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Abstract
Communication technology helps generates swift marketing promotion and digital media
acts as an accelerator for customers’ behavior. Therefore, this study aims to identify digital marketing
determinants that affect the skincare purchase behavior of consumers in Bangkok and the perimeter
based on the Theory of Planned Behavior (TPB). Data collection was done by distributing questionnaires
to 400 customers aged between 20 — 40 years old and the data analysis used was multiple regres-
sion. Results revealed attitude towards digital media, subjective norms, and perceived digital media

usage as determinants that influence consumers’ purchase behavior at a 0.01 level of significance.
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Results from the study would be the guideline for business sectors to improve promotional methods

via digital media to increase sales.
Keywords: Skincare, Purchase Intention, Purchase Behavior
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