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ABSTRACT

This research studied the factors affecting the use of online beauty shopping
base on Technology Acceptance Model 2. Questionnaires were used to collect data from
a sample of 400 participants who used the internet and the online beauty shopping
services. The hypothesis was established using the Technology Acceptance Model 2
(TAM2) and was analyzed by structural equation model. The results showed that
expectations on usage and expectations on easiness were the main factors that supported
the acceptance of online beauty shopping usage. The researchers found that influence
from subjective norm, service features, service quality and service performance, and
external factors such as user experiences were the factors affecting the use of online
beauty shopping. The results also showed that awareness of subjective norm, service
performance had a direct effect upon perceived ease of use and also affected to behavior

Intension. Therefore, the use of online beauty shopping should be developed to become

more efficient in meeting the needs of the users who focus on convenience, speed, and

perceived ease of use.
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