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Abstract

This study had objectives: 1) to study the influence of brand experience on
repurchase intention of L'Oréal Paris brand cosmetics, and 2) to study the influence of
perceived quality on repurchase intention of L'Oréal Paris brand cosmetics. As a quantitative

study, the online questionnaire (Google form) was used as a tool to collect data from a sample
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of 400 consumers purchasing cosmetics from the L'Oréal Paris brand 2 times or more. Multiple
Regression Analysis was used for data analysis.

Based on the data analysis, it showed that the brand experience influenced the
repurchase intention of L'Oréal Paris brand cosmetics at a statistical significance of 0.05.
Specifically, the behavioral, sensory, and emotional aspects affected the intention to
repurchase L'Oréal Paris brand cosmetics at a statistical significance of 0.05, respectively. In
addition, it showed that the perceived quality influenced the repurchase intention of L'Oréal
Paris brand cosmetics at a statistical significance of 0.05. In this regard, the performance,
feature, and durability aspects impacted the intention to repurchase L'Oréal Paris brand
cosmetics at a statistical significance of 0.05, respectively.

Keywords: brand experience; perceived quality; repurchase intention
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MUAIRU AD ATUNITINNUVDIHER TN AUTUTNYAIVDIHNER TN AIUAIIUAINUYBIHNENSTU]
AIUAMNUAIAWAZUTLN LAZAIUAMUUNYDD DUDINAN

2AiUs18HaN13338 (Research Discussion)

namsfnudes “BrdnavesUszaumsninaudiuaznsiuinunmdeaiudidladen
,A383A1919UUTUA L'Oréal Paris” iilevimsiUieuifisunansidefuauidefifeates ddelansal
il

aunRsud 1.1-1.4 Haduuszaunsainadudfidvdnadennunslatediniesdiens
wusUA L’ Oréal Paris a1nms@inenudn lunmsamvesdadeuszaunsalnsdudiissauanudni
voangusogvegluseduuin Tnefianadewniy 3.94 waeilBvidnadeanudidlateniniosdions
wusus L Oreal Paris oghafltfuddmeadiffissdiu 0.05 Feaenndostuauuigiuiinaly Weinse
uiazthdsusvaumsninsaududa asnuihiidefifidvinadeanussladosiaiesdronsuusud
L’Oréal Paris #31u7u 3 U338 Aa sunginssy suanusdnnislssamduia wagauansual
Tuvaugiidnuanudnlifdviwareruitlatedniaiesdensuususd L Oreal Paris

oy wan1snunlassiuisaenndesfunanisinuives Chima (2023: 78-80) fiwuin
Uszaun1saineuseanduda Useaunsainieensual wasUszaunsalnannufniinnuduius
Fauanfuamuddlalunstesiadnsueiingsineeiunielulssmaluiite fifssdafoussaunsal
aAumiumsAniiliaenndesiu aAnwiuin wdnsueiaosdionuasnandusiigei 1y
Ussianudn Sasiisianudeddunisies iesandsaliae fuslanannsadnaulateldie mnlsl
fiamelafanunsndsulmilivosnds uarlidesendunisinuasinevineunsdeundn el
Hhdedsvaunsainmauddunnufaliivinadeanusivlatosiaiesdionuusus L Oreal Paris

ag9lsfinu n15Anw199 Chima (2023: 70-71) ldldvinns@nwidladeuszaunisalng
Audndunginssy Seliaunsoiasalluduidludauioudeuld vl §Rnwudiui msfiguslaeld
Téudn AusifineliAnUszaunisallmindlunihuagdine wu nsmaaeslduaniue waznslald
WA Susiinanunranfunsldnuvesuilaaluloniaiag faviwasenisdnduladedivos
fuilne iosanwanfusiedosdrorsuazsdndneiingsin Wuussnnadnfasifiamisaldldves
voldldiduusedmntu fadu mnudnSusidulingautunsldou fuilnaiarhidoanisde
wAn el dednuar azsesmudefusvesuusuddunlduny Suinlidadelszaunisaing
Aufdunginssuilavinadennudilatesadesdenauusud L'Oreal Paris

LAz 2.1-2.5 ﬂa%’smi%’uif@mmwmmm%mﬁm%ﬁ?Jw%wasiammﬁuﬂﬁa%ﬁm‘%'aaﬁwmq
WusUA L’ Oréal Paris 91nms@nwinuin lupnsinvestadenissuiaunimuendnduaniseauany
Anifturoandustegegluseduaniian Tasfidafewinty 4.23 uasidviwaronnusiladod
\P30sd1enauUTUs L Oréal Paris oghsfifudndnymeadiffisziu 0.05 Feaenndesiuauufigiuiivls
S neiusarilhdonisiuinunimvessdndariud asnuintadofiidvinad oanusladod,
PS03 19U L Oreéal Paris lduau 3 Yade fie fuussdvsnmnisiauvesdnsdiue fu
sUdnwalvedn Ausiuarussaias uarduauAmMUYBIHANS MTiazUTIAMe Turuefisnuy
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Anuasiuar Usedinvesnanfust warduanuindefiovesndniugt luisviwadeoarusslatedn
\A3esdenauuTus L Oréal Paris

