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Abstract

This study was conducted to examine the effect of accounting
conservatism on the cost of capital, which consisted of cost of equity, cost
of debt, and the weighted average cost of capital, for listed companies in
Thailand from 2018 to 2019. The samples were 906 firm-year observations.
The data were analyzed by multiple linear regression at a significance level
of .05. The results revealed that accounting conservatism negatively impacted
the three types of cost of capital. The findings of this study benefit investors
and lenders in terms of their investment decision. In case their risks are
lower, the cost of capital is also reduced. This reflects investor confidence
in the Stock Exchange of Thailand and the suitability of accounting practices
determined by the Federation of Accounting Professions.

Keywords : Accounting Conservatism; Cost of Capital; Cost of Debt

Factual Background and Statement of Problem
To make an investment decision in a company shares, investors
need information about the company. If the market price of the securities

only reflects the price and volume in the past, it is considered a market
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with weak-form efficiency according to the concept of an efficient market
suggested by Fama (1970). Thus, investors cannot make excess profits by
using technical analysis to forecast future prices. As an emerging market,
the Stock Exchange of Thailand was confirmed as a weak-form efficiency
one (Jenwittayaroje, 2020) in providing information compared to developed
markets, such as the United States. This causes information asymmetry
between managers and shareholders to arise (Prommin, Jumreornvong,
Jiraporn, & Tong, 2016), as also earnings management (Dye, 1988). Thus,
investors demand a higher risk premium which leads to a higher cost of
capital for the company (Hughes, J.Liu, & J.Liu, 2007).

An agency problem arises due to information asymmetry, or when
information regarding the firm is provided insufficiently, unequally, and
not in a timely manner to stakeholders, such as investors, shareholders,
or creditors. They reduce the firm value in emerging markets. However,
accounting conservatism can be used to decrease information asymmetry
(LaFond & Watts, 2008). There was evidence in Taiwan showing that
information asymmetry was lower when accounting conservatism was
applied (Chi and Wang (2010). Thus, accounting conservatism has been
introduced to apply in the management mechanism to increase the firm
value and cash flow (Chi, Liu, & Wang, 2009).

Accounting conservatism benefits firms with equity-based capital
structures since the main users of financial reports are investors. Typically,
investors prefer lower rates of returns from firms with timely loss
information (Garcia Lara, Osma, & Penalva, 2011). In the United States,
firms with accounting conservatism encounter lower negative market
reactions during seasonal equity offering (SEO) due to lower financial costs
(Kim, Li, Pan, & Zuo, 2013). When buying stocks of a firm with high

accounting conservatism, investors tended to be less protective.
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The reason behind this is that the need to audit profits over losses based
on accounting conservatism limits the management incentives and
opportunities for overstating figures in the financial statements.

Conflicts of interest between equity holders (owner) and bondholders
(the creditor) may occur in firms with leverage in capital structures. The
policies imposed by the management appointed by equity holders often
benefit equity holders. However, the problem can be prevented by
timely loss recognition based on accounting conservatism since it reduces
retained earnings used as the basis for calculating the dividend payment,
which must be specified in the debt covenants. Thus, the possibility that
the dividends will be paid to equity holders while still paying interest to
bondholders tends to be less (Ahmed, Billings, Morton, & Stanford-Harris,
2002). Since accounting conservatism reduces the downside risk of lenders,
lenders will reward their borrowers by lowering interest rates.

Even though certain studies found that conditional conservatism increases
the cost of equity capital (Biddle, Ma, & Wu, 2016), most of the previous studies
found a more inverse relationship (Goh, Lim, Lobo, & Tong, 2017; Khalifa,
Othman, & Hussainey, 2018; Solikhah & Jariyah, 2020). It is interesting to find
out whether accounting conservatism can build confidence among investors

and lenders, and reduces the cost of capital in the Thai context.

Research objectives

The objectives of this study are

1. To examine the effect of accounting conservatism on the cost
of equity,

2. To examine the effect of accounting conservatism on the cost
of debt, and

3. To examine the effect of accounting conservatism on the weighted
average cost of capital.
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Literature Review

Agency Theory

Jensen and Mecking (1976) explained the relationship between the
shareholder (the principal), and the manager (the agent). Since shareholders
are unable to manage the business on a daily basis, it is necessary to hire
managers to act on their behalf. The relationship between the two parties
will remain smooth if the manager performs their duties for the best
interest of the shareholder. However, if the manager transfers the business
interests of the business to their interests, it leads to Type | Agency
Theory, which is conflicts of interest between shareholders and managers.
In addition, Type Il Agency Theory arises from controlling shareholders
exercising voting rights that exceed their rights to the shares they hold to
take advantage of minority shareholders. This problem can be in the form
of imposing a policy that provides bonuses and high-rate compensation
to their family members (Shapiro, 2005), or conflicts between shareholders
and bondholders due to the policy of paying too many dividends to
shareholders. This is considered the transfer of wealth from bondholders
to shareholders, which causes the risk of default payment to bondholders
(Ahmed et al., 2002). Obviously, most of the agency problems are caused
by information asymmetry when the agents with more information take
advantage of less-informed principals (Verrecchia, 2001).

Information asymmetry

Rock (1986) suggested that there are two types of investors: informed
investors and uninformed investors. It is believed that an informed investor
invests when the stock price is predicted to be higher than the IPOs,
known as ‘underpriced’, and does not invest in stocks that their prices
are expected to be lower than the IPOs, known as ‘overpriced’. In contrast,

uninformed investors invest in both underpriced and overpriced stocks.
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Information asymmetry among investors occurs when uninformed investors
trade with informed investors. It was found that uninformed investors
take risks and demand increased risk premium (Easley & O’Hara, 2004).
Moreover, information asymmetry affects risk premium and increases
costs of capital (Hughes et al. (2007).

In addition, information asymmetry can occur when the borrower
does not disclose negative information about his actual financial position
or fail to forecast a worst-case scenario, such as job loss, or unexpected
expenses. This is the reason why unsecured loans have a high cost of
debt. Even though the lender can check the borrower’s credit history and
salary, bad luck cannot be predicted. Thus, the lender charges a risk
premium to compensate for information asymmetry.

Capital Structure Theory

The capital structure includes debt financing and equity financing
to expand the business, develop its potential, and increase opportunities
for future growth both. If the firm has an appropriate capital structure,
the Weighted Average Cost of Capital (WACC) will be reduced. Thus,
shareholders obtain benefits from debt and increase their wealth.
Modigliani and Miller (1963) found that, in reality, the markets were
imperfect due to taxation. Thus, firm value based on debt financing is
greater than none debt financing. This is a result of a tax shield from debt
in order to save income tax and reduce financial costs.

The trade-off theory suggested by Kraus and Litzenberger (1973)
presents that firms have to compare the benefits and risks (Trade-offs)
received from incurring debt in order to use optimal capital structure to
increase firm value. Myers (1977) found that even though debt financing
could lead to tax reductions, it increases the risk and causes more financial
distress problems. When the firm has more debt, the cost tends to be

more than the tax benefits. As a result, the value of the business decreases.
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Myers and Majluf (1984) introduced the Pecking Order theory by claiming
that firms do not need an appropriate capital structure. Instead, firms
should first provide hierarchical financing using in-house funds. If the fund
is not enough, firms should seek external finance by choosing the most
secure securities: debt, convertible debentures, and equity, respectively.

Accounting Conservatism

According to a study by (Basu, 1997) in the United States, the
relationship between profits and negative returns (bad news) was higher
than the relationship between profits and positive returns (good news)
since accountants have a higher demand to examine good news in their
financial statements rather than bad news. This concept is widely known
as “accounting conservatism” in the form of conditional conservatism,
which is based on the economic bad news that forces accountants to
record net asset value devaluations when the economic benefits of the
asset drop. This concept is applied to the measurement of inventories at
cost or market prices below the devaluation for goods with unfavorable
economic news, such as losses, obsolescence, damage, and impairment
of assets. There is also “unconditional conservatism”, which is an
accounting practice that keeps the book value of net assets low due to
pre-defined accounting processes from the beginning (Beaver & Ryan,

2005). In other words, a firm uses the double-declining balance depreciation
method instead of the straight-line depreciation method even though
the latter reflects better economic benefits of the asset. The application
of such an accounting policy causes the entity to record assets in the
statement of financial position as less than they should be.

In 2010, the Financial Accounting Standard Board (FASB) removed
accounting conservatism from the financial reporting framework since it
was believed that accounting conservatism caused bias in accounting
information, and is inconsistent with the quality of neutrality of financial
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reports (FASB, 2010). However, in 2018, the International Accounting
Standard Board (IASB) issued the revised conceptual framework for
financials by exercising accounting conservatism to support a neutral
depiction. IASB defined accounting conservatism as the exercise of caution
while making judgments under conditions of uncertainty) (IASB, 2018).

Previous studies showed that timely loss recognition improved a
company’s ability to access funding. Reduce management aggressive
profit management, and provide reliable and transparent account
information to external investors (Francis, Hasan, & Wu, 2013; Kim et al.,
2013). If the investors are confident in the information presented by the
company, the cost of capital tends to be lower. Similarly, Khalifa et al.
(2018) studied the firms from 13 MENA countries from 2004 to 2009 and
found that accounting conservatism negatively influenced the cost of
equity. In addition, Hu and Jiang (2018) also revealed that accounting
conservatism reduced the positive relationship between the cost of debt
and excessive risk incentives in firms in the United States from 1994 to 2014.

Conceptual Framework

Since information asymmetry makes uninformed investors more
vulnerable, they require an increased risk premium (Hughes et al., 2007).
Similarly, lenders need more risk premium to compensate for the high
default risk caused by information asymmetry (lvashina, 2009). However,
with the strict profit auditing principle of accounting conservatism,
information asymmetry can be reduced (LaFond & Watts, 2008). This
signals the quality of financial information since the variance in cash flows
that the company will receive in the future is reduced (Lambert, Leuz, &
Verrecchia., 2007), and leads to a reduction in the cost of capital (Zare,
Heidari, Salehi, & Jourkesh, 2013). Furthermore, the previous studies have
discovered that the leverage ratio, total asset, industry fixed effects, and
year fixed effects had an impact on the cost of capital (Anderson, Mansi,
& Reeb, 2004; Nuanpradit, 2014). Thus, the conceptual framework is

presented in Figure 1 as follows:
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Cost of capital

- Cost of it
Accounting conservatism |—> Cost Of ZqELy
- Cost of de

- Weighted Average Cost of Capital

Control variable
- Leverage ratio
- Total asset
- Industry fixed effects
- Year fixed effects

Figure 1 Research Framework

Research Hypotheses

H1: There is a negative effect of accounting conservatism on the
cost of equity,

H2: There is a negative effect of accounting conservatism on the
cost of debt, and

H3: There is a negative effect of accounting conservatism on the
Weighted Average Cost of Capital (WACC).

Research Methodology

Population and Samples

The population used in this study were 789 companies listed on
the Stock Exchange of Thailand from 2018 to 2019, excluding companies
listed on the Market for Alternative Investment (MAI), companies in the
financial business group, and companies from which securities were
delisted from the stock exchange, companies in the rehabilitation period,
companies that the SEC required to submit the revision of the financial

statements, companies with incomplete information, and companies with
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2% of the highest and lowest accounting conservatism values and cost
of capital. Thus, the total number of samples is 906 firm-year observations.
Research Instruments
The independent variables in this study were Basu (1997)’s accounting
conservatism based on a 5-year retrospective sample of each company
by using the 5-Year Rolling Regressions as shown in the following equation:
Pi:==ﬁo+ﬁﬂngt+ﬁﬂgt+ﬁygt*DRu+em (Model 1)

Where g = Earnings per share of entity i in fiscal year t

P,._; = price pershare of firmiat the end of the fiscal year t-1
R,, = Ihe rate of retumn per share of firm i at the end of the

fiscal year t-1 to the end of the fiscal year t can be found from

R, = Dividend + Change in Securities Price

Securities Price at the beginning of the Period
DR;; = Dummy variable is 1, RLt <0, and equals 0 if R_"t >0
If firms listed on the Stock Exchange of Thailand have applied
accounting conservatism, the coefficient Bz which is the joint effect between the
rate of return and the dummy variable (Rn # DRt) will be significantly positive.
The dependent variables consist of three components. The first one
is the cost of equity which is used the expected rate of return of a financial
asset as a proxy for the cost of equity. It is calculated from the capital
asset pricing model: CAPM. However, Sharpe (1964) argued that CAPM is
a more suitable measure to estimate the shareholders’ required rate of
return. The model is presented as follows:
E(R‘_”t) = Rit + Bi (E(Rm‘t) - Rf’t))
Where E(Rm) = The expected rate of return of a financial asset i
Rﬂt = Return on risk-free assets, the yield on three-month
Thai Treasury bills serving as a proxy for the risk-free
rate. (e.¢. Gai and Vause (2006), Mukherji (2011), and
Chen (2021))
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B = Beta coefficient, calculated (Bi) by finding the covariance
between the return from securities and the market to
the variance of the market return (O’Hanlon & Steele, 2000).

E(Rm’t) = The average rate of return on an asset with the expected
risk of exposure, known as the market return.

