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Abstract

This synthetic academic article aims to synthesize marketing and digital cultural factors
associated with facial skincare purchase behavior among adolescent consumers in Bangkok.
Integrating empirical evidence from a primary research study (n = 420) with consumer behavior
theories and contemporary frameworks, the article argues that purchase decisions among this
group cannot be explained by traditