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Abstract

The objectives of this research were (1) to study the level of Social Media Participation
(SMP) and (2) confirmatory factor analysis of SMP that affect to Thai SMEs cosmetic brand’s
purchase behavior. This research is quantitative analysis using a questionnaire as a tool to
collect data from a sample of 400 female millennial customers. Data were analyzed using
descriptive statistics, including mean and standard deviation for described general information

of the sample and level of SMP. The inferential statistics were used to analyze and verify the
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consistency of the structural equation model (SEM). The confirmatory Factor Analysis found
that sharing content from real users, professionals or online influencers have the highest level
of participation. SEM of SMP confirmed 4 components as content creation, sharing content,
communication building and connections. Then validating of SMP models for consistency was

found to be valid and consistent with the empirical data.
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