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Abstract

The aims of this research are1) to study electronic word of mouth communication
for cosmetic online of consumer in Hat Yai, Songkhla. 2) to study purchase intention for
cosmetic online of consumer in Hat Yai, Songkhla. and 3) to study the Impact of
electronic word of mouth communication on intention to purchase cosmetic online of
consumer in Hat Yai, Songkhla. This is the survey research using online questionnaire to
395 consumers who expect to buy cosmetic products online in Hat Yai, Songkhla (use
convenience random). The results show that consumer agree with electronic word of
mouth communication for cosmetic online. The purchase intention for cosmetic online of
consumer is moderate. The electronic word of mouth communication and cosmetic
online purchase intention are positively, and moderately correlated (R = 0.581) that
predicted purchase intention 33.80% . When electronic word of mouth communication
increase of 1 unit, the purchase intention increase of 0. 900 unit. Therefore, the
cosmetics business should use word of mouth communication along with other
marketing strategies through other channels, as a means to reach the consumer quickly

and effectively. In addition, they should continue to develop the products.

Keywords : Electronic Word of Mouth, Online, Purchase Intention, Cosmetic
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