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Abstract

This quantitative research has purposed to study the factors of the omni-channel market affected the
word-of-mouth of the 4U2 (4U2) cosmetic brands among consumers in Sriracha, Chonburi. The data were
collected using questionnaires from a sample of 424 people who are customers or must know the 4U2 Cosmetics
brand and lived in Sriracha District, Chonburi Province. The accuracy of the questionnaires was approved by 3
experts, and the data were analyzed by means of evaluating Iltem Objective Congruence (I0OC) value is 0.811.
Then, the questionnaire was used to collect data and using the SPSS statistical program to analyze including
mean, frequency, percentage, errors, standard deviation. Hypothesis testing using multiple linear regression
were conducted. The results showed that the prediction efficiency of the model was 0.654 (R°= 65.4%). The
omni-channel market factors affecting the 4U2 cosmetic brands on the consumers as significantly level at 0.05
included the integrating factors (B = 0.194; Sig. = 0.000), the maximizing factors (B = 0.111; Sig. = 0.017), (B
= 0.105; Sig. = 0.018), the delivering factors (B = 0.105; Sig. = 0.018), and the engaging factors (|3 =0.508;
Sig. = 0.000).

Keywords: Omni-Channel, Word-of-Mouth, Cosmetic
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