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Purchase Decisions in Thailand
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Abstract

The purpose of this research was to test the effects of Digital Integrated Marketing
Communication on the Purchase Decision of Cosmetics online, Thailand. The sample group
was 385 people who bought cosmetic products through online media in Thailand. The

research tool was a questionnaire, statistics used in data analysis were mean, standard
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deviation and stepwise multiple regression analysis. The results of the study showed that
Digital Integrated Marketing Communication have digital media, Employee sales through digital
media, providing news and public relations through digital media and direct marketing through
digital media has a positive impact on consumers' online purchase decisions of Cosmetics

online, Thailand. Statistically significant at the .05 level.

Keywords: Digital integrated marketing communication, the purchasing decision, cosmetics
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