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ABSTRACT

In this research investigation, the researchers examine 1) the purchasing decisions for

cosmetics products of the consumers in Trang province; and investigate 2) the influence of digital
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marketing communications on the purchasing decisions for cosmetics products of the consumers
in Trang province. The quantitative research approach was employed. The sample population
consisted of 400 Trang residents aged fifteen years and overusing the technique of simple random
sampling based on probability. Data were collected using a questionnaire and analyzed using
descriptive statistics consisting of frequency, percentage, mean, and standard deviation. The
inferential statistics employed were variable average, analysis of variance, simple regression
analysis, and multiple regression analysis. The statistically significant level was at 0.05.

Findings are as follows; 1) The purchasing decisions for cosmetics products of the
consumers in Trang province overall was at the highest level (M = 4.22, S.D. = 0.34). 2) Digital
marketing communications exhibited an influence on the purchasing decisions for cosmetics
products of the consumers in Trang province overall at R’ = 0.590. When considered in each
aspect, the following was found. Digital public relations, digital sale promotion, digital direct
marketing, digital personal selling, and digital advertising exhibited influence on the purchasing
decisions for cosmetics products of the consumers in Trang province at the statistically significant
level of 0.05.

Keywords: Digital Marketing Communications, Purchasing Decision, Cosmetics
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