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Abstract

This article aimed to review the literature and identify the factors influencing the decision to
purchase branded cosmetic products in Thailand. The findings will benefit entrepreneurs in
the Thai cosmetic industry. The literature review identifies several factors affecting customer
purchasing decisions, including digital marketing, online influencers, purchase motivation, and
customer satisfaction. Digital marketing played a crucial role in effectively creating brand and
product awareness, while online influencers were helping to build up credibility and stimulate
purchase decisions through reviews and product recommendation. Thus, the branding
campaigns with customer motivation were designed for the target customer needs. Customer
satisfaction occurred when consumers received experiences on their target or beyond
expectations. The promotion on purchasing decisions for branded cosmetic products should

be considered these four factors.

Keywords: digital marketing; online influencers; purchase motivation; customer

satisfaction; branded cosmetics
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