fatiu nansfinwilnesiudeaonndesiunanisinuues e aawase (2561: 27-32)
fnuhtadesumsiuinunmvesdufogluszduann fe in3eadiens BSC finvunindede Jany
Uaonsty fdunaufifinanin uagaanmlaesiuvededsd119uusud BSC fanniw Uiy
fusild¥anAidnanm nasnuaunsaneuaussienufeinsvefuilaaly fifsedademsiud
AR AT LA TeTevenEnSrusilaiae andesiu Befnuniiudn wusud L Oréal
Paris uLUsuATiTdedsasedulaninesae ity fadu nanfusinTesdonsuasnanSusivnin
voauvTuFieianundeie Snindnsusindosdorwasndnfusivrgafinedminglnealy
LLﬁxW%@lﬁdﬂsJﬁﬂ%Lﬁuwamﬁmsﬁﬁ%é’fmlﬁ%’uauﬁmmmﬂﬁwﬂmmﬂmzﬂsiumimmmazm (88.)
uazsiunInadeuUasniesioin wagdesdnainuansteyadiunan Ju/idew/ Uiindn uaziu/
FouAfvunogiigniosdniau eguds uenaini Fesnrunidefiovesndnfasiaiosdieruas
wan S gsinenadutiafefiguslaaldanuddydudlumsdonsausn deiu Weguilaatiany
dilatiendnfasivasuusud L Oréal Paris 4130 Ssondlailddsfatesanuidotiovasudnias
FoilidadenmssuinunmuessdnsusdunnuinidetioveswanSurilid Svisnatennuddlaiadn
\P30sdneaLUTUS L Oreal Paris

a84l3finu NMsfnwives vy aramase (2561: 4) LuldvinisAnwidadenissudannin
YowAnAueI AR siuiUTUAN YAl AN AeTLaz ST warduAuasTILA UsedlnTes
wan st 3dldananseiansaiva 2 duludadioudeould el dAnwudiui Jagtufusinadeudis
Tennuddniugudnuainesiingg Tnemndandnsusitarussysusivoman fusiiudsudnualia
ey Unigala vietieaduaienmdnuaivesduslaaligdtuld fuslnadenduuliiniiesiden
Jovdoidenldudndueitunndadu Foilitadenisiuinunmvesmansuridiusudnvaives
WAnSusiuaruss i Saviwareanudslatedaiesdronsuusud L Oreal Paris Tumandufiy
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eazBendng tesq viiedmivemdnsuaaiesdion Weswnlilddmanonisldan ﬁ'gmwﬁ
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Tuvasifeiudsaonadosiunsinives Usall losvus (2565: 31-33) iwuin Jadunme
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ueN9NG Siaenndasiun1sAnyIuea Astawa wag Rahanatha (2021: 257) fiwumnguilnafinig
fudnunimadosdionsuusud Nivea ingldlusedugeaslianuislationdn fasidrgadunuly
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aaﬁmm%ﬁ‘lﬁmﬂmﬁﬁﬂ (Research Knowledge)

Tumseneasil ffuUstundesudsdass fe Ussaumsalnsndudn (Brand Experience)
uazM 3NN NIBINENS A (Perceived Quality) B991nNMsARINUTT FuUsUsEAUNMIAIRTT
auﬁwﬁﬁﬁﬂmiﬁﬂmiuu%ummammwm'%laaé{"]a'mﬁmi’wmuﬁaw'lﬂ NI TN AP
Usvaumsal (Experiential Marketing) éaeLdufiu dtiu Guauamlmmﬂmiﬁﬂwﬂumwmmmm
tanuustloviddmiumsfnutiadelszaumsningdud v 4 T3 fo dunsdudfa duoisund
Fuamufin uasdiungings ildvEnareruitlatosaesdens ileduifiurosinsesdanug
yamsidbuazmesmsnaaliiuinniy vennddannsluussandldnagnimanisnainain
wnAnmsnatadeUszaumsal e 5 33 Ao Mudsvamduta dueuddn duanun dunis
nsgsh wazsumsidenles lednse

JolausuyN15398 (Research Suggestions)
1. YaduskurnsinansIveldly

a [

1.1 waannsanwrdadenisiuinuninvemdndugisninaseninunslagagn

LATDIEIDUUTUA L’ Oréal Paris ageiiisdAeynisannnszau 0.05 lagidloinsizviunazladonis