The second variable is the cost of debt calculated by interest expense
for the year divided by average interest-bearing debt (Hashim & Amrah,
2016; Hsieh, Shiu, & Chang, 2019; Ongklang, 2016; Usman, Farooq, & Zhang,
2019) The third variable is Weighting Average Cost of Capital calculated
by the model as follows:

WACC = We*Ke + Wd*Kd *(1-T)

Where W_ = Weighted average amount of market value of capital
[Shareholders’ equity/(debt with interest + shareholders’
equity)]

W = Weighted average amount of current cost of debt
[Debt with interest /(debt with interest + shareholders’
equity)]

K. = Cost of equity

K, = Cost of debt

T = Corporate income tax rate

Research Model

This study examined the effect of accounting conservatism on the
cost of capital by multiple regression models as follows:
COE;; = By + P1CON; +B,LEV;, + B3TAS; . + BjIndustry dummy + B Year dummy +¢ (Model 2)
COD;¢ = By + B1CON;+B,LEV;; + B3TAS;, + B;Industry dummy + B Year dummy + ¢ (Model 3)

WAC;; = Bo + B1CON;+B,LEV;; + BsTAS; . + B;jIndustry dummy + BYear dummy + ¢ (Model 4)
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Table 1 Variables and Measurement in Regression Equations

Independent Variables

Measurement

CON

Accounting
Conservatism

Control Variables

LEV
TAS

Leverage ratio

Total asset

Industry Fixed Effects

SER

AGR

RES

IND

cop

PRO

TEC

Services

Agro & Food Industry

Resources

Industrials

Consumer Products

Property & Construc-

tion

Technology

Year Fixed Effects

Y18 The year 2018
Y19 The year 2019
Dependent Variable
COE Cost of equity
COoD Cost of debt
WAC The weighted

average cost of
capital

The coefficient f3 , which is computed with 5-Year Rolling
Regressions according to the concept of Basu (1997) as
shown in Model 1.

Debt to equity ratio

Natural logarithm of total assets

Coded “1” if firm i is in the industry of services and “0”
otherwise.

Coded “1” if firm i is in the industry of Agro & Food Industry
and “0” otherwise.

Coded “1” if firm i is in the industry of resources and
“0” otherwise.

Coded “1” if firm i is in the industry of industrials and
“0” otherwise.

Coded “1” if firm i is in the industry of consumer products
and “0” otherwise.

Coded “1” if firm i is in the industry of property and
construct and “0” otherwise.

Coded “1” if firm | is in the industry of technology and
“0” otherwise.

Coded “1” if firm i is in 2018 and “0” otherwise.
Coded “1” if firm iis in 2019, and “0” otherwise.

The cost of equity is calculated with CAPM (Capital asset
pricing model).

The annual interest expense is divided by the average
interest-bearing loan.

The average cost of capital for shareholders and
creditors depends on the proportion of the owners and
creditors’ equity is WACC.
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Data Collection and Analysis

Secondary data related to accounting conservatism and cost of capital
from annual financial statements of the firms available on the website of the
Stock Exchange of Thailand and the SET Market Analysis and Reporting Tool
(SETSMART) is used in this quantitative study. Data were analyzed by using
SPSS Statistics for Windows. To test whether the data were normally
distributed, the collected data will be analyzed by using multiple regression.

The random errors were normally distributed based on the test of
normality. The histogram was an inverted bell shape with a symmetrical
appearance. Skewness did not exceed 0.75, and Kurtosis did not exceed
1.50 (Hoogland & Boomsma, 1998). Based on the normal P-P plot
standardized residual errors were found near diagonal. The multicollinearity
problem of the data was tested by Pearson’s correlation. The correlation
coefficients were very low in the range of -0.045 - 0.167 (Hinkle, William,
& J., 1998). In addition, when considering the tolerance, the value was in
the range of 0.4343 - 0.9825, which is not close to zero, and the variance
inflation factor (VIF) was in the range of 1.0178 - 2.3028, which is less than
10. Thus, it can be concluded that all of the independent variables had
no degree of correlation among them, and did not cause any

multicollinearity problems (Bowerman & O’Connell, 2000).

Research Results

Descriptive Statistic

To examine the effect of accounting conservatism on the cost of
capital of listed companies in Thailand, the data relevant to accounting
conservatism and the cost of capital of the firms listed on the Stock
Exchange of Thailand were collected. The total number of firm-year
observations was 906, with 451 firm-year observations in 2018, and 455

in 2019. There were 202 firm-year observations in IT services, 100 in the
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agro & food industry, 96 in resources, 179 in industrials, 67 in consumer
products, 194 in property & construction, and 68 in technology. The details
of the data are presented in Table 2.

Table 2 Descriptive statistics analysis of the variables from 2018 to 2019

Variables Minimum  Maximum Mean Standard Deviation
Conservatism (CON) (times) -14.5656 15.4682  0.1397 2.5171
Cost of equity (COE) (%) -15.9843 10.8921  -2.2547 5.0843
Cost of debt (COD) (%) 0.0024 12.3591  3.3273 1.8794
Weighted average cost of -14.7654 10.4920  -0.4665 3.9861
capital (WAC) (%)

Leverage ratio (LEV) (times) -11.6560 20.0066  1.2797 1.7595
Total Asset (million baht) 11.6000 2,484,438.68 33,631.83 135,546.88

Table 2 shows financial information from 2018 to 2019 of the
companies listed on the Stock Exchange of Thailand. Most companies
applied were accounting conservatism. The average conservatism (CON)
was 0.1397. Most of the firms had a low cost of equity (COE), with an
average of -2.2547%, while the average cost of debt (COD) was higher at
3.3273%. As a result, the weighted average cost of capital (WAC) of most
companies increased, but the average was still negative at -0.4665. As
shown in the leverage ratio (LEV), debt to the asset was 1.2797 times,
which was not high. It was found that Thai listed companies are large

companies with high averages of total assets up to 33,631.83 million Baht.

Regression Analysis
The test of the effect of accounting conservatism on the cost of
capital consists of the cost of equity, cost of debt, and the weighted

average cost of equity as shown in Table 3.
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Table 3 presents that Model 2 was accepted with F= 109.71
(p-value = 0.0000) and adjusted R* = 0.5457, and accounting conservatism
negatively affected cost of equity (Beta = -0.1063 p-value < .05). Thus,
H1 was accepted. It was also found that TAS negatively affected the cost
of equity, while SER, AGR, IND, COP, and Y19 positively affected the cost
of equity. Model 3 was accepted with F= 23.018 (p-value = 0.0000), and
adjusted R* = 0.1957 and accounting conservatism negatively affected
cost of equity (Beta = -0.2892 p-value < .05). Thus, H2 was accepted. In
addition, TAS, SER, AGR, RES, COP, and PRO negatively affected the cost
of equity, while LEV positively affected the cost of equity. Model 4 was
accepted with F= 84.6904 (p-value = 0.0000) and adjusted R* = 0.48045
and accounting conservatism negatively affected cost of equity (Beta =
-0.1931 p-value < .05). Thus, H3 was accepted. Furthermore, it was found
that TAS negatively affected the cost of equity, while LEV, IND, COP, and
Y19 positively affected the cost of equity.

Conclusion and Discussion

The limitation of this study was that the accounting data for the
past five years differed. The researcher chose the 2018-2019 data, which
was pre-Covid situation data, which was a normal situation for analysis
and conclusion. The findings of this study show a negative effect of
accounting conservatism on the cost of equity, a negative effect of
accounting conservatism on the cost of debt, and a negative effect of
accounting conservatism on the weighted average cost of capital.

The results of Hypothesis testing show that accounting conservatism
negatively influenced the cost of capital measured by the cost of equity,
cost of debt, and the weighted average cost of capital. Thus, Hypotheses

1, 2, and 3 were accepted. According to the principle of accounting
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conservatism, the good news (profit) must be strictly audited prior to
transaction recognition to reduce information asymmetry (LaFond & Watts,
2008) and cost of capital (Zare et al.,, 2013). Thus, investors reward
companies that report timely losses with the low required rate of return
(Guay & Verrecchia, 2017). The result reveals that accounting conservatism
is inversely related to the cost of equity (Warad & Al-Debi’e, 2017), which
is consistent with Khalifa et al. (2018), who found that conditional
conservatism negatively correlated with the cost of equity after examining
the effect of conditional and unconditional conservatism on the cost of
equity capital from 13 the Middle East and North Africa countries (MENA)
from 2004 to 2009.

The result of this study is in line with Hu and Jiang (2018), who
investigated the effect of managerial risk incentives on financial reporting
conservatism of companies in Standard & Poor’s ExecuComp, Compustat,
and CRSP from 1993 to 2014. They found that excessive risk incentives
positively influenced the cost of debt, but accounting conservatism
reduced such a relationship. Accounting conservatism benefits the
borrower company since it assures the lenders that they will get paid
back. With this assurance, they charge a low-interest rate (Hassani, Hedayati,
Mohammadi, & Lesan, 2013). This study also confirms that the accounting
conservatism policy signals the quality of financial reports, and reduces
information asymmetry between outsiders and insiders, as well as the
cost of capital. Similarly, Zare et al. (2013), examined the relevance of
disclosure, accounting conservatism, and their influence on the cost of
capital in Tehran from 2003 to 2009, and Warad and Al-Debi’e (2017),
examined the impact of accounting conservatism and voluntary disclosure
on the cost of capital in Jordan from 2009 to 2013 found that accounting

conservatism negatively affected the weighted average cost of capital.
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The results of this study are beneficial to several parties, including
investors and lenders by providing them with a clearer and safer approach
for their investment decisions. If the investors and lenders have sufficient
information prior to making an investment decision, the risk and the cost
of capital are reduced. This reflects appropriate accounting practices
regulated by the Federation of Accounting Professions and strengthens

the stock market in the future.
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Abstract

At present, the competition in the cosmetics industry in Thailand
is steadily intensifying as there is an ever-increasing demand for cosmetic
products. The cosmetic companies and industries need to ensure safety
and either eliminate or mitigate the after-effects of their products. The
adverse reactions associated with the use of cosmetics have been critically
considered as one of the crucial constituents of the cosmetics industry.
The objectives of the study are to investigate the adverse effect from
using cosmetics and factors affecting buying decisions and willingness to
pay for higher price of cosmetics in Thailand. The cross-sectional study
was conducted among women who suffered from the cosmetics-
related after-effects. Based on the sample of 400 women who experienced
adverse reactions from using cosmetics and skincare products, the results

indicated that there were two factors playing crucial roles in the
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consumers’ decision to purchase cosmetics, these were: well-known
brands and laboratory-tested products. These findings indicated that the
respondents who had encountered the after-effects from using cosmetics
concerned themselves about facing the adverse effects again in the future
and the cosmetics that were laboratory-tested could improve the
confidence of consumers: hence, they increased cosmetics consumption
in turn. Moreover, the study revealed that respondents aged between
18-25 years old placed less importance on laboratory testing and had
higher willingness to pay higher price for trusted brands than other age
groups. In addition, the respondents with higher income tended to pay
more attention to laboratory testing and were more willing to pay higher
price for cosmetics and skincare products certified by the laboratory
compared to the respondents with lower income. The results of this
study can help the entrepreneurs in the cosmetic industry to 1) understand
various factors affecting the buying decision and the willingness to pay
higher price for cosmetic of consumers and 2) determine the target group
to market the cosmetic products certified by laboratory tests.

Keywords :Adverse Reactions of Cosmetics and Skincare; Brand; Purchase

Decision; Product Innovation

1. Introduction

Presently, the cosmetics industry in Thailand is growing robustly.
The Centre of Economic and Business Forecasting under The University
of Thai Chamber of Commerce (UTCC) has predicted that the cosmetics
market in Thailand is expected to rise by 7.14 percent during 2019-2023.
This seemed that this market represents a higher growth rate than the
overall economic growth rate. Therefore, Thailand’s cosmetics industry

is still an opportunity for Thai entrepreneurs. Nonetheless, small and
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medium enterprises or SMEs need to ensure the safety of their products
by adopting the innovative technologies and sustainable development
methods to serve the needs of consumers.

In the view of market value, the export value of cosmetics; soap,
and skincare products showed a total export value in 2019 of 105,519
million Baht. This represented an increase of 7.15 percent compared to
the previous year whereas the total exports of goods dropped by 1.07
percent. Therefore, the cosmetics business is an opportunity for Thai
entrepreneurs, in both local and international context.

One of the important problems in cosmetic market is the adverse
effect from using cosmetics. The adverse reactions associated with the
use of cosmetics need utmost attention from entrepreneurs as it would
severely affect brand image. The study found that 23 percent of women
and 13 percent of men experienced after-effects associated with the use
of cosmetics (Orton & Wilkinson, 2012). Therefore, product innovation is
an essential step especially for the development of new cosmetic products
to ensure product safety. The laboratory test is crucial to ensure and
create confidence for consumers in marketing cosmetic products. In
Thailand, there are a number of trustworthy laboratories both in the
public and private sectors, including educational institutions which provide
various types of testing to ensure product safety for example, the Cosmetic
and Natural Products Research Center (CosNat) which is a division of the
Faculty of Pharmaceutical Sciences, Naresuan University. The entrepreneur
can use the service of the aforementioned laboratories in testing the
cosmetics and skincare products to ensure product safety and reduce
the risk of the adverse reactions associated with the use of cosmetics:
consequently; consumers will gain the most benefit.

This study aimed to investigate consumer’s adverse reactions

associated with the use of cosmetics and skincare. Moreover, it aimed to
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investigate factors affecting women’s buying decision of cosmetic to
illustrate whether the laboratory test is important to affect buying decision
of cosmetic products. Moreover, the willingness to pay higher price and
the responsiveness of consumers to high-priced cosmetics and skincare
when these products are certified by trustworthy laboratories are
investigated. The research questions include.
- Do the factors affecting buying decision of cosmetic products
including laboratory test vary in different demographic groups?
- Do the factors affecting willingness to pay for higher price of
cosmetics including laboratory test vary in different demographic groups?
The results of this study can help the entrepreneurs in the cosmetic
industry to understand various factors affecting the buying decision and
the willingness to pay higher price for cosmetic products including the
laboratory test. Moreover, those entrepreneurs can understand the target

group to market the cosmetic products certified by laboratory tests.

2. Literature Review

The term Cosmetics can be defined by Thailand Royal Institute
Dictionary as “intended to be applied to the human body, face to improve
or change appearance. They include powders, lipsticks, and eyebrow
pencils” According to Thailand Cosmetic Act, the cosmetics can be defined
as “The products intended to be applied to the human body through,
rubbing for external use on various parts of body, skin, teeth, deodorant.

