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ABSTRACT

The objectives of this research are (1) to study personal factors in purchasing brand
name cosmetics through the online system of consumers in Bangkok (2) to study
purchasing behavior that affects satisfaction in purchasing cosmetics. Brand name
cosmetics through the online system of consumers in Bangkok (3) to study product
quality that affects satisfaction in purchasing brand name cosmetics through the
online system. of consumers in Bangkok (4) to study service quality that affects
satisfaction in purchasing brand name cosmetics through the online system of
consumers in Bangkok (5) to study satisfaction that affects loyalty in Buying brand
name cosmetics through the online system of consumers in Bangkok.

This is a quantitative study. Population refers to people living in Bangkok,
who were customers who used to purchase branded cosmetics online. The exact
number is unknown. 400 samples were collected using a simple sampling method
and questionnaires were used as tools to analyze statistical data. Percentage, mean,
standard deviation, Pearson's simple correlation coefficient analysis and recovery.

Major findings: (1) Most personal factors are female, aged 26 - 35 years,
have a bachelor's degree. Being an employee of a private organization Have an
average monthly income of 15001 - 30,000 baht (2) Buying behavior affects
satisfaction in purchasing brand name cosmetics online. Overall, it is at a high level.
(3) Product quality affects satisfaction in purchasing brand name cosmetics online.
Overall, it is at a high level. (4) Product service quality affects satisfaction in
purchasing brand name cosmetics online. Overall at a high level (5) Satisfaction

affects loyalty in purchasing brand name cosmetics online at a high level overall.

Keywords: Factor Loyalty Brand name cosmetics
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