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ABSTRACT
he research aimed to determine the model%} d equity affected buying behavior of

cosmetic products in Thailand. The populpsan oilhe quantitative research is end-user of

Facial care cosmetic products in Thailand. Yhe reSearcher used the questionnaires to collect

data from 415 samples and analyzedta via computer program; SPSS and LISREL.
As for the qualitative research, the researcher condoucted in-depth interview with the key informants
as end-user of cosmetic products, adminj or gnd entrepreneur of cosmetic brands in Thailand.
The content analysis technique was e yed’ in qualitative data analysis. The outcome of the
quantitative research vyields that the@w&ticat model was compatible with the empirical model
(Chi-square/df =1.161 p=0.179 G. This also provides finding for the following hypotheses:
Hypothesis 1: Brand personality vvirect effect on brand equity with the influential coefficient

of 0.12. Hypothesis 2: Brand

e was the direct influence on brand equity with the influential

coefficient of 0.74. Hypothesi and equity was direct effect on buying behavior with the influential

coefficient of 0.34. Hyp: Brand personality was direct effect on buying behavior with the
influential coefficient oF 5 Q&=Aypothesis 5: Brand image was direct effect on buying behavior with the
influential coeffici O 0. Moreover, the qualitative and quantitative research analysis results were

concluded bran onality and brand image built brand equity which had influenced on buying
behavior of co ic products in Thailand.
Keywords: Equity, Buying Behavior, Cosmetic Products
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3. NSAUIIUOANNISIVY
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AR Q
| AR>S }
qnﬁnmwmsﬂuﬁwémﬁmﬁlﬂéaue‘haw b MSSUSAUATMSIEURN woAnssuNsso
(USuUsyunan Hossein, Ali, and Nima, 2012; wanAturiindavdnay wanAnuriindavd1a
Yaseen, Tahira, Gulzar & Anwar, 2011)
H3 _
QA > (USuUsyu97n Sheth,
Mwanunins aufwanAuriAg Mittal & Newman, 2011;
H2 Blackwell, Miniard &
(Aaker, 2010) Engel, 2001)
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4. 9SN1SIVY

Tumsfinyideasalfidelduuuasuany (Questionnaire) Winsesdislumsiiusiusiudeya L‘ua(g5 )

YaAuNULBIUTUI (Quantitative Research) uagatuayudaAunuidauTunaumen1sfinyidnunin (G

v
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a

dwfl 1 Uaduaiuyana lawd we 81y seaunsfnel ofin uwazserusels Usenausisdiniulane
WUURTIIEBUII8NTT (Check List) 117U 5 Tad1au (Miguel, 2013; Tus5nsal faUssAvg, 2557) W

duil 2 viruafuazngAnssunsldndnduiiniesdiens lawn YsznaumeaiaiudatsUawuuniilgey
578115 (Check List) 97w 6 101913 (Hossein, Ali and Nima, 2012; 39510508) AsUsehvg, 255%

diui 3 n1sFuideyadinanasdudndndaeiiniesdiens L‘fluﬁ’m’mMWﬁ’]d’Juﬂiﬁmﬂ?ﬂﬂ”lll

119578 (Likert Scale) ¥iin 5 s¥ay 911U 5 TaA191u (Hossein, Ali and Nima, 2012) %

duil 4 msSusrenmdnuvalnsduAindndueiiaiesdieis Lﬂuﬁmmmmwﬁammquﬁwmu
11m51d@7u (Likert Scale) wla 5 S¥au 919U 4 99A1018 (Devendra, 2013; Acumitah and Siti,

2014) W

dudl 5 nMssureammndudwdniueieiesdion Wumaumesdn

Ssea A WuAIaINLInTIdU

(Likert Scale) ¥la 5 S¥eU 1UIU 5 VaA11y (Aaker, 2010; Hossei% Nima, 2012 ; Jv51058d

AUsEhYsg, 2557)

A 6 WeANIIUNITINANAUINATDIFID1 Usznaumetagismuiuuinnsinfwanslladunisin 2 dnvaus

podslndentalunnsinmenny (Semantic Differential Scales) {N\FmRtd 98A107Y T9laeu1nsIndazinsesu

AR IZONANNAUAUNINTIANGANTIUNT5TD (Blackwell,
2557) ¢isil (\

Foudndaieneassldy 5 4 3 2 _émﬁwﬁlﬂamaaﬂ‘ﬁ

and Engel, 2001; ¥51050) AeUsERvg,
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Immw fidnwazdumaudaieda $audu
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1 a ' d' a L. Ya o @ ) °
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Fardulseansuoaninfiandalng 0.5 uieaudlng o LLamamLmuaaumuummLmamulmﬂmﬂmwaaumw
Yndederaudeuiunats nieaeuieloun udgu FIuLUUdaUANATAIAINNRTIRILE 0.70 3 ??j
lldiAvdeyanely (faen vy, 2557) mwmaamwuaaummaamiaaaiuﬂiaumamﬂﬁw
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ﬂ
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Auaviausiedesd1019 Msiuenmuen
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AFNAUANENNUILATDIAD9 UATNEANTIUNTHONEN T UTLATDIE domnudud 3-5 ferady (Mean)

uazAUsauunsgIu (Standard Deviation) wazn1snsavdeufyaldereoasnuduiiusidseivg n153ins1ei
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moment correlation coefficient) ﬁﬁmimmaa‘uLLaz%’mmim%a%mamﬁﬁizﬂawaqﬂa%’aLwiazﬂw”a
Tngldnsimsnziesduszneuidesd1snn (Exploratory Kacta®Analysis) asraaeuaufisndelasiadavotuiay
Jade Tngldahin nsiasvviesAlsEnouTsBudu (Conﬁématory Factor Analysis: CFA) MAgaUALADAAADY

valunan1TIdefutayaleuseandmeaiinszmgIevigning (Path Analysis) lneinasinldlunisnyiaeulues
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luruideasell aruisaasuaradanldlun1wisgaaduanuaenndeinaunduveslunaniuauuigiuiutoya

WU INEAILAAILUAISIN 1 (\

ﬁl']i'N‘Vl 1: aammmm%ﬂ%’t 59153'«ma‘ummaamaamamawmimmammwguas avaL%ﬂﬂigﬂﬂHﬁﬂﬂﬁ

anamnl uTums@munaunauvaa[uma INnfufun1SWa1stun
Ala-aunis (9 O} laifidodnAny
AR 1dIulA-awe 5 <2.00

I

T aNGO

mmﬂamzﬁumwm (GFI) >0.90
ANG ”%ﬁ”mu@fm{x\\ nauTivusuLs (AGFI) >0.90
AR @m& anAaaUSauLfisu (CFI) >0.90

Laawaqmwmmmﬂaau (RMR) <0.08

Jrriemunannaaoulun1suseuIuaIns1imes (RMSEA) <0.05
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winaadafid il i uluamunueifdmunazdesinisuiuluealnl Tnserfeivguaid wqw:’?

wazAnananLUstuma (Model Modification Indices) GmLﬂumaamLamwuaqummaﬂma A sm 1 A
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