According to Thailand Ministry of Public Health (2019), the adverse
reactions associated with the use of cosmetics mean “The adverse
reactions is the unexpected reaction happens when consumer use of
cosmetics that causes symptoms of the adverse effect from the use of

cosmetic products” Based on the previous research, it was found that 23
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percent of women and 13 percent of men experienced adverse events
associated with the use of cosmetics and skin-care products (Orton &
Wilkinson, 2012). Adverse effects related to the cosmetic use presents
with various symptoms, including one or more of the following: peeling
skin, skin redness, irritation, a skin rash, itching, contact dermatitis, redness
caused by sun exposure (Pringpattanapong, 2008).

Although such symptoms are caused by sensory irritation, more than
10 percent of patients experiencing skin allergy caused by cosmetics
(Orton & Wilkinson, 2012). However, the number of people who
experienced adverse reactions associated with the use of specific cosmetics
were less than the actual number that it would be, since some users tried
to heal themselves without seeking a medical advice in case of minor
illness (Di Giovanni et al., 2006). Therefore, having a procedure to examine
cosmetics-related adverse events or Cosmetovigilance, and working in
collaboration with the relevant sectors to reduce the likelihood of adverse
reactions associated with the use of cosmetics and ensure product
safety (Sautebin, 2007). The adverse reactions in the skin can be caused
by many different chemical compounds such as allergy-causing fragrances
that are used across many products due to temperature affects the rate
at which chemical reactions take place (Cortez-Pereira, Baby & Velasco,
2010) Besides, scholar presented that cosmetic users experiencing skin
allergy caused by cosmetics are partly due to the age range that showed
the highest rate in using cosmetics. (Bilal et al., 2017).

For the factors affecting buying decisions and willingness to pay for
cosmetic products, the brand was one of the most significant factors in
deciding to purchase cosmetics (Krishnan et al., 2017). Li and Visitnikita
(2017) studied factors influencing women to purchase cosmetics in Bangkok.
The result presented that the quality of the product and the reliability

and reputation of the brand were found to be the most significant factors.
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The product safety is considered to be another important factor.
Indra, Balaji, and Velaudham (2020) showed that the safety can significantly
affect buying decision of cosmetics, which will lead to consumer
satisfaction. Khan, Sarwar, and Tan (2021) studied the purchase intention
of halal cosmetics and found that the safety can significantly affect
purchase intention of cosmetics. In this study, the product safety is
represented by the certification with laboratory test.

Another important factor is the price. Paomanacharoen (2019) studied
consumers’ online shopping of cosmetics in Bangkok and found that the
price factor was important for buying decision of cosmetics. Moreover,
the most important price factor was that the price is reasonable and
matches with the quality of cosmetics.

The quality of cosmetics in form of key ingredients present in
cosmetics was also the main factor, meanwhile, demographics were found
to be slightly affect purchase decision. (Mansor, Ali & Yaacob, 2010). The
results are consistent with another study which indicated that the use of
cosmetics, especially luxurious cosmetics whose brands are associated
with materialistic possession of users (Ajitha & Sivakumar, 2017).

Abdelazim Mohammed, Garcia Medina, and Garcia Romo (2018)
showed that the visual element like the package of cosmetic products
could affect the purchase intention of consumer. The color and material
of cosmetic packages could affect the attractiveness and preference of
cosmetic products, especially hairstyle, skincare, and makeup products.
Sung (2021) also found that cosmetic packaging was crucial to customer
buying decision and the important component of cosmetic package
included color, shape, material, and artistic features.

Moreover, the presenter or the influencer can also affect buying

decision of cosmetic products. Manvat et al. (2022) studied the impact
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of influencer in cosmetic industry and reported the crucial role of
influencers in various aspect to buying decision and brand loyalty of
cosmetics. Chekima, Chekima, and Adis (2020) also showed that the role of
presenters in terms of their expertise, trustworthiness, and attractiveness

can significantly affect consumer attitude and purchase decision of cosmetics.

3. Methodology

3.1 Population and Sample

The target respondents were women who regularly use cosmetic
products and have experience from the adverse reactions of using cosmetic
products: therefore; the size of the population was unknown. The sampling
method was as follows (Cochran, 1963).

I P) 0
22

where n is the number of required samples, Z is the standard value
from the normal distribution, p is the proportion of demographic
characteristics of interest, and e is an acceptable tolerance level. From
the above formula and the confidence level at 95 percent, the standard
value of the normal distribution (Z) is 1.96, with a margin of error (e) of
5 percent. The proportion of population characteristics is unknown. Based
on the principle of caution, the proportion of the population (p) was set
at 0.50 to achieve the maximum number of samples. Therefore, the
required sample size according to the formula was 384 respondents.
Researchers adopted snowball sampling technique because this study
focuses on those who had experience in adverse effect from using
cosmetics. The snowball sampling technique allows the respondents to
refer to other respondents who faced similar experiences of cosmetic

adverse effect. The criteria were to select only females who regularly use
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cosmetic and skincare products and have experience from the adverse
reactions of using cosmetic products. The final sample size was 400
respondents.

3.2 Data collection method

The questionnaire consisting of a series of questions was employed
as a data collection tool. The researcher used screening questions to
select the respondents that matched the criteria. The series of questions
were factors affecting cosmetics buying behavior, adverse reactions
associated with the use of cosmetics, duration and cost of treatment
owing to the after-effects, the willingness to pay higher price for the
certified cosmetics tested by a trustworthy laboratory. Having finished
responding to all questions, respondents were asked to refer to other
female who regularly uses cosmetic products and also have experience
from the adverse reactions of using cosmetic products.

3.3 Statistical Analysis

Descriptive statistical analysis was used to describe the collected
data. The research hypotheses in this study were to examine the
association between demographic and factors affecting buying decision
of cosmetic products as well as factors affecting willingness to pay
higher price for the certified cosmetics and skincare. From previous studies,
the essential demographic that may affect buying decision of cosmetics
includes age and income. The factor affecting buying decision included
brand, safety (represented by laboratory testing in this study), price, quality,
package, and presenter’s credibility.

Therefore, there are 4 hypotheses to be examined as follows:

Hypothesis 1: There is an association between age and factors

affecting buying decision of cosmetic products.
Hypothesis 2: There is an association between income and factors

affecting buying decision of cosmetic products.
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Hypothesis 3: There is association between age and factors affecting
willingness to pay higher price for the certified
cosmetics and skincare products.

Hypothesis 4: There is association between income and factors
affecting willingness to pay higher price for the
certified cosmetics and skincare products.

The Chi-square test of independence was used to test the above
hypotheses. The Chi-square test of independence can examine the
association between two categorical variables. However, the original
Chi-square test is not appropriate for the multiple response questions
because it may violate the assumption of data independence (Decady &
Thomas, 2000). Therefore, the modified Chi-square statistics proposed by
Louglin and Scherer (1998) should be used instead. The test statistics can
be calculated as follows.

4= izc: (mij;j i)’ ©)

From the equation 2, m is the observed count in i™ row and "
column; R is the number of rows; C is the number of columns; Fu is the
expected count, which can be computed as follows.

_ Ny My
U Ny, (3)

where n. is total number of subjects in row i; mﬁ is total number of
responses in column j; n. is total number of respondents. However, the
test statistics from the multiple response questions does not have
asymptotic Chi-square distribution. Louglin and Scherer (1998) proposed
to apply the procedure developed by Rao & Scott (1981) by adjusting the
test statistics to follow the asymptotic Chi-square distribution as follows.

2o X
€T My
1 e, C (4)
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where m, is total number of responses; n. is total number of
respondents; and C is the number of columns. This test statistics follow

Chi-square distribution with the degree of freedom of (R - 1)C.

4. Results
4.1 Sample Profile
The demographic profile, i.e. age, monthly income, and occupation

of respondents is reported in Table 1.

Table 1 Demographics

Demographics Demographics Count Percentage
Age 18 - 25 years old 78 19.50%
26 - 35 years old 214 53.50%
36 - 45 years old 108 27.00%
Monthly Income Less than 15,000 Baht 10 2.50%
15,001 - 30,000 Baht 118 29.50%
30,001 - 50,000 Baht 129 32.25%
50,001 - 100,000 Baht 133 33.25%
More than 100,000 Baht 10 250%
Occupation Office employee 220 55.00%
Student 69 17.25%
Freelance 61 15.25%
Civil servant 45 11.25%
Other 5 1.25%

4.2 Adverse Reactions from Cosmetics and Skincare Products

This part is the results of adverse reactions that people experienced
from using cosmetics and skincare products including the origin of products,
types of products, adverse reactions, period of recovery, and medical

treatment expenditures. The results are reported in Table 2 to Table 6.
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Table 2 Origin of cosmetic and skincare products causing the adverse

reactions
Origin Count Percentage
Local products 348 87.00%
Imported products 316 79.00%

From Table 2, majority of respondents have experienced about
adverse reactions of cosmetics and skincare products caused by local
product or import product, 87 percent and 79 percent respectively.
Therefore, most respondents are more likely to face the adverse reactions
from using local products more than imported product, though the number

seems to be marginally different.

Table 3 Type of cosmetic and skincare products causing the adverse

reactions
Type of Products Count Percentage
Makeup product 296 74.00%
Skincare product 259 64.75%
Cleansing product 276 69.00%

Note: The respondent can select more than one option

From Table 3, 74.00 percent of respondents reported that their
experience about the adverse reactions caused by makeup product, 69.00
percent of respondents were caused by cleansing products, and 64.75
percent of respondents were caused by skincare product. It can be seen
that respondents are more likely to face the adverse reactions from using

makeup product rather other types.
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Table 4 Adverse reactions

Adverse Reactions Count Percentage
Peeling skin 265 66.25%
ltching 264 66.00%
Contact dermatitis 230 57.50%
Skin rash 202 50.50%

Note: The respondent can select more than one option

Table 4 reported the adverse effects of using cosmetics and skincare
of the respondents. 66.25 percent of respondents had peeling skin, 66.00
percent of respondents had itching, 57.50 percent of respondents had
contact dermatitis, and 50.50 percent of respondents had skin rash. Most

respondents faced the adverse reactions in form of peeling skin and itching.

Table 5 Recovery period from adverse reactions

Recovery Period Count Percentage
1-2 days 4 1.00%
3-4 days 19 4.75%
1-2 weeks 74 18.50%
3-4 weeks 85 21.25%
2-3 months 170 42.50%

More than 3 months 48 12.00%

From Table 5, when respondents were asked about recovery period
for the adverse reactions, 42.50 percent of respondents reported that it
took 2-3 months for recovery, 21.25 percent of respondents reported that
3-4 weeks for recovery, and 18.50 percent of respondents reported that
1-2 weeks for recovery. Therefore, most respondents spent around 2-3
months to cover from the adverse reactions from using cosmetics and

skincare products.
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Table 6 Medical treatment expenditure for adverse reactions

2 Medical Treatment Expenditure Count Percentage
Less than 1,000 Baht 28 7.00%
1,000 - 3,500 Baht 309 77.25%
3,501 - 5,000 Baht a0 10.00%
5,001 - 7,500 Baht 16 4.00%
7,501 - 10,000 Baht a4 1.00%
More than 10,000 Baht 3 0.75%

From Table 6, when respondents were asked about medical treat-
ment expenditure, most respondents had to spend around 1,000 — 3,500
Baht for the medical treatment for the adverse reactions from using
cosmetics and skincare products.

4.4 Factors Affecting Buying Decision of Cosmetic Products

There are 6 factors that may affect the buying decision of cosmetic
products including brand, laboratory testing, price, quality, package, and

presenter’s credibility. The results are reported in Table 7.

Table 7 Factors affecting cosmetics buying decision

Factors Count Percentage
Brand 337 84.25%
Laboratory Testing 294 73.50%
Price 263 65.75%
Quality 256 64.00%
Packaging 95 23.75%
Presenter’s credibility 57 14.25%

Note: The respondent can select more than one option
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From Table 7, when respondents were asked about factors affecting

cosmetics buying decision, most respondents give importance to brand

in making decision to buy cosmetics. Choosing cosmetics based on brand

may help them feel more confident in buying cosmetics. It is interesting

that the second important factor is laboratory testing. Therefore, the

cosmetics with laboratory testing can also help creating confidence in

buying cosmetics. The association between factors affecting cosmetics

buying decision and demographic factors like age and income are reported

in Table 8 and Table 9.

Table 8 Association between age and factors affecting cosmetics buying

decision

Age Brand Laboratory Price Quality Packaging Presenter
18-25 years
Count 62 50 47 49 25 5
Percentage 79.5% 64.1% 60.3% 62.8% 32.1% 6.4%
26-35 years
Count 185 162 146 147 a7 34
Percentage 86.4% 75.7% 68.2% 68.7% 22.0% 15.9%
36-45 years
Count 90 82 70 60 23 18
Percentage 83.3% 75.9% 64.8% 55.6% 21.3% 16.7%
Whole Sample
Count 337 294 263 256 95 57
Percentage 84.3% 73.5% 65.8% 64.0% 23.8% 14.3%

Note: The percentage row represents the percentage of total number

of respondents in such group.
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The modified chi-square statistic is 18.67 and the p-value is 0.09.

From Table 8, the modified Chi-square test of association proposed
by Louglin and Scherer (1998) was used to examine the association
between age and factor affecting cosmetics buying decision. The test
statistics based on the modified Chi-square was 18.67 with the p-value is
0.09, which is not statistically significant at 5 percent level. Therefore,
there was no significant association between age and factor affecting
cosmetics buying decision.

