .86
- X41 .82
- X42 .78
- X43 .89
- Xa4 .87
AIUYAAINT (X5) 75 .89 92 89
- X51 .82
- X52 .83
- X53 .89
- X54 91
AUNTEUIUNSIAUS NS (X6) 72 87 91 87
- X61 .86
- X62 .79
- X63 .86
- X64 .88
AIUANWAZNINIELAIN (XT7) 75 .89 92 .89
- X71 .89
- XT72 .80
- X73 .89
- X74 .87
nssaaulade (v) 75 90 93 90
-Y1 .86
-Y2 .78
-Y3 .86
-Yad .86
-Y5 .86

AT 2 WU FsUsFunavianuatukuuiassdadudiuusraunienisnainusnisi

#dnsnasionsanduladondniuaiUngeiiivyi wusud EVE’'S Wiudeenisesulad daumidn
(3 ! dy = 1 1 a o v (3

geAUsENUNINNTT .5 YulU FellAagsening .76 - .91 wazlinuweielunisinesddsenau lag
#2150019nA1 Dijkstra-Henseler's rho (PA) difeg5em119 .86 - .90, Joreskog's rho (Pc) HAag
58139 .91 - .93, Cronbach's alpha(@) fifnegse1ing .86 - .90 FewnAndiA13IANIT .7 wenantlsa
wUsuragaiiadnuigansadeduun lagiiansanainal AVE figandn 5 aellAiegsending .71 - .75
(Henseler, Hubona & Ray, 2016)
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A15197 3 LEARINSIUSEUANULTIBIRTUTITMUA AsLnugived Fornell-Larcker

Factor X1 X2 X3 X4 X5 X6 X7 Y
X1 0.73
X2 0.65 0.74
X3 0.59 0.66 0.71
X4 0.59 0.66 0.60 0.71
X5 0.62 0.67 0.66 0.71 0.75
X6 0.65 0.69 0.70 0.69 0.75 0.72
X7 0.68 0.64 0.66 0.69 0.66 0.72 0.75
Y 0.63 0.62 0.59 0.67 0.64 0.68 0.70 0.71

NAN5N7 3 1udn Mnsdanaluluudiasstadsdiulsaunianisnainuiniei o
SvsnarensiaduladondntusivigeRioi wusud EVE'S iuvomnsesulatl finnuilsansad
Fuun Tnefinnsanananaievesnuulsusiufiaiale (Average Variance Extracted: AVE) flAnge
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A157991 3 LAPINITNAADUANNATIU

NaNIENUY [3 t-value p-value  Cohen’s F?
Frusdnstost > masnaulate 109 1.166 122 0.015
AUTIAN -> mﬁé’mauhs??a .063 0.665 .253 0.004
Fumamensdasine > mssindulate -007  -0.079 469 0.000
FumsdaEsLmInan > masraulade 163 1.675 .047* 0.027
Fyaanns - mdindulade 069 0656 256 0.005
FunssuunsTEuEnTg > mdndulate 078 0.777 219 0.005
Fudnuanane > masraulade 483 4.925  .000%** 0.225

o

** ffydrAneananseau 001, ** ddvdrgynsaianszau 01, * IedAgnisadanszau .05

310151991 3 WU Jadearulszaunianisnainuinig laun nsdaasunisnann waz
Snunigmamenin Gdvdnasonisindulatondnfusithdthuusus EVE'S kugemnseseulat
Tng nMsduasunsnainivedAymieadffisedu .05 uagdnuaugmanenndtuddymeadad
326U .001 AUA1AU

TnefiAdudssansidunns (Path Coefficient) vasiaduduuszaunienisnaiaudnisly
AIUNITALEIUNITRAIN AAWYINAU .163 (t=1.675, p-value=.047) ULazATUSNWULNIINILAIN AT
WINAU 483 (t=4.925, p-value=.000) Faa 2 Fulsufuriugldsedesas 80.6 (R?=.806)

aAUTIENa

ﬁa’%’adauﬂizammﬂmsmm@U%ﬂﬁﬁﬁmﬁwaﬁiamiﬁ@ﬁﬂ%Lﬁaﬂ%amﬁmﬁmsﬁﬂﬁﬂﬁmﬁw
WUTUA EVE'S srutesvnseaulall asnsnofusenalddsdl

1. Funsdaaiunismann fdvdwasonisdnauladentendnfurivisaiauusud
EVE’S siudownseaulal egheifedAamnaiffisedu 05 Jeaonadestuauyfgiuiaaly ns
$¥uduanviodvsiawilodoaudiumsesulal msussnduiudiugemndedseneaulat
ogaane n1slidogunn uususuesfinsgelunisudalusladu msudsteyainanslignin
gt aLaNe 5meLﬂuﬁﬁwﬁ@LLaquwaGiamsé’fﬂﬁuh%amﬁmﬁmsﬁ FedonndostunanisiTeves
Le et al. (2020) finuin Frusviinendnsausitigaiiausoaiunagninianismaniagnisiawan
fidsmasevesiiuslnafifnadnuuzdiuyanativinetu Taonagnsmanismaiauaznislewanayeie
nszfurnfaIMILardaIngAnssuMsToresgnén dadududisndufesausluslusuluns
FagaanAuarlusludumaniufosmeuastnnudesnisvesgndidie uasnanisidedaduayy
Fatima et al. (2015) finudn nsvilamanUssinneig 4 ﬁUWUmﬁﬂﬁ’iﬂumaﬁ@ﬁﬂﬁmaa;iiu’%lm
Tnslanzndndnsiaesdiens miaisdelavaniiaulaaznseduuasiisainainisivg wduas

1159991909 UTLnA Lardidenndodiy 3M1sni nesalln wavane (2562) nudn n15duasy
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nsmanafiaaulunisdaduladedud Tasguslnaazsusdeyanndomnadodsauooulat n1s3t
Auusausiazdie

2. dudnungnenienm dnadensinaulaidendenanfurivigRmiuusud EVE'S
rutesnseaularl egiidodfyneaia 001 %Qaamﬂé’mﬁ’uaugagmﬁﬁaﬁ failiosannnsde
dudsnutesmassulatiifinseenuuudnwarnsnmenimueaminmend sunanouvosi UM
ooulalifid wwtesfegalignéreglumanieunanrlasuvosduduiudy msoonuuuaInuagns
wansnmaudliiaudaauasng msdanamnanyaudfidesonisdnds ssuudsdeldonu
avanuardinsUsznanaiinngs ssfdud@esdeivinlifuslnadaduledondntaeivrgs
A uusus EVE’S Wutemiseoulayl damanisiseasnadosiu Kawa et al. (2013) finuin
Sundadueiungeiimsidaniseunenimeesiuliuilnadunaiiulaing uaz Muniweera, et
al. (2020) #inuin an1udszneunsmsianisfunieamesiu lguslanaunsausaiunde
Funauiuduiiiulilasdne uazdsaenndes giofing Ussgsiand. (2564) fiszyiniudnandnsi
ga3uniln msiinisdaussenaniglusulvipgatiauazeauazaisny
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