NANTENUABINITTUSANALIARANAILATaLATRIdN 90 e U lat YR

Juslna ludnamalig A9uIngasaan

Impact of Perceived Risk toward Intention to Buy Online Cosmetic of Consumer

in Hatyai, Songkhla

QTN NULNTS Warunya Noopetch'
?lezuqm Ft1uun Piyanuch Preechanont®
19 Uﬂﬁ uUALA Teerasak Jindabot®
UNARED

¥ v v '
[ o & o I~

a o e d = o v o & A o
N7 ATIUN mq‘ﬂﬁ'zﬁ\iﬂ AN ']) LW@ﬁﬂE’rlﬂq??Ugﬂqu\lLmﬁl\j@qﬂﬂf]ﬁ‘sﬂ@Lﬁ?'ﬂ\?@qﬂqﬂ

A

aauladaasfizinaludnnenialin Aaudn asaan 2) iNaAnsANAslaTaLATaId189
aauladnefiBlnaluginanialing Ssudnaaan 3) INBANEINANIENUBAINNTFUEAMIARS
] :: dgj d‘ o c Y a o [ o <3

amnedlatarseddnatseaulataesdislnalusne winlug Asudnasaan Tneafiy

wuuasunNeauladainfizinanaindnazgairsesdiaweaulailuanenialug Aamdn

[%

= Y oa p o o A & A o
AN9URN 385 AL NANITANII WLIAN E;l]‘].l?i:ﬂﬂll?gﬁﬂ‘]_m’]? ‘]Jqﬁ;ﬂ")’]llL@ﬂﬂiuﬂq?sﬁ@lﬂ?@\‘]@qﬂ’]\i

a

Ly = o A dl QI dliz = [ A dl A
@ﬂuiau IﬂﬂﬂWW?‘JNN‘j‘gﬂUﬂ’]ﬁ‘Ugﬁ’J’]NLﬂﬁlx‘iﬂ’]uﬂ@’%‘] Z‘N‘VIﬁq{Uﬁ‘IﬂﬁNﬁ‘ZﬂUﬂ’]ﬁ‘?UgN’mV]@‘ﬂ AR
o Y dl % a a dl o Y all 1 :/J dal dl o
NITTUIAIMNLALIATUININE Gmm@m:mmmmﬁugmmmem@mmmﬂwmmmmmq

aaulailtiu wudn N1eFutANHIAENAUNNTRULATN19FUEANNIAEN A UAIAN ATNTNTINTY

] ] ] o

s o o dl ug// dgj dl o crﬁI = o a
wennsndiuilasedn E]Q_,IVI@\‘]N@L‘]@V’W’]NWNGL"’Q"TJ@Lﬂﬁ“ﬂ\‘]@’]‘ﬂ%‘l@@ull@u TIHANANAUS LT a L

o o

Auausslatawrrasdaaaulal NrealitdAtyn19atia 0.05

LyinAnwszauiBoyann nangnsiEuisgsiannningin AnLANEIN1I9ANT HMANENREASTAUATUNS

2 p3. gnanseiifinm AN1713TINNFIANIIFING ANTNINTLANARTUATNIIANIT NNINLIRLRIIANUATUNT Email :
piyanuch.p@psu.ac.th

3 uA.p3. 8NN @NTITINNIRANA ANKEAINEANITANT NuAnENdEAsTa AN Email

teerasak j@psu.ac.th



[

o o s U dl dll o :/J dly
ANA &J ;N7 ‘ugmwmm LATANANRN mmm%m
Abstract

The main objectives of this study are 1) To study the perceived risk to Buy Online Cosmetic
of Consumer in Hatyai, Songkhla. 2) To study the Intention to Buy Online Cosmetic of
Consumer in Hatyai, Songkhla. 3) To study Impact of Perceived toward Intention to Buy
Online Cosmetic of Consumer in Hatyai, Songkhla. The data were collected using a online
questionnaire with the sample size of 385 individuals that shop cosmetics online and live in
Hatyai, Songkhla Province. Overall, the online cosmetics consumers have medium level of
the perceived risk of shopping cosmetics online. Perceived psychological risk is found to be
the highest level of the perceived risks. Financial risk perception and social risk perception
are the two most important predictors of consumer’s intention to shop cosmetics online.
Both risk perceptions are significant at the significance level of 0.05 and have negative

relationship with the online cosmetics shopping intention.

Keywords : Perceived Risk, Cosmetics, Intention to Buy
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