Overall, brand was the most important factor in all age groups, while
the laboratory testing was a second most important factor in all age
groups as well. However, the result indicated that respondents aging
between 18-25 years old placed less importance to the laboratory test-
ing than other groups. The third most important factor was price, and the
fourth one was quality. Respondents aging between 36-45 years old were
more concerned about price than quality, whereas the other two groups
including 18-25 years old and 26-35 years old were somewhat indifferent
in term of these two factors. While the presenter’s creditability was the
least important factor for all age groups, only 6.4 percent of respondents
who were 18-25 years old chose the presenter’s creditability compared
to 14.3 percent of respondents for the whole sample. This shows that
younger respondents pay attention even less for the presenter’s credit-

ability for making a decision in buying cosmetics.
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Table 9 Association between income and factors affecting cosmetics

buying decision

p

Income (Baht) Brand Laboratory Price.  Quality Packaging Presenter

< 15,000

Count 7 7 9 9 2 1
Percentage 70.0% 70.0% 90.0% 90.0% 20.0% 10.0%
15,000-30,000

Count 89 70 63 76 20 4
Percentage 75.4% 59.3% 53.4% 64.4% 16.9% 3.4%
30,000-50,000

Count 116 94 88 90 31 18
Percentage 89.9% 72.9% 68.2% 69.8% 24.0% 14.0%
50,000-100,000

Count 117 119 99 72 41 33
Percentace 88.0% 89.5% 74.4% 54.1% 30.8% 24.8%
> 100,000

Count 8 il il 9 1 1
Percentace 80.0% 40.0% 40.0% 90.0% 10.0% 10.0%
Whole Sample

Count 337 294 263 256 95 57
Percentage 84.3% 73.5% 65.8% 64.0% 23.8% 14.3%

Note: The percentage row represents the percentage of total number of
respondents in such group.

The modified chi-square statistic is 130.79 and the p-value is less
than 0.01.

From Table 9, the modified Chi-square test of association proposed
by Louglin and Scherer (1998) was used to examine the association
between income and factor affecting cosmetics buying decision. The test
statistics based on the modified Chi-square was 130.79 with the p-value
less than 0.001. Therefore, there was the significant association between
income and factor affecting cosmetics buying decision.

Overall, brand was still the most important factor in almost all

income levels, while the laboratory testing was still the second most
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important factor as well. Most respondents, i.e. 89.50 percent, of
respondents with income 50,000 — 100,000 Baht place importance on the
laboratory testing compared to only 59.30 percent of respondents with
income 15,000 - 30,000. Therefore, the respondents with income 50,000
- 100,000 Baht tends to place more importance to the laboratory testing
compared to other income groups.

4.5 Factors Affecting Willingness to Pay Higher Price

There are 6 factors that might affect the willingness to pay higher
price for cosmetics and skincare products including no adverse reactions,
laboratory testing, trusted brand, higher quality, nice package, product
imported, and presenter’s credibility. The results are reported in Table 10.

Table 10 Factors affecting willingness to pay higher price

Factors Count Percentage
No Adverse Reactions 316 79.00
Laboratory Testing 297 74.25
Trusted Brand 283 70.75
Higher Quality 259 64.75
Nice Package 223 55.75
Presenter’s credibility 57 14.25

Note: The respondent can select more than one option

From Table 10, when respondents were asked about factors would
induce their willingness to pay higher price for cosmetics and skincare
products, most respondents were willing to pay higher price for cosmetics
and skincare products that has no adverse reactions. In conjunction with
the earlier results regarding the factor affecting buying decision, these
findings affirmed that cosmetics users who used to experience the adverse
reactions from using cosmetics were most worried about the adverse
reactions and were willing to pay higher price to avoid such adverse
reactions. Moreover, the second most important factor inducing willingness
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to pay higher price was laboratory testing which can help creating
confidence that they would be less likely to face the adverse reactions
from buying cosmetics and skincare products which have passed the
laboratory testing. The association between factors affecting cosmetics
buying decision and demographic factors like age and income are reported
in Table 11 and Table 12.

Table 11 Association between age and factors affecting willingness to

pay higher price

Age No Adverse Laboratory  Brand Quality ~ Package Presenter
18-25 years
Count 49 51 60 52 43 5
Percentage 62.8% 65.4% 76.9% 66.7% 55.1% 6.4%
26-35 years
Count 170 166 152 129 141 37
Percentage 79.4% 77.6% 71.0% 60.3% 65.9% 17.3%
36-45 years
Count 97 80 71 78 39 15
Percentage 89.8% 74.1% 65.7% 72.2% 36.1% 13.9%
Total
Count 316 297 283 259 223 57
Percentage 79.0% 74.3% 70.8% 64.8% 55.8% 14.3%

Note: The percentage row represents the percentage of total number of
respondents in such group.

The modified chi-square statistic is 54.27 and the p-value is less than 0.01.
From Table 11, the modified Chi-square test of association proposed
by Louglin and Scherer (1998) was used to examine the association
between income and factors affecting willingness to pay at a higher price.
The test statistics based on the modified Chi-square was 54.27 with the
p-value less than 0.001. Therefore, there was a significant association

between age and factors affecting willingness to pay at a higher price.
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Most of respondents aging between 26-35 years and 36-45 years
were willing to pay higher price when cosmetics and skincare products
had no adverse reactions, and the product safety or efficacy was proved
by laboratory testing. However, most of respondents aging between 18-25
years were willing to pay higher price because of trusted brand. This result
is consistent with the earlier result showing that respondents aging between
18-25 years old paid less attention to the laboratory testing than other
groups. Therefore, these findings support that these 2 age groups (26-35
and 36-45) trust that using cosmetics and skincare products that passed
the laboratory testing can reduce the likelihood of facing adverse reactions
and were willing to pay higher price for the certified cosmetics and skincare
products. However, those who were between 18-25 years old did focus

on the trusted brand rather than the laboratory testing.

Table 12 Association between income and factors affecting willingness

to pay higher price

Income (Baht) No Adverse Laboratory Brand Quality  Package Presenter
< 15,000

Count 7 6 9 8 5 1
Percentage 70.0% 60.0% 90.0% 80.0% 50.0% 10.0%
15,000-30,000

Count 72 72 96 80 63 2
Percentage 61.0% 61.0% 81.4% 67.8% 53.4% 1.7%
30,000-50,000

Count 107 102 85 90 70 19
Percentage 82.9% 79.1% 65.9% 69.8% 54.3% 14.7%
50,000-100,000

Count 122 113 88 75 84 34
Percentage 91.7% 85.0% 66.2% 56.4% 63.2% 25.6%
> 100,000

Count 8 q 5 6 1 1

Percentage 80.0% 40.0% 50.0% 60.0% 10.0% 10.0%
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Table 12 Association between income and factors affecting willingness

to pay higher price (Contiune)

Income (Baht) No Adverse Laboratory Brand Quality  Package Presenter
Total

Count 316 297 283 259 223 57
Percentage 79.0% 74.3% 70.8% 64.8% 55.8% 14.3%

Note: The percentage row represents the percentage of total number
of respondents in such group.

The modified chi-square statistic is 103.87 and the p-value is less
than 0.01.

From Table 12, the modified Chi-square test of association proposed
by Louglin and Scherer (1998) was used to examine the association
between income and factors affecting willingness to pay at a higher price.
The test statistics based on the modified Chi-square was 103.87 with the
p-value less than 0.001. Therefore, there was a significant association
between income and factors affecting willingness to pay at a higher price.

The factor that rendered consumers’ willingness to pay higher price
was cosmetics and skincare products that did not cause adverse reactions,
especially those with incomes of more than 30,000 Baht. Respondents
with income more than 30,000 Baht were willing to pay higher price for
cosmetics and skincare products certified by laboratory testing. Meanwhile,
respondents with income less than 30,000 Baht were willing to pay
higher price for cosmetics and skincare products because of trusted brand.
This result is consistent with the earlier result about the factors affecting
a decision to buy cosmetics and skincare products. Higher income
respondents tend to pay more attention to laboratory testing and are
more willing to pay higher price for cosmetics and skincare products with

laboratory testing compared to respondents with lower income.
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5. Conclusion and recommendation

It is beneficial to society for the body of knowledge divulged by this
study as it creates an understanding of the consumers’ attitude towards
the use of cosmetics and understand the nature of adverse reactions and
incurred cost when consumers experience adverse reactions related to
the use of cosmetics. The result showed that brand is the most significant
factor influencing cosmetics buying decision, which is consistent with the
previous study (Krishnan et al., 2017; Visitnikita, 2017).

Overall, brand was the most important factor in all age groups, while
the laboratory testing was the second most important factor in all age
groups as well. This implies that cosmetics users who used to face the
adverse reactions from using cosmetics are worried about facing the
adverse reactions again in the future. Choosing cosmetics based on
trusted brand may help them feel more confident in buying cosmetics.
The cosmetics with laboratory testing can also help creating confidence
in buying cosmetics.

Respondents aging between 26-35 years and 36-45 years placed
importance to laboratory testing and were willing to pay higher price
when cosmetics and skincare products passed laboratory testing. However,
respondents aging between 18-25 years old paid less attention to the
laboratory testing and consequently had willingness to pay higher price
less than other age groups. In addition, brand was still the most important
factor in almost all income levels, while the laboratory testing was the
second most important factor. Respondents with higher income tended
to pay more attention to laboratory testing and were more willing to pay
higher price for cosmetics and skincare products certified by laboratory
testing compared to respondents with lower income.

The factor that rendered people willingness to pay higher price was

cosmetics and skincare products that do not cause adverse reactions,
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especially those with incomes of more than 30,000 Baht. Respondents
with income more than 30,000 Baht were willing to pay higher price for
cosmetics and skincare products certified by laboratory testing. Meanwhile,
respondents with income less than 30,000 Baht were willing to pay
higher price for cosmetics and skincare products because of trusted brand.
This result is consistent with the earlier result about the factors affecting
a decision to buy cosmetics and skincare products. Higher income
respondents tended to pay more attention to laboratory testing and were
more willing to pay higher price for cosmetics and skincare products with
laboratory testing compared to respondents with lower income.

The study also disclosed about the adverse reactions associated
with the use of cosmetics and skincare cream in which the findings are
consistent with previous study (Orton & Wilkinson, 2012). In term of the
adverse reactions associated with the use of cosmetics, these symptoms
included peeling skin, itching, and contact dermatitis which supported
the previous finding (Pringpattanapong, 2008). In addition, this study
affirmed that if the product has been tested and certified by a trustworthy
laboratory, people are willing to pay higher rate for those cosmetic
products.

This finding supports the previous paper that worked in collaboration
with the relevant sectors to reduce the likelihood of adverse reactions
associated with the use of cosmetics and to ensure product safety
(Sautebin, 2007). Last but not least, those who were between 26-45 years
old and those who had income more than 30,000 Baht were willing to
pay higher price for the cosmetics causing no adverse reactions and
cosmetics tested and certified by the credential laboratory. This finding
supports the previous study that the key ingredients presented in cosmetics
was also the main factor affecting purchase decision (Mansor, Ali & Yaacob,
2010).
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The limitation of this study is that the snowball sampling technique
was employed because the study aimed to focus on only those who
used to experience the adverse effects from using cosmetics. Therefore,
the demographic groups do not distribute evenly. Consequently, the
uneven distribution of the demographic groups may affect the results.
For the age group, the sample was concentrated on those who are 26-35
years old because this group may have most experience in cosmetic
adverse effects. Although the age groups do not distribute evenly, the
number of samples in each group was not too small e.g. the age group
between 18-25 year old consisted of 78 respondents. However, the
interpretation of monthly income groups for the groups with income less
than 15,000 and income more than 100,000 Baht needs to be carried out
with caution as there are only 10 respondents in those groups. Nevertheless,
removing these two groups will not alter the statistical significance of the
modified Chi-square test of association proposed by Lousglin and Scherer
(1998). Therefore, the results for other income groups are still statistically valid.

The findings of this study contribute to the adoption of the right
marketing strategies for the cosmetics & skincare entrepreneurs in term
of product, price, and promotion. This is to recommend that the
entrepreneurs should be innovative in developing new cosmetic and/or
skincare products to ensure product safety. Also, they should work in
close collaboration with the relevant sectors, e.g., government agencies,
educational institutions, that support them in term of laboratory testing
service to test and certify the products to ensure product safety. This can
reduce the likelihood of adverse reactions associated with the use of
cosmetics. Last but not least, the entrepreneur should receive support
or grant from the government agencies, especially in term of laboratory
testing to develop products that possess competitive advantage to
enhance international competitiveness and create sustainable value-
added.
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Abstract

Live streaming e-commerce is rapidly growing as a new type of
e-commerce model. Simultaneously, consumers face new and unknown
issues in which their legitimate rights and interests cannot be guaranteed.
This study employs qualitative research methods based on grounded
theory, with interviews conducted with 16 users who have had a specific
live streaming e-commerce viewing experience. The original records were
obtained as textual data, and a theoretical model of the triggering impact
of consumer rights protection in the context of live streaming e-commerce
was built. In the theoretical model, violations of informed purchases,
transaction security, even bargaining, after-sales service, and individual
privacy by live streaming e-commerce operators were the objective factors
that triggered consumer rights protection behaviors. Furthermore,
consumers deviated from supervision rights and perceptual purchases for
individual appeals were subjective factors that reduced consumer rights
protection demands. The effects of live streaming e-commerce on how
operators handle consumer complaints may have a direct impact on

consumer rights protection behaviors. By influencing consumers’ subjective
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factors, objective factors can either directly trigger or promote consumer
rights protection behaviors. Furthermore, in many cases, it is a combination
of multiple factors that triggers consumers’ protection of their legitimate
rights.

Keywords : Grounded Theory; Live Streaming E-commerce; Protection of

Consumers’ Rights and Interests; Rights safeguard

Introduction

Live streaming e-commerce from the budding start to the rapid
development of the same time, this new mode of consumption is also
facing new problems in the maintenance of rights. When some streamers
sell goods, there are phenomena such as exaggerating publicity and guiding
consumers to bypass private transactions on the platforms. Consumers
encounter counterfeit and inferior goods, difficult to guarantee after-sales
service, etc. The complex relationship between sellers and platforms, as
well as between live streaming platforms and e-commerce trading
platforms, has greatly reduced the legitimate rights and interests of
consumers such as the right to know and the right to fair trade, which
has aroused great concern from all walks of life. Judging from the rapid
development of live streaming e-commerce, various technical, hidden,
ambiguous, and easily blamed infringements on consumer rights have
emerged one after another. If we directly use existing live streaming
e-commerce consumer rights protection cases to summarize the legal
issues of infringement, we will omit key hidden phenomena and problems
that are difficult for consumers to protect their rights, and will also ignore
consumer rights protection. The core demands are not conducive to the
matching of legal regulations and live streaming e-commerce, various
technical, hidden, ambiguous, and easily blamed infringements on a

consumer in the rapid development process.



