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Abstract
The objectives of this research were: 1) Study the level of exposure to integrated marketing
communication via digital media influencing consumers' decision to use beauty clinics in Surat Thani

Province. 2) Compare the exposure to integrated marketing communication via digital media classified
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by individual factors. and 3) Study the influence of integrated marketing communication via digital
media on the decision to use beauty clinics. This quantitative research selected 400 purposive
samples of consumers who had used beauty clinics in Surat Thani Province within the past year.
The research instrument used a questionnaire. Data were analyzed using descriptive statistics
including percentage, mean, and standard deviation. Inferential statistics included t-test, ANOVA,
and Multiple Regression Analysis. The results showed that 1) The overall exposure to integrated
marketing communication via digital media was at the highest level (X = 4.32). 2) Consumers with
different ages, education levels, and average monthly incomes showed different exposure to
integrated marketing communication via digital media. and 3) Digital public relations was the most
influential form of integrated marketing communication via digital media, followed by digital sales.
Digital media promotion and digital media advertising, but direct marketing through digital media,
did not significantly influence consumers' decision to use beauty clinic services in Surat Thani Province
at the 0.05 level.

Keywords: Integrated Marketing Communications Model, Digital Media, Decision Making, Cosmetic
Clinic
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