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The efficiency of online marketing communication by using celebrities on the

influence of consumer's intention to buy cosmetics.
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Abstract

The objectives of this research were 1) to examine the use of celebrities to conduct
online marketing communications for cosmetics, 2) to study the intention to buy cosmetics
among the consumers, and 3) to analyze the influence of online marketing communications using
celebrities on consumers’ intention to buy cosmetics. The sample group in this study included
400 males and females who had used cosmetics, selected by using the convenience sampling

method. Questionnaires were used as the data collection tool, with a reliability value of 0.935,



and were checked for validity by experts in the field. The statistical data analysis was conducted
using the descriptive statistics including percentage, mean, standard deviation, and the inferential
statistics with a significant level of 0.5. Demographic data showed that female respondents were
interested in cosmetics more than male respondents. They were aged 20-30 years old, company
workers, had a bachelor's degree, and usually followed news and updates of celebrities through
Facebook. It was found that online marketing communications using celebrities helped promote
good relations with the target group. In addition, the target group felt proud to use the same
cosmetics as their favorite celebrities. It also motivated them to buy the cosmetics, and changed
their mind from buying other cosmetics they had previously used. In conclusion, the use of
celebrities to conduct online marketing communications for cosmetics had an influence on the

consumers’ intention to buy cosmetics.

Keywords: efficiency of online marketing communication, celebrities, intention to buy cosmetics
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