Dsanssuwnnyd UMBNENAainsn
UR 41 aUUA 1 UNSIAU - IUKEU 2566

Although the existing research has sorted out and summarized the
problems encountered in the protection of consumer rights under the
e-commerce model, it is only based on hot phenomena and legal matching
perspectives or investigates the infringement behavior of operators through
questionnaires. There is a lack of classification from the perspective of
consumers to summarize the infringement of consumer protection in the
whole process of live streaming shopping. This research attempts to use
grounded theory qualitative research methods, from the perspective of
consumers’ awareness of the protection of the rights of live streaming
e-commerce, and deeply explore various behavioral issues that infringe
consumers’ legitimate rights and interests in the process of live streaming
e-commerce. Comprehensively sort out and give feedback on the
problems in the live purchase process for further research and analysis,
and provide a practical reference for the protection of consumer rights

under the new sales model.

Literature Review

Live streaming e-commerce is a new type of sales method that
streamers use live streaming platforms to introduce products and
recommend sales (Wang, Liang, Xue & Ge, 2021). The streamer recommends
products in real-time through on-site explanations, evaluations, etc., and
interacts with users at any time through the comment area to create a
shopping experience close to offline (Wongkitrungrueng & Assarut, 2020).
However, live streaming e-commerce as a more open and flexible
economic model will inevitably bring higher risks and uncertain factors,
and consumers are facing new and unknown infringements of consumer
rights. Because of the problems in the live streaming e-commerce process,

combined with existing research, it can be found that the novelty and
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high degree of freedom of the live streaming e-commerce market bring
chaos in the market order, incomplete standard rules, and lack of legal
supervision, unclear transaction subjects, and other problems, resulting
in frequent violations of consumer rights and interests such as false
advertising, fake and shoddy products and product defects (Hu & Chaudhry,
2020).

The development of live streaming e-commerce and the hysteresis
of legal “post-regulation” has become the topic of research on related
infringement issues. Sun and Shao et al. (2020) examine that it is difficult
for live streaming e-commerce infringement issues to form “pre-restraint”
norms and guidance before it is exposed, which makes the live streaming
e-commerce operators in a large number of transactions have a fluke
mentality to evade responsibility. It is difficult to effectively protect
legitimate rights and interests. Based on the instant consumption
characteristics of live streaming e-commerce, the impact of live stream
operators’ behavior on consumer rights has also become a hot spot of
concern. Based on related research, it is showed that live streaming
e-commerce brands, streamers, and live stream platforms belong to the
same community of interest benefits, and problems such as false
propaganda, data falsification, and rights protection difficulties may arise
during the live stream process (Zhang & Sun, 2020). To create a popular
atmosphere in the live stream room and stimulate impulsive consumption
under the effect of fan agglomeration, live streaming e-commerce
operators often entice consumers by buying fans to brush praise and
falsely report transaction volume, which constitutes false propaganda
and unfair competition. (Luo, Cheng, Zhou, Yu & Lin, 2021).

There is also research focusing on the impact of streamer status on

consumer rights. Zhou and Jia (2018) demonstrated that the streamer
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plays the role of artificially screening products. If the streamer has lax
product checks, exaggerated product descriptions, and knows and sells
fake products, it will inevitably affect the legitimate rights and interests
of consumers. Judging from the social phenomenon of the streamer’s
waivers of responsibility, when consumers want to return goods after
purchasing goods, sellers will find various reasons to shirk responsibility,
or even directly not reply to messages, which infringes on consumers’
right to regret (Steennot, 2013). Some streamers lack a sense of
responsibility and professional ability. The nonsense and falsify during
the live stream sales process, and even some minors also join the live
stream delivery. Once there is a serious product quality problem,
consumers will be held accountable if the streamer deliberately falsifies
will become a problem. When further dividing the identities of streamers,
some studies analyze the rights protection behavior of live streaming
e-commerce based on consumers’ emotional attitudes towards streamers.
Liebers and Schramm (2019) investigated that the emotional preference
of the fan group for the streamer will downplay the fact that the streamer
is suspected of false propaganda, and the fan group will adopt the
“problem transfer” method to seek explanations for the idol streamer.
At the same time, when the streamer is the relatives and friends of
consumers, if there is a product quality problem, most consumers will
choose to be silent in order not to damage the relationship between
relatives and friends, and bear the consequences of being infringed.
Although many scholars have conducted in-depth research on the
problems of live streaming e-commerce mode and the current situation
of infringement of consumer rights, through the analysis of these research
results can find that there are many infringements of live streaming

e-commerce operators such as the mismatch between merchandise and
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its type version, the quality is poor, the false promotion, and the after-sales
service is difficult guaranteed. There is a lack of research on consumer
rights protection behaviors under live streaming e-commerce transactions
from the perspective of consumers. In this study, starting from the specific
circumstances of the infringement of consumer rights, a more systematic
improvement of consumer rights protection in the context of live streaming
e-commerce is put forward in a targeted manner. Hope to provide meager
theoretical support for related theoretical research, and provide some
help to promote the healthy and orderly development of the live

streaming e-commerce industry.

Research Methods and Data Sources

Research Methods

Grounded Theory is a qualitative research method to establish new
theories from empirical data (Glaser & Strauss, 1967). Researchers generally
do not have theoretical hypotheses before the start of the research, and
directly start from field investigations, extract and summarize empirical
generalizations from the original data, to raise the phenomenon to the
theoretical level. Grounded theory is a bottom-up method of establishing
a substantive theory, that is, searching for core concepts that reflect
social phenomena based on systematically collecting data, and
constructing relevant social theories through the connections between
these concepts (Strauss & Corbin, 1990). This research uses grounded
theory research methods to construct a theoretical model of consumer
rights triggering in the live stream environment of e-commerce.

Data Sources

This research adopts semi-structured interviews that combine

personal in-depth interviews and focus group interviews on live streaming
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e-commerce consumers to obtain the original experience data. The
combination of these two interview methods can achieve the interview
objectives more effectively. In the process of selecting the interviewees,
the age and life experience of the interviewees were considered, and the
age group of the interviewees was determined to be between 22-40 years
old, and a research questionnaire was issued to 60 friends by means of
pre-research to screen out users who use live streaming e-commerce
more frequently and who have a deeper understanding and awareness
of consumer rights protection. Finally, 16 users who used e-commerce
live shopping were selected as interview subjects. Ten of them received
in-depth interviews, and each interview lasted about one hour. Focus
group interviews were conducted in 2 groups (3 persons in each group),
each interview lasted 1 hour, and a total of 6 group interview records
were obtained. With the consent of the interviewee, the interview content
was recorded and archived, and then the interview record was sorted
out. This article randomly selects 12 interview records for coding analysis
and model construction, and the remaining 4 interview records are reserved
for theoretical saturation testing. Respondents’ statistics are shown in
Table 1.

Table 1 Demographic information of interviewees

Demographic Information Category Quantity Percentage
Male 8 50%
Gender
Female 8 50%
College 3 18.75%
Undergraduate 3 18.75%
Education
Master 6 37.5%

Doctor q 25%




The Impact Model of Consumer Rights Safeguard Trigger in the Context of Live Stream E-commerce 65
Grounded Research Based on the Consumer’s Perspective

Table 1 Demographic information of interviewees (continue)

Demographic Information Category Quantity Percentage
Student 8 50%
Teacher 4 25%
Occupation

Employees 3 18.75%

Freelancer 1 6.25%

0-3000 q 25%

Income 3000-6000 q 25%
(RMB:yuan) 6000-9000 6 37 506
9000 or more 2 12.5%

Guizhou 6 37.5%
Henan 3 18.75%

Area

Beijing 3 18.75%

Other areas q 25%

Category refinement

(1) Open coding. Open coding is an open line-by-line analysis of
the original data obtained, and the key phenomena are conceptualized
and categorized (Heath & Cowley, 2004). To ensure the authenticity of
open coding, this research uses the original words of the interviewees as
the data for initial concept mining. After collating the data collected by
12 interviewees, more than 560 original sentences are extracted, with the
help of NVivoll. 0 The software encodes the interview data and draws
conceptual labels such as exaggerated product quality, false product
discounts, and ambiguity in product introductions. Then, the initial

concepts are repeatedly compared for the sameness and oppositeness,
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and the initial concepts that are repeated less than 3 times are eliminated,
and the initial concepts are summarized, and 44 initial concepts are
condensed. Finally, the initial concepts with similar properties and contents

are combined to further induce 20 initial categories, as shown in Table 2.

Table 2 Open coding categorization (continue)

Initial category Examples of original sentences (initial concept)

The performance and efficacy of the products they advertise are
inconsistent with things, they often exaggerate the efficacy of the
products, and even the graphics and texts are seriously inconsistent
with the actual products (the quality of the products is
exaggerated);, The streamers often play some routines on the
price promotions and preferential activities of the products. The
first class is basically not what we normally understand (the price
discount is false); The streamer often uses some ambiguous
propaganda statements to make our understanding of the product
exceed our expectations. When we finally ask them, they will be
different Explanation (ambiguity in product introduction)

Al

False propaganda

Some goods purchase links are often set up on platforms such as
Tiktok, but the link lacks the introduction of product details. We
are very worried that the purchase of goods does not match the
introduction (external link purchase); The streamer may introduce
a product in the live stream room , but sometimes we are required
to take a link to another product (the product link is different) ;
Sometimes the streamer introduces multiple items in the live
stream room, but only one product is described in the link
(Incomplete link description)

A2
Special shot link

In the process of explaining, the streamer likes to say that our
product is “the lowest price in the audience, you lose if you don’t

A3
_ buy it” (product information is exaggerated), Of course we are
Abuse of limit ) ) i :
words skeptical of their explanation of the product, but the streamer is

sometimes humorous Exaggerated explanation of the product
(effect rendering)
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Table 2 Open coding categorization (continue)

Initial category

Examples of original sentences (initial concept)

Ad
Substantive
connection

Some streamers say that they recommend high-quality products
for us, but in fact they and the merchants are together, and they
work together to figure out how to sell the products to us
(interested); | feel that the streamers’ income comes from the
merchants and platforms. The starting point for everything is still
based on them (maintenance of interests)

A5
Prohibited products

| found that sometimes some items that are forbidden to be sold
in life can also be purchased in the live stream, such as the sale
of wild animals (illegal sale); Some prescription drugs that are
difficult to buy in pharmacies can be bought in the live stream.
And the live-streamed commercial houses sell cosmetics (lack of
qualifications)

A6
Quality assurance

The streamer praised the product during the live stream, but
found that the quality was obviously not good after buying it (the
product was of poor quality); The product that appeared in the
promotion and the model of the purchased product was
inconsistent, although the style was similar, but the careful
comparison was still very big The difference (the mismatch
between merchandise and its type version), The streamer
introduces a certain brand of goods, but we only have a little
contact with this brand after we buy it, and even directly
counterfeit the brand (suspected of fakes); The food packaging |
bought is simple, and some are connected. There is no production
date. | doubt if it is harmful to the human body (food safety)

AT

logistics timeliness

Some live stream merchants are slow to deliver goods, and the
logistics and distribution selected are also slow, which are still
different from current e-commerce (logistics and distribution are
slow);, Some are products recommended by local live stream
platforms, and some school teachers and students are also asked
to do it. For sales, we also actively respond to purchases, but after
purchasing, we find that the goods have not been received for 5
or 6 days. If we check the live stream link, we can’t find the previous
purchase information at all (the logistics information is missing)
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Table 2 Open coding categorization (continue)

Initial category

Examples of original sentences (initial concept)

A8
Over-the-counter
transactions

| have encountered a few occasions where the streamer guide us
to enter WeChat to conduct transactions, so that the price can be
lower (low price outside the platform); The live stream does not
have a purchase link, and we need to add the WeChat sold by the
streamer, pay in WeChat and give the shipping address, | think this
is very insecure (WeChat transaction)

A9
Fake data

We saw tens of thousands of people in a live stream room, but |
felt that there were not so many people who actually watched it.
Later, | learned that there is a situation where the streamer
purchases virtual data on the platform (fake traffic); | have received
other people’s push to watch For information on live streaming
and purchase of orders, 6-7 yuan will be given for one order after
completion. Although | did not participate, similar situations really
exist (fake purchases)

A10 Monopolistic
Competition

| often watch the live streams of big guys such as Wei Ya and Li
Jiagi, but there are some minor problems in these big guys’ live
streams, but even in this way, their live streams are also very good
(head monopoly); The reputation of the platform also has an
effect on the live stream. Influence, live stream of Taobao is
combined with the original Taobao. | buy things very convenient,
but this is also combined with the problems in the original Taobao
(platform monopoly)

All
Difficult to return or

exchange

During the product introduction process, the streamer will inform
us in the form of product clearance, special price and lowest price
that the product will not be returned or exchanged once it is sold.
We bought it based on the price. It turned out that the quality was
not good, but it could not be returned ( No refunds or exchanges);
After the live shopping products were bought back, the goods
were found to be undesirable, but when they wanted to return
the goods, they were blocked by the streamer for various reasons.
Anyway, the end is the trouble of returning and replacing the
goods (difficulty in returning and replacing goods)
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Table 2 Open coding categorization (continue)

Initial category

Examples of original sentences (initial concept)

Al12

Lack of evidence

Sometimes the product we bought feels inconsistent with the
description of the host. When we want to go back to confirm that
the streamer has spoken, we find that the live playback has been
deleted. I can only look at the product parameters according to
the detailed introduction, but it is the same now (evidence
deleted ); Sometimes | really want to make a complaint, but we
can’t find effective evidence. Even though | recorded the screen
during their live stream, sometimes the link is not there after you
buy it. How can you complain? (Find No evidence chain)

