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Abstract

This research aims to examine the impact of website quality on perceived trust,
perceived usefulness, perceived risk effect to purchasing cosmetic online among young adults.
This study was conducted from a sample group of 400 responses who used to buy cosmetics
online in Chiang Mai, aged between 18-35 years old. Data were collected using both online
questionnaires and documents then tested the reliability of each variable with coefficient
alpha. The results were analyzed with descriptive statistics, multiple regression and Process
Macro were used to analyze parallel Mediator. The results showed that the website quality
factor was a significant factor that positively influenced the perceived usefulness, followed by
the perceived trust. It shows that young adults’ intent to use websites which are good quality
and relate to their purchasing and the mediation test also confirmed that the quality website
is an intermediate the relationship between website quality and online cosmetic purchase
intention. Therefore, online cosmetic retailers and website developers should consider the
quality of the website to have a fast response system, accurate information, clear images, and
videos convenient and safe for users Including a simple warranty system and satisfying

compensation according to customer requirements.
Keyword: Website quality, Perceived Trust, Perceived Usefulness, Perceived Risk
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