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Abstract
This study aimed to (1) examine the relationship between digital integrated marketing
communication (DIMC) and consumers’ purchase decisions of herbal tea products on the TikTok
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platform, (2) analyze the influence of DIMC components on purchase decisions, and (3) propose
appropriate digital marketing strategies for herbal tea entrepreneurs. A quantitative research
design was employed. Data were collected from 4 0 0 consumers who had experience or
purchase intention regarding herbal tea products on TikTok using an online questionnaire.
Descriptive statistics, Pearson’s correlation, and multiple regression analysis were used for data
analysis.The findings revealed that digital integrated marketing communication was positively
correlated with consumers’ purchase decisions and could explain 28.2 % of the variance in
purchasing behavior. Digital advertising, digital sales promotion, digital publicity and public
relations, and digital direct marketing were found to have a statistically significant influence on
purchase decisions. In contrast, digital personal selling did not show a significant effect in the
overall model.The results indicate that TikTok serves as an effective digital platform for
enhancing consumer awareness, trust, and purchase motivation for herbal tea products. The
study provides practical implications for herbal tea entrepreneurs by highlighting the importance
of health-oriented content, influencer collaboration, and real-time promotional activities. These
strategies can be applied to improve marketing effectiveness and foster long-term brand
sustainability in the digital marketplace.

Keywords: Integrated Marketing Communication, Digital Media, Purchase Decision, Herbal
Tea,Tiktok
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