A13

Poor service

After a day, | want to check if it is shipped, but the QR code sent
over shows that the live stream is over, and | can’t find my
purchase information (the link is invalid);There is a problem after
the electronic lock | purchased is installed, contact the streamer
for the result The streamer kept saying that it would be solved,
but it didn’t. In the end, it didn’t reply directly (after-sales no reply)

Ald

Information leakage

| often receive text messages from the live stream platform
inexplicably, saying that such and such streamers start streaming,
such and such product promotions, etc. | am very worried about
my information security (purchasing information leakage); | often
receive recommendation information for some products on
different platforms, and | found me later All search records of is
recorded (search information leakage)

A15

Fake comments

After receiving the goods, | was asked by the streamer team to
review the reviews, review the reviews and post pictures to return
2-3 yuan in cash for general products, but | feel that this has
induced real reviews (participate in false reviews)

Al6

Content violation

In order to increase popularity, some streamers will use
pornographic and personal offensive language to stimulate
everyone (the language of the live stream is inappropriate); Some
streamers in order to attract traffic, dress revealingly during the
streamer process, and even perform vulgar performances (vulgar
behavior); | It is also found that a small number of streamers are
not well-educated, speak unobtrusively during the live stream,
and even make some inappropriate remarks (the quality of the
streamers is not good)
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Table 2 Open coding categorization (continue)

Initial category

Examples of original sentences (initial concept)

Al7
Affective preference

I was watching the product purchased by my friend’s streamer.
The quality of the product is indeed not as good as he said, but
I’m not good to look for her directly, so | can only stop buying it
next time (emotional involvement); | see a celebrity that | like
bringing the goods. I’'m willing to buy it, sometimes | don’t need
it, | will buy it, and | don’t care about the quality of the product,
etc. (fans preference)

Al18
Rights defending to

no avail

Sometimes | really want to complain to them, but it is basically
useless to report to them directly, and it is useless to complain to
the live stream platform (the rights protection has no result); Live
stream platforms such as Taobao live stream are okay, but some
are small and local On the live stream platform, | really can’t find
the relevant information after | buy it. If something goes wrong, |
don’t know who to look for (the rights protection platform is
chaotic)

Al19
Unclear subject of

responsibility

If there is a problem in the purchase of live stream, the first thing
we think about is to find the streamer, but is there no responsibility
for the supervision of the platform and the merchant’s own prod-
ucts? If they can control it first, there will be fewer problems with
live stream (the problem of responsibility definition); | have
encountered the phenomenon that the streamer buckled and
the platform also wrangled in the complaint. According to law, |
should complain to the relevant department, but this And go,
how can it be so difficult to solve a simple thing (shirk responsibility)

A20
Willingness to
defend rights

The things | bought were not of high value. | was fooled and
treated as a lesson, and | didn’t bother to make a serious
complaint (lack of awareness of rights protection); The main
reason was that they were too much and didn’t want to complain.
Bad behavior (behavior trigger)
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(2) Axial coding. Axial coding is based on open coding, through
cluster analysis to establish associations between different categories.
The main task is to better develop the main category. The specific
method is to divide similar categories according to their interconnection
and logical order. Classes make the category more rigorous (Corbin &
Strauss, 2014). Based on the analysis of the concepts and logical
relationships of each category, this research found that there is a certain
category classification among the pre-factors triggered by consumer rights

protection, as shown in Table 3.

Table 3 Main category formed by Axial coding

Category Main Corresponding The connotation of the category

category category

During the live streaming e-commerce, the
Al ) ) .
streamer adopts false or misleading publicity

False propaganda methods

A2 The live stream seller additionally sets a special

Special shot link purchase link to mislead consumers to buy

B1 A3 A The streamer uses and disguised the use of
Informed buse of limit  extreme advertising vocabulary in the process of
purchase words bringing the goods to induce consumers to buy

During the delivery process, the streamer

Operator Ad claimed that product recommendations only
behavior Substantive  represent personal opinions, but in fact they
connection belong to a community of interests with the

merchants
A5 Some offline prohibited and restricted items are

Prohibited sold through live stream

products
B2 Transaction A6 Sell OEM, counterfeit, fake and inferior goods
security Quality assurance during the live stream
A7 During the live streaming e-commerce process,

due to the live stream team, the delivery is slow
Logistics timeliness o o )
and the logistics information is not available, etc.

3
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Table 3 Main category formed by Axial coding (continue)

Category Main Corresponding The connotation of the category
category category
The streamer directly or indirectly guides
A8 consumers to transfer to social software
Over-the-counter platforms other than the live stream platform
transactions to conduct transactions in the live stream room
through language, graphics, etc.
B3
The live stream team purchases fake data such
Even bargain A9
8 as the number of people and purchases in the
Fake data .
live stream room
A10 Live stream platforms and streamers take
Monopolistic ~ advantage of scale to occupy a large market,
Competition and there is suspicion of unfair competition
Operator Consumers are facing problems such as
All
behavior restrictions on returns and exchanges by live
Difficult t t
fhcutt to return stream merchants after purchase, and refusal to
h
or exchanse return and exchange products.
B4
The original live stream content cannot be
After-sales
Al12 reproduced due to the closure of the live
service
v Lack of evidence stream link and the cancellation of the live
stream playback, etc.
Al3 After-sales information, services, etc. cannot be
Poor service inquired or evasive, etc.
B5 Ald Consumers’ purchase information and personal
Individual Information leak- information on live streaming e-commerce are
privacy ace leaked and sold, etc.
B6 Consumers cater to the live stream team’s ma-
A15 . . -
Supervision nipulation of the number of positive comments
Fake comments
rights from consumers
. In order to attract traffic, e-commerce streamers
Individual Al6
perform vulgar performances and inappropriate
appeal B7 Content violation ; )
remarks during the live stream
Perceptual -
AL7 Consumers are faced with the phenomenon of
purchase A L SR
Affective celebrities bringing goods and buying blindly in

preference

order to support celebrities
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Table 3 Main category formed by Axial coding (continue)

Category Main Corresponding The connotation of the category

category category

In the process of consumer rights protection,
A18

Rights defending

there are situations in which various stakeholders

cannot solve problems, such as prevarication

to no avail
Complaint 5 among stakeholders
Merchant . .
handling In the process of consumer rights protection,
processing A19

there are situations in which key complaints
Unclear subject of
) cannot be found and the responsibility for rights
responsibility .
protection cannot be confirmed

B9 A20 Consumers’ active rights protection behaviors
Rights

Willingness to  Willingness to when they encounter infringements
safeguard

defend rights defend rights

(3) Selective coding. Selective coding is the further condensing and
integration of the axial coding content. That is, mining the core category
from the main category, and analyzing the connection relationship
between the core category and the main category through the “storyline”
method, thereby developing a new substance theoretical framework
(Zarif, 2012). This study identified the core category of “triggering consumer
rights protection under live streaming e-commerce”, and centered on
the “storyline” of the core category, the typical relationship structure of

the main category is shown in Table 4.

Table 4 Typical relational structure of the main category

Typical relationship structure The connotation of relational structure

Operator’s infringement is an objective factor that

Operator behavior—Rights safeguard | ) )
triggers consumer rights protection

Consumers’ personal demands are the subjective

Personal appeal—Rights safeguard ) ) ) )
factors that trigger consumer rights protection actions
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Table 4 Typical relational structure of the main category (continue)

Typical relationship structure

The connotation of relational structure

Complaint handling—Rights safeguard

The result of the operator’s handling of consumer
complaints is an objective situation that triggers

consumer rights protection actions

Operator’s Behavior—Individual

Appeal—Rights safeguard

Operators’ actions may trigger consumer rights
protection actions through their impact on

consumers’ appeals

Operator’s Behavior (Complaint

Handling) —Rights safeguard

Operators’ actions may affect consumer rights
protection actions as a result of handling

consumer complaints

Individual appeal (complaint handling)
—Rights safeguard

Individual appeals may affect consumers’ rights
protection actions due to the results of the

operators’ handling of complaints

On this basis, a theoretical framework of factors affecting consumer

rights protection has been constructed and developed, as shown in Figure 1.

The factors that affect consumer rights protection can be divided into

objective factors of business operators’ behavior and subjective factors

of consumers’ appeals. Both of them may directly affect the triggering of

consumer rights protection. Objective factors may affect the occurrence

of consumer rights protection through subjective factors. At the same

time, the results of live streaming e-commerce operators’ handling of

consumer complaints may affect the actions of operators and consumers’

appeals to trigger consumer rights protection actions.
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Objective factor Subjective

Supervision rights

’ Informed purchase

—p

’ Transaction security

Rights

safeguard

Complaint

’ Even bargain ‘
‘ handling

Figure 1 Consumer rights safeguard trigeer theoretical model framework

(4) Theoretical saturation test. This study uses the remaining
quarter of the interview data (that is, 4 interviews, including 2 individual
in-depth interviews and 2 focus group interviews) as a theoretical saturation
test. Through the analysis of open coding, axial coding, and selective
coding, the results did not find a new relationship structure of the main
category, and no new constituent factors were found within the nine main
categories. It can be seen that the scope of this research has been very
rich, and the above-mentioned live streaming e-commerce consumer
rights trigger framework model has reached saturation in theory.

Consumer rights safeguard trigger influencing factor model
explanation

1.The impact of operators’ behavior on the triggering of
consumer rights safeguard

Operators in live streaming e-commerce sales include live streaming
e-commerce platforms, product merchants, and streamer teams. The
behavior of the operators is an objective factor that triggers the protection
of consumer rights. According to this research, it can be seen that the
categories of behaviors related to operators, such as informed purchase,
transaction security, even bargain, after-sales service, and individual privacy

that easily lead to the protection of consumer rights and interests.
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(1) Informed purchase. Informed purchases include false
propaganda, special shot links, abuse of limit words, and substantive
associations that affect consumers’ knowledge of information. False
propaganda refers to the fact that the streamer adopts false or misleading
propaganda methods during the sales process of e-commerce streamers
so that consumers cannot fully understand their rights to know. This hurts
the advanced protection of live streaming e-commerce consumption and
initiates the possibility of consumer rights safeguard. Special shot links
mean that live stream sellers additionally set up special product purchase
links to mislead consumers to purchase. These live stream orders and
special shot links are subject to greater risks, and consumers should remain
vigilant. Abuse of extreme words is the streamers use extreme advertising
vocabulary in the live delivery process to induce consumers to buy.
Consumers at an information disadvantage often affect their judgments
with extreme words such as “limited seckill”, “best”, and “first”.
Substantial association means that the streamer claims that product
recommendations only represent personal opinions during the delivery
process, but in fact, the live stream team and the merchant belong to a
community of interests, which has become an important factor in causing
false publicity.

(2) Transaction security. Transaction security includes related factors
such as prohibited products, quality assurance, and timeliness of logistics
that affect consumer product acceptance and use safety. Prohibited
products refer to items that are prohibited or restricted from being sold
offline and sold through live stream, which disrupts the market order and
may also endanger the health of consumers. Quality assurance refers to
the sale of OEM, counterfeit, fake, and inferior products during the live
stream process, which seriously affects the safety of consumer products.
The timeliness of logistics refers to the slow delivery and unavailability
of logistics information due to the live stream team (Zhu & Liu, 2021).



The Impact Model of Consumer Rights Safeguard Trigger in the Context of Live Stream E-commerce
Grounded Research Based on the Consumer’s Perspective

Consumers also lack the right to inquire about the damage and loss of
goods in the logistics, resulting in consumption The right to accept the
product’s safety is impaired.

(3) Even bargain. Even bargains include over-the-counter transactions,
fake data, and monopolistic competition, and other relevant behavioral
factors that influence consumers to make fair purchases in the live
streaming e-commerce market. Over-the-counter trading refers to the
behavior of the streamer directly or indirectly guiding consumers to transfer
to social software platforms other than the original live streaming e-commerce
platform to conduct transactions through language explanations and
low-cost guarantees in the live stream room. Because of the over-the-
counter transactions, consumers are defending their rights. At times, there
are often greater difficulties in the ability to provide evidence, subject
identification, and responsibility sharing, which are not conducive to fair
transactions in the market and the formation of an environment for
consumer rights protection on the Intermnet. Fake data refers to the behavior
of the live stream team buying the number of people, traffic, and purchases
in the live stream room. The behavior of the streamer to create fake data
confuses consumers’ understanding of product reputation and recognition
and affects consumers’ independent choice of product purchase.
Monopolistic competition refers to unfair competition in which live stream
platforms and streamers use their scale advantages to occupy a large
number of markets. At the same time, it is easier for platform operators
to use algorithms and other technical means to reach a certain consensus
against consumers (Ezrachi & Stucke, 2017), so that business activities will
be shrouded in a black box that is not transparent enough, greatly
disrupting the fair trade order in the market.

(4) After-sales service. After-sales service includes related behavioral
factors that influence consumers’ after-sales service demands, such as
difficulty to return or exchange goods, lack of evidence, and poor service.
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Difficulty in return and exchange refers to the behavioral problems that
consumers face after purchase, such as restrictions on return and exchange
of goods by live stream merchants, and refusal to return and exchange
goods, which seriously infringes on the legitimate rights and interests of
consumers to return and exchange goods. Lack of evidence due to
circumstances such as the closure of the live stream link and the
cancellation of the live stream playback, the original live stream content
cannot be reproduced, etc., causing consumers to be unable to obtain
evidence and have nowhere to seek compensation when encountering
infringement facts. Poor service means that after-sales information cannot
be inquired or prevarication occurs, and consumers are easily in a passive
state of rights protection that lacks after-sales protection (Zhu & Liu, 2021).