[
A o

Suinmumnaassdniast wud Jedefiidvsnadennusiilatediaiesdransuusus L Oréal Paris
MUAeU Ae U9deauUsEanEnnmMsvihaurema@n e musUuanualyeanindamuaru syt
uazd1unIAmUYeIRAAfuTLaru Tt daty WelviuslnaiAnanufianelauazusgiiula
Tuwvsudandedifuilaaldsuauinaruesnvieanuislafiasdonan Susivosnusudanldsian
Feiidaiauonus dail
Jadusulszsaninnnisinnuneswdnfusinfuilaalianudidgyuiniian
MUY Ao 1ATesd1919UUTUA L Oreal Paris THaudne neulandvinu uazia3esdionsuusud
L’Oreal Paris [ddunauiiiaanin lireliAnennisuW sesaeun Ao 1a3esdionanusus LOréal
Paris fiUsEAvBAWM TN URNTiAInnls waziAdesdienaUsunguaRIvesuUTUs L Oréal Paris
anusBuinginedneTiniga fifu wusud L Oreal Paris maswannamninsdn Sl saldon
uagmaulandduilon suiednwmnsgrumslddunauiifinunin bidelfAnoinsul uas
wusussAnuAnNdssnsvesguilnatitethunlflunsAdeiaunansusilvliiiussansnmns
yhaunuiiguslaaaevisliuasdite Wil avsamiatdu
Jadeiusudnvalvesndniusiuazussgiueiguilaaliaiiudrdguinign
pudiu Ao sUdnwalveuadosdorsussananuasluvthyeslusud L Oreal Paris Saduaisny
LAYUITYAUeILATOsdD1aUUTUA L Oréal Paris ﬁiﬂé’ﬂ@ﬂiﬁﬁﬂmmmauiwawﬁu T9IA91 AB
sUdnualveuniesdionsyszantngaiavesuusud L Oréal Paris muamum wargUdnuyales
idpsdonassmmnusidumiouusud L oreal Paris Sifoftiouasen fifu uusud L oreal
Paris psoonuUUUTTYSsiliiamiauls ausafsgaanuaulaanguilaalduindu s
oonuuULagi ALl indn SusiiaiesdronsUssiamanuaslumi Wi ddumenuuas oo
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AudFU Ao LATesd1e1auuTud L Oreal Paris fiongnisldauimunzauiuussinnaan S
sesadun Ao Aunwtagueussytamiflitanuudausinmy lddrsavdedeneldine fafy
LUTUA LOreal Paris 5idonasWauinanmesndn Suslvdergnisldnuiivanzan was
vanAssdunauiiagilieny nsldnuvessdndusianas o sliguilaansuiedadoiions
vanideaiie¥nwengmslisuvemaning wazuususaslianuddyiuaunmianivnlidu
vssaslsinuudussnmu lidsavdademeldine uennt wusuddarosnhmsfnunise
uaziAInNNYeIKER Aueiivianansansaanllag Lideuan i eflidnuaiuAsuutadlunou
NUADIELNITLENUA Y
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wut Padefidvinadenudilatetniaiosdronsuusud L'Oréal Paris muddiu fio dadediu
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Useiulalunusudanndeiifuilaald susuinanuesinuiennundlafiasiionanSusive uususn

1 [
= =

19180 Feilvelauaunuzasil

dadesunginssuiiguilaaldanudidguiniigamudifu Ao nsaudives
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Tomafiewvasuilnalvinniy waruusudmsaiasraumsallmiudlunihuasdnelifuguilng
TnemsniBdnauennfauridoliguilaaldflonannasddduinfasilinndsi

Jadesuanuidnmeuszamduiaiduslaalianudfaminiignmudidu fe nan
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AFuAvesAesdIons L'Oréal Paris vilAnanuidnuseviulaanmslaiulald wagmsaud
ypaATasd979 L Oréal Paris iliAnanuidnyseivlanininduita ety wusud L'Oreal Paris
msdatunsTavunUsssduiusude furdedouusuduazlalflfiundy uaznusudaisifiuga
St lvuslnaldmomalumsfiutauayldndunan faslliundsty

JaveduorsualfifuilaalsanudAyuiniiganiudidu fe ns1dudives
\3esdens L'Oréal Paris vilsfvinufinanuddnia sesaamn fie msduivsaaiosdiens L'Oreal
Paris Yinlsviuiiaaugy fadu wususd L'Oréal Paris massiaiuntsadiauasinounsusssndusiug
WAnSusiien T dudresiuTud adenusud Tald uasiaieamne eliuslnaifnanuidniia
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1.3 91nmsAnwiFes Budnavesdszaunisaingiduduazmsiuianninsennudiila
FodinTesdienanusud L Oreal Paris wuih findusegnsiidumamsnazinemadonyssana
Jeway 10 maaﬁi”m’guﬂémﬁaaéwﬁmm afAnuiuindunguiogsiiunliulsirnuaulouasld
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2.1 lunsfinwadadl SFudsdunieduusdasy Ao Ussaunsains1dudn (Brand
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el RNty

22 lumsAnwadedl A nwlévinnsfinuBvidnavesysvaumsningiduduasnsius
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2.3 lumsdnwafall fAnvldldfvueveundnuassesnsmans wu e ang
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