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Abstract

The purpose of this research is to study perceptions of online sales promotional tools
in cosmetic businesses and the influence of online promotion tools affect the impulse buying
behavior of Generation Y consumers. The sample groups used in this study are 400 consumers
who had purchased cosmetics online using a questionnaire as a tool to collect data by
distributing questionnaires both online and in person. Data were analyzed using descriptive

statistics including percentage, mean, and standard deviation. The hypotheses testing by using
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Pearsons’ correlation coefficients and linear regression analysis. The research results found
that most of samples are female, aged 31-35 years, bachelor's degree level, occupation of
company employee, an average monthly income of 25,001 baht or more, buy cosmetics on
average once a month and the most popular online channel is Shopee. The sample group is
aware of online promotions of cosmetics. Overall, it was found to be at a high level. With an
average of 3.93. Results of analysis of consumer impulse buying behavior overall is at a
moderate level with an average of 3.43. Testing the relationship between perception of online
promotions of cosmetics and cosmetic purchasing behavior. Pearson's correlation coefficient
analysis was used. Hypothesis testing results It was found that awareness of online promotions
of cosmetics had a high relationship with cosmetic purchasing behavior (r = 0.639). Linear
regression analysis found that perception of online promotions has a linear relationship with

cosmetic impulse buying behavior.

Keywords: Online sales promotion tools, Cosmetics’ buying behavior, Impulse buying,

Generation Y
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