(5) Individual privacy. Individual privacy refers to situations in which
consumers’ purchase information and personal information on live
streaming e-commerce are leaked and sold by operators. However, in a
mixed network environment, e-commerce platforms and streamers are
not strong enough to protect reasonably collected user information.
Infringements such as illegal collection, leakage and trading, and improper
use often occur, or those who intend to collect and package user
information for sale The situation is not uncommon, and the protection
of consumers’ personal information is greatly challenged (Kim, et al, 2016).
Live streaming e-commerce operators use various means to obtain various
private information of consumers and use them for profit, which infringes
the privacy rights of consumers’ personal information.

2. The impact of consumers’ appeals on consumer rights
safeguard

Faced with the infringement of live streaming e-commerce operators,
consumers need to make claims for rights protection according to their

actual situation, but at the same time, they should improve their
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self-protection ability and awareness of rights safeguard, and effectively
maintain the market order of live streaming e-commerce from the
perspective of rational consumption. From the perspective of consumers,
the impact on consumer rights protection includes subjective factors in
two aspects: critical supervision and perceptual purchase.

(1) Supervision rights. Supervision rights refer to the behavioral
perception of consumers who manipulate consumers’ positive comments
on live stream products or services by live streaming e-commerce
operators. “Online reviews” have become an important reference factor
for online consumption, and the word-of-mouth effect is obvious. However,
in the live stream of e-commerce, some operators use actions such as
swiping orders, fictitious transactions, and buying positive reviews to give
consumers the illusion of “praise”, misleading consumers to judge the
accuracy of the product facts, and causing consumers to make Wrong
choice (Wayne, 2019). What is being considered at this time is not the
purchase behavior of live streaming e-commerce operators on positive
reviews, but the active behavior of consumers participating in false reviews.
Consumers give up their right to criticize and supervise the live streaming
e-commerce market due to their interests, which belongs to the lack of
protection of their legitimate rights and interests in personal cognition,
and even encourage fraudulent behaviors by operators (Lucille, 2016).

(2) Perceptual purchase. Perceptual purchase means that
consumers have impulsive buying behavior due to external factors. It is
also a subjective factor that affects the protection of rights and interests
at the consumer level. In this study, it is believed that includes two
aspects: content violation and effective preference. Content violations
mean that e-commerce streamers perform vulgar performances and
inappropriate remarks during the live stream to attract traffic. As an
emerging format, live streaming e-commerce is still in a period of barbaric
growth. The quality of the streamer and the live content are uneven, and
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the content of pornography, vulgarity, and inappropriate speech that can
increase popularity and attract traffic appears frequently, which greatly
stimulates consumers’” immediate impulse consumption. In this situation,
consumers often choose to give up their rights safeguard when their rights
are damaged after purchase. Affective preference refers to the phenomenon
that consumers blindly buy and neglect to protect their rights when they
are faced with the situation of a relationship group bringing goods. For
example, when celebrity streamers have problems such as false product
promotion and quality assurance, their fans’ emotional preference for
them will dilute the fact that the streamers are suspected of infringements
(Prince, Fang, Andy, & Kulbo, 2021). Consumers will also attribute such
behavior to product merchants because they preferred celebrities, and
will give up the right to complain and defend their rights.

3. The impact of operator’s complaint handling on the triggering
of rights safeguard

In the case of consumer infringement problems encountered in
e-commerce live shopping, the most direct way for consumers is to express
their rights claims to the live streaming e-commerce operators, only when
the claims have not been deal with properly or the infringement is beyond
the scope that the operators can solve that consumers will seek judicial
relief. This study points out that objective circumstances such as
unsuccessful rights protection and unclear responsibility subjects, such
as consumer complaints that have not been resolved by operators, will
trigger consumer rights safeguard behaviors.

Rights defending to no avail refers to situations in which the
consumer’s rights protection process cannot solve problems such as
prevarication among various stakeholders. However, as mentioned in the
previous article, there are problems such as lack of evidence and
operators’ mutual excuses in live streaming e-commerce shopping. As a

result, consumers’ legitimate demands cannot be solved by live streaming
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e-commerce operators. Given this situation, consumers complained
through legal channels to relevant management departments for the
final protection of their rights. The unclear subject of responsibility refers
to the situation where the key complaint subject cannot be found in the
process of consumer rights protection, and the responsibility for the
protection of rights cannot be confirmed. After the occurrence of
transaction disputes, due to the lack of clear standards and rules, the
responsibility of the business entity is blurred, so that consumers based
on live streaming e-commerce cannot be properly handled by the operator
after their rights are damaged. Consumers often further demand judicial
consumer rights protection.

Conclusion and Discussion

This research focuses on the mechanism of the role of consumer
rights protection in live streaming e-commerce, coded and analyzed
through a grounded theoretical research approach based on interview
data, revisited the connotation of the relationship between infringement
and consumer rights protection in live streaming e-commerce, and
explored the impact of nine factors on consumer rights protection triggers
such as informed purchase and transaction security in the live streaming
e-commerce context.

1. Theoretical contributions

This research summarizes various types of rights protection
phenomena from the perspective of consumers, explores the role played
by organizations of parties involved in e-commerce live streaming in the
process of consumer rights protection, adds new content to the
connotation of the relationship between consumption problems faced
in live streaming e-commerce and consumer rights protection behavior,
and provides a new research perspective. The final construction of a

mechanistic model of the behavior of live streaming e-commerce
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operators, consumers’ personal claims and operators’ complaint handling
that affects consumers’ rights protection claims, reflects the influence
path of consumer rights protection triggered by the role of the external
infringement behavior of live streaming e-commerce operators and
consumers’ internal rights protection state, as well as the joint role of
operators’ results of consumer complaint handling and subjective and
objective factors.

2. Implications for Practice

This research reveals the focus of solving consumer rights protection
issues in live streaming e-commerce, and provides an effective reference
for the current law to be unable to fully and effectively adjust the practical
problems of live streaming e-commerce due to the lag of legal regulations.
Therefore, to rectify the chaos in the live streaming e-commerce market
and make it develop in a positive direction, operators such as live stream
platforms, merchants, and streamers can form behavioral self-discipline
and professional self-regulation, and consumers themselves can enhance
the awareness and maintenance of rights and interests. The government
and industry can strengthen the governance of infringements, determine
the responsibilities and tasks of each subject, enable communication,
interaction, action, and supervision between multiple subjects to develop
cooperation and co-governance, and the overall environment of live

streaming e-commerce will be built more perfect.
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Abstract

Today'’s digital technology has a major effect on people’s lifestyles.
Furthermore, technology has altered people’s lifestyles, which is why
they now choose to utilize and consume more items and services online.
In the face of ever-increasing competition, online firms must adapt by
depending on technology and picking these technologies to drive their
enterprises. Businesses utilize a variety of marketing methods. A business’s
brand is one of the most essential aspects in its success. However, there
has been little study on online impulse buying, particularly on brand and
psychological factors. Therefore, the purpose of this study was to examine
four areas of interest in the field of impulse purchasing: first, the influence
of brand factors on psychological factors; second, the influence of brand
factors on consumers’ online impulsive buying; third, the influence of
psychological variables on impulse buyin; fourth, psychological factors
mediate the relationship between brand factors and online impulse
purchases. The research tool was online questionnaires to collect data
for this study. The 400 respondents corresponded to the desired sample
size from consumers who have experience shopping beauty products

online. Structural Equation Modeling (SEM) was used to analyze the data.



An Empirical Investigation of Brand Factors and Online Impulse Buying:
the Mediating Role of Psychological Factors

The findings revealed that brand factors had a positive direct influence
on psychological factors. Brand factors had a positive direct influence on
online impulse buying. Psychological factors had no positive direct
influence on online impulse buying and psychological factors mediated
direct influence between brand factors and online impulse buying.

Keywords : Brand Personality; Brand Image; Brand Emotion Attachment;

Psychological Factors; Online Impulse Buying

Introduction

Brand is one of the critical factors affecting corporates’ success as
it can be used to differentiate a product from its competition (Chaudhuri,
A. and M. B. Holbrook, 2001). A brand has its own personality and image.
Brand personality and brand image helps customers better understand
the brand. Indeed, the customers tends to patronage the brand that they
believe the brand personality and brand image match their own.
Furthermore, the emotions involving feelings and connection lead to
different customers’ attitudes and behaviors. For example, Dunn, L and
Hoegg, J. (2014) suggest that established brand emotion attachment is a
powerful tool influencing the purchasing decisions of consumers. According
to the rapid growth of online shopping, many new brands realize the
significant role of brand image and brand personality as it can shape
customers’ attitudes towards the brands, which is a key success factor of
online marketing. Indeed, Esch, F., Langner, T., Schmitt, B. and Geus, P.
(2006), stated that a favorable consumer image and favorable assessment
of brand perception affects the level of emotional attachment in an
individual’s mind. Online marketers prioritize strong positive brand image
(Liu, M.T., Wong, LA, Tseng, T.H., Chang, AW.Y. and Phau, I., 2017), because

brand image can enhance online brand performance (Barreda, AA,,
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Bilgihan, A., Nusair, K. and Okumus, F.,2016). In addition, consumers are
more likely to make impulsive purchase decisions when they do the
shopping via online channels (Verhagen, T. and van Dolen, W., 2011).
However, in spite of several studies on brand personality, brand image
and brand emotion attachment, there has been limited research on the
impact of these brand factors on online impulse buying.

Psychology factor is related to the consumer’s purchasing behaviour
especially impulse buying behaviors. There are several psychological
motivations that influence impulse buying (Rook, 1987). According to
Japutra, A., Ekinci, Y. and Simkin, L. (2018) state that consumers are
likely associate and build relationships with the brands. Positive attitudes
is one of the critical psychological factors that can lead to online impulsive
purchase behavior. According to Bao and Wang (2021). Sharma, P.,
Sivakumaran, B. and Marshall, R. (2010), they discover that impulsive
behavior is natural and motivated by what drives buying, hence online
purchasing is influenced by customers’ psychological factors. However,
previous research on brands factors and psychological factors focusing
on the impulse purchasing context has received little attention.

Impulsive purchasing behavior is described as customers’ decision
to acquire products or services without previous preparation as a response
to an instant and persistent want (Jamal, A., and M. M. H. Goode (2001).
According Bouhlel, O., Mzoughi, N., Hadiji, D., & Slimane, I. B. (2009),
consumers are impulsively driven to buy products influenced by online
branding matching with their own image. Beatty and Ferrell, (1998) state
that psychological elements lead to spontaneous drive or impulse to
make a purchase. Therefore, this study aims to investigate the effects of
brand factors (brand personality, brand image, and brand emotion

attachment) and psychological factors (self-satisfaction, self-presentation,
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and self-congruence) on online impulsive buying behavior by using online
questionnaires to collect data for this study. The 400 respondents are
the customers who have online shopping experience on beauty products
which are skin care, color cosmetics, hair care, perfumes, and personal
care goods. The results of the study are useful to businesses especially
online companies to gain the understanding on the key branding and
psychological factors influencing online impulse purchases. The implication
of the research results can bring about the competitive advantages in
terms of brand management and marketing campaign based on the

understanding of brand and psychological factors.

Literature review and hypotheses development
1. Brand Factors

A brand is a name, symbol, design, or combination that identifies a
certain organization’s product as having substantial advantages and
differences (O’Malley, 1991 : 107). While branding is not a new idea, firms
are increasingly embracing brand concepts in an increasingly diversified
world where branding plays an increasingly vital role (Wentz and Suchard,
1993). In online branding, the organization offers the opportunity to expand
its brand through a wide range of products and services that are effective
through the website. Thus, many businesses use corporate brand websites
primarily in their online branding strategies. (Ward and Lee, 2000). Brand
personality, brand image, and brand emotional attachment are the three
characteristics examined in this study.

1.1) Brand Personality

Brand personality is defined as a human trait associated with a
particular brand (Aaker, 1997, Govers, P & Schoormans, J, 2005). Saeed.
S., Ebrahim, M. and Michel, L. (2015), found that brand personality plays
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an important role in shaping customer attitudes and behaviors towards
brands. Furthermore, Fournier, (1998) found that brand personality is
important for building critical emotional relationships with customers.
This is consistent with research of Keller’s (1993) findings that consumers
gain more positive self-esteem by associating brands with their personalities
while consuming their preferred brands. Furthermore, according to research
by Bouhlel, O, et al., (2009), online branding influences customers by
incentivizing them to impulse purchase brands with their own personality.
Therefore, brand personality is likely to influence impulse buying.

1.2) Brand Image

Satchapappichit (2020) said that a brand image the picture that
happened in the minds of consumers towards a particular product
Therefore, brand image is very important to identify how customers feel
about a brand (Plumeyer, A., Kottemann, P., BEoger, D. and Decker, R,
2019). The concept of brand image was further developed by Low and
Lamb (2000) that brand image is considered as rational and emotional
perception that consumers are firmly attached to that brand. Moreover,
customers with positive brand experience or attitude have high level of
satisfaction toward the brand (Song, Y., Hur, W.M. and Kim, M., 2012).
Keller, K.L. (1998) mentioned that brand image is a differentiation
characteristic that influences consumer impulse when they see a brand.
Thus, brand image should bring about online impulse purchases.

1.3) Brand Emotion Attachment

Emotional brand attachment describes the bond purchasers’
emotional connection to the brand (Levy, S., & Hino, H., 2016). Berry (2000 : 134)
states that exceptional brands have a strong emotional connection with
their target group. It should be noted that customers are likely to choose

brands that fit their self-image and self-personality. In this particular way,
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the customers will try to reflect their own self through brand choices.
The association between brand factors and self-expressiveness or
psychological factors should be considered especially in the online
environment. Besides, Bao, Z. and Wang, D. (2021), suggest that positive
emotions and attitudes may lead to impulsive purchase behaviors.
Consequently, a passionate association with online consumers should
drive prompt internet-based purchasing. As a result, brand factors which
are brand personality, brand image and brand emotional attachment can
be considered as the factors affecting self-expressive or psychological
factors. Additionally, these brand factors should also influence the online
impulse buying. Thus, the following hypotheses are proposed.

Hypothesis 1: Brand factors have a positive direct influence on
psychological factors.

