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Abstract

This research was aimed to study the characteristics of cosmetics business
entrepreneur through the social network, study the management of the cosmetics business
through the social network, and study the success factors of the cosmetics business through
social network. The respondents were the students of the Faculty of Management Sciences,
Suan Sunandha Rajabhat University. A self-administered questionnaire was used in data
collection. Totally, 150 questionnaires were returned. Pearson’s Product Moment Correlation
Coefficient was employed to examine the hypotheses. Findings showed that the characteristics
fo success in the business of online sales, and the business management of entrepreneurs to
success in the online sales business were at the highest level. Findings also revealed
entrepreneurial characteristics and business management were related to the success of online

sales.
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