Hypothesis 2: Brand factors have a positive direct influence on online
impulse buying.
2. Psychological Factors

Psychological factors relate to emotions, which are intrinsic stimuli
resulting in physical behaviors. This study focuses on psychology factors
involving the way customers express themselves through products, which
are self-satisfaction, self-presentation and self-congruence.

2.1) Self-Satisfaction
According to Ryff, C.D. (1989), says that self-satisfaction refers to

the happiness that comes from having positive feelings for oneself and
one’s own life. This is the sum of all thoughts and feelings that a person
sees as himself, so what it was and what you hope it will be (Hogg, M. K.,
A. J. Cox, and J. Keeling (1998). When customers have a higher sense of
self-satisfaction of a particular brand, they are likely to impulsively

purchase the product.
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2.2) Self-presentation

Self-presentation refers to the act of showing oneself to others
and attempting to influence and impress others (Yang, C.C. and Brown,
B.B., 2016). Research by Lee, J.E., Hur, S. and Watkins, B. (2018), explains
that luxury companies employ basic imagery on social media that hints
at fame and luxury to develop brand relationships among individuals who
are familiar with the brand. According to Walther, (2007) which state that
self-presentation was a particularly distinctive motivation in online context. Thus,
self-presentation could pay an important role in online impulsive buying.

2.3) Self-Congruence

Self-congruence is defined by Sirgy, M.J. (1982) as a comparison
of the psychological degree of balance between the consumer’s self-image
and the brand’s image. He explains that true and ideal self-coincidence
predicts customers’ purchasing behavior. This is consistent with research
by Ekinci, Y. and Riley, M. (2003) who discovered that customer sentiments
about items are substantially connected with self-congruence. Therefore,
self-congruence means to compare between consumer self-image and
brand user-image, which, if similar or consistent, will motivate consumers
to have a positive attitude, satisfaction or impulse purchase.

Online impulse buying
Impulsive buying is defined as an unrestrained, unreflective, quick,

and active purchase that establishes a rapid autonomous orientation and
subjectivity for a quick sense of belonging (Rook and Fisher, 1995; Kacen
and Lee, 2002). The justification for impulsive purchases is based on an
internal stimulus. It is suggested that the capacity to bridge the gap
between the real and ideal selves may influence hurried purchases
(Verplanken, B. and Sato, A. 2011). A higher level of ideal self-congruence
may increase the desire to make impulsive buying. This is consistency
with research by Berkman, H. W., Lindquist, J. D., & Sirgy, M. J. (1996)
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stated that consumers view brand image as identical with self and behavior
is influenced by emotional and intrinsic motivation factors. A brand image
and a more consistent, higher self-congruence excite consumers as brands
help them achieve their ideal self. Wang, Y. and Qiao, F. (2020) that
examined the relationship between luxury brands and the desire for
social presence among young Chinese consumers. Hence, this paper
proposes that three psychological factors, which are self-satisfaction,
self-presentation and self-congruence should affect online impulse buying
as stated in the following hypothesis:

Hypothesis 3: Psychological factors has a positive direct influence
on online impulse buyinsg.
3. Brand factors, psychological factors and online impulse buying

Impulse buying is described as buying anything on the spur of the
moment, generally in response to stimuli and often accompanied with
pleasure (Rook, 1987). As internet shopping has been becoming popular
nowadays, consumers tend to make unintended and impulsive purchases
(Jones, M. A, Reynolds, K. E., Weun, S., & Beatty, S. E., 2003). Brands are
used to create a unique identity and to corroborate the consumer’s
self-expression (Fournier, 1998). As a result, individuals choose a brand
to build confidence and express their identity to others. A previous study
by Leong, L.-Y., Jaafar, N.Il. and Ainin, S. (2018) has addressed the importance
of psychology in impulsive purchasing and the mediating function of
impulse buying in the setting of social and f-commerce in a prior research.
Research of Gao,W., Wei,J., Li,Y., Wang,D. and Fang.,L. (2011) found that
self-presentation mediates the relationship between motives for using
social networking sites and well-being. Thus, the current study proposes
the following hypothesis:

Hypothesis 4: Psychological factors mediates the relationship

between brand factors and online impulse buying.
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Figure 1 : Conceptual Framework

Research methodology

1. Data collection and sample

The quantitative research method was used to empirically test the
proposed hypothesizes grounded on relevant theories. Online
questionnaires are the data collection method applied to collect the data
by using purposive sampling technique. According to the Cochran (1977)
the exact population is unknown; sample size is 384 respondents. In
order to obtain data reliability, researcher increased sample to be 400
respondents. This study focuses on the Thai consumers aged 18 years
and over who have online purchasing experience of beauty products in
Thailand. The beauty products in this study include skin care, color
cosmetics, hair care, perfumes, and personal care goods (Archna, P.,
Krithika, R. and Susshruthi, G., 2018).

2. Research instruments

The measurement of variables was developed based on the literature
reviews. This study measures brand personality using a validated 6-item
scale suggested by Norman, W.T. (1963), and Tupes, E.C. and Christal, R.E.
(1958). Brand image uses a validated 6-item scale suggested by Keller, K. L.
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(1993) and Kumar, N., Upamannyu and Bhakar, S.S (2014). Brand emotion
attachment uses a validated 6-item scale suggested by Shimul, A.S., Phau, .
and Lwin, M. (2019). Self-satisfaction uses a validated 5-item scale
suggested by Margolis,S., Schwitzgebel. E., Ozer. D.J & Lyubomirsky, S.
(2018). Self-presentation uses a validated 5-item scale suggested by Bei, L.-T.
and Simpson, E.T. (1995). Self-congruent uses a validated 5-item scale
suggested Shimul, A.S., et al. (2019). Online impulse buying uses a validated
5-item scale suggested by Akram, U., Hui, P., Kaleem, K.M., Tanveer, Y.,
Mehmood, K. and Ahmad, W. (2018).

The tools were reviewed by three experts to validate questionnaires
using the Index of Item-Objective Congruence (I0C). The instruments were
pre-tested with 30 respondents. The result of Cronbach’s Alpha is 0.874.
Then, the Structural Equation Model (SEM) was used to test model fit
and research hypotheses.

Findings

Table 1 : Reliability and Convergent Validity

latent variable / observable variable  Cronbach’s Alpha CR AVE

Brand factors 0.957 0.887 0.665
Brand Personality (BP) 0.904 0.896 0.591
Brand Image (BI) 0.912 0.911 0.631
Brand Emotional Attachment 0.895 0.900 0.606
(BEA)

Psychological factors 0.973 0.929 0.725
Self-Satisfaction (SS) 0.921 0.939 0.754
Self-Presentation (SP) 0.928 0.920 0.696
Self-Congruence (SC) 0.925 0.919 0.698

Online Impulse Buying (OIB) 0.907 0.908 0.665
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From Table 1, Cronbach’s alpha greater than 0.7 indicates good

reliability (Taber, K. S. 2018). In terms of brand factors, the Cronbach’s

Alpha value is between 0.895-0.987, while the impulse buying factor via

online channels is Cronbach’s Alpha is between 0.919-0.973. The
psychological factor is Cronbach’s Alpha is between 0.908-0.973. The

online impulse buying has Cronbach’s Alpha value of 0.907, over 0.70

. meets the established criteria. The composite reliability is greater than
0.70 (CR > .70) and the Average Variance Extracted: AVE, is greater than

0.5 indicates that the measurement is consistent. The measurement

model has good convergence straightness (Steven, J.P., 2009).

Table 2 : Confirmatory Factor Analysis (CFA)

Statistics used in the audit  Criteria to consider  calculated value Result
Chi-square ( )(2 ) o891
df - 6 -
CMIN/df < 2.00 1.650 Pass
GFl > 0.90 0.993 Pass
AGFI > 0.90 0.967 Pass
RMSEA < 0.05 0.040 Pass
RMR < 0.05 0.009 Pass
CFI > 0.95 0.998 Pass
TL > 0.90 0.994 Pass
NFI > 0.90 0.995 Pass

After modification the model shows good fit (7(2 =9.897, CMIN/df =
1.650, GFI = 0.993, CFl = 0.998, NFI = 0.995, TLI = 0.994, AGFI = 0.967,
RMSEA = 0.040, RMR = 0.009). The results shown in Table 2 and Figure 2

presents the structural equation modeling model results.
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The results of the analysis of the structural equation modeling
(Structure Equation Modeling: SEM)

Before testing the hypothesis, this study used A!;/\OS to conduct
confirmatory factor analysis (CFA). Model fit indicators, X =44343, CMIN/
df = 1.344, GFl = 0.981, AGFI = 0.961 RMSEA = 0.029, RMR = 0.034, CFl =
0.997, TLI = 0.994, and NFI = 0.987, were all within the accepted criterion

as shown in Figure 2. =

7

Psychological Factors,

Chi-square=44.343,df=33,P-value=.090, CMIN/df=1.344,
GFI=.981, AGFI=.961, CFI=.997, TLI=.994, NFI=.987,
RMSEA=.029, RMR=.034

Figure 2: Structure equation model result
The hypothesis results show in the table 3. The hypothesis testing
demonstrates that brand factors have a positive influence on psychological
factors. Brand factors also have a positive relationship with online impulse
buying. However, psychological factors do not have a positive relationship
with online impulse buying. Finally, the results also illustrate that
psychological factors mediate the relationship between brand factors and

online impulse buying. The mediating effect results show in the table 4.




Dsanssuwnnyd UMBNENAainsn C@
&
UR 41 aUUA 1 UNSIAU - IUKEU 2566 4 i

Table 3 : Summary of research hypothesis testing results

Research Hypothesis Results
Hypothesis 1: Brand factors have a positive influence on Supported
psychological factors.
Hypothesis 2: Brand factors have a positive influence on online Supported

impulse buying.

Hypothesis 3: Psychological factors have a positive influence on

online impulse buying.

Hypothesis 4: Psychological factors mediates relationship

between brand factors and online impulse buying.

Not Supported

Supported

According to the table 3, the first hypothesis proposing the brand

factors have a positive influence on psychological factors is supported.

The second hypothesis proposing the brand factors have a positive

influence on online impulse buying is supported. The third hypothesis

proposing the psychological factors have a positive influence on online

impulse buying is not supported. And the fourth hypothesis proposing

the psychological factors mediates relationship between brand factors

and online impulse buying is supported.

Table 4 : Mediating effect results

Mediating effect IV-DV IV-M-DV Mediation

direct indirect type
Brand factors —» Psychological 0.990 0.880 0.110 Full mediation
factors = Online impulse buying

Conclusion and Recommendations

The results present that brand factors which are brand image, brand

personality and brand emotion attachment affect psychological factors
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which are self-satisfaction, self-presentation and self-congruence. The
findings also show that brand factors can affect online impulse buying,
while there is no association between psychological factors and online
impulse buying. Additionally, the psychological factors mediate the
relationship between brand factors and online impulse buying. This result
is consistent with previous studies, (e.g. Floh, A. and Madlberger, M., 2013),
demonstrating that brand features enhance the emotional state of online
shoppers and leads to the eventual urge to buy online products. The
results are also in the line with research of Chan et al., 2017. They found
that the pleasure and happiness as the emotional reaction have impact
on impulse purchase.

The online branding factors affect the way customers introducing
themself to others in order to impress them or self-presentation. In fact,
Wang and Qiao (2020) suggest that premium brands involve the need for
presence in the society of young consumers. Thus, brand management
is essential to influence customers’ perception or attitudes regarding
themselves. The results also affirm that online brand factors affect the
psychological degree of similarity between the brands and themselves
or self-congruence. The research by Guo, (2003) states that consumers
tend to favor brands that are congruence with their personality traits.
Furthermore, Oliver (1997) state that brand image, emotional and
psycholosgical functioning, can result in positive customer perceptions
toward the brands, which consequently can have a positive effect on
impulsive buying behavior (Mrad, M. and Cui, C.C., 2020). Thus, the
psychological factors play critical role as the mediator on the relationship
between the brand factors and online impulse buying. The understanding
of the associations of these factors should result in successful online

marketing strategy.
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From a theoretical point of view, this research contributes to the
understanding of the online impulse buying. First, three distinctive branding
factors are identified, their associations with three psychological factors
and online impulse buying are empirically tested. The results provide the
evidence that online impulse buying can be affected by branding factors.
However, there is no association between psychological factors and online
impulse buying. The explanation of this relationship is that psycholosgical
factors play mediation role on the relationship between brands factors
and online impulse buying. Therefore, both brand factors and psychological
factors need to take into consideration when studying on online impulse buying.

From a management perspective, businesses need to develop an
online brand management strategy to create a strong competitive
advantage. The results indicate that online businesses should focus on
online branding management in order to stimulate the online impulse
buying. Strong brand image, brand personality and brand emotional
attachment can influence customers to have favorable sentiments about
themselves. The positive thoughts regarding themselves are likely to buy
the online products without planning. In addition, customers’ self-attitudes
as the psychological factors can drive consumers to buy products or
services online impulsively through the effective brand management. It
should be noted that future research on other brand and psychological
factors should be useful to gain further understanding on online impulse

buying. Further study in different products is also recommended.
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Abstract

This research aims to analyze the factors affecting consumer’s buying
decision of cannabis food products in Bangkok. The research samples
were 400 consumers of cannabis food products in Bangkok selected by
purposive sampling method. The research instrumentwas a questionnaire.
The data received were analyzed by percentage, standard deviation, and
multiple regression analysis. The results of the research revealed that the
majority of the respondents were between 35-44 (39%), female (54%),
graduated with a bachelor’s degree (48%). The majority of them were
company employees who earned monthly income between 10,001 and
30,000 baht (52.5%). The demographic factors of the respondents had no
influence on their decision to purchase cannabis food products at a
statistical significance of .05. On the other hand, it was discovered that
attitude factors and causal factors influenced respondents’ decisions to
purchase cannabis food products at a statistical significance of.05. Finally,
the findings of this study can be used to develop suidelines for developing

cannabis food products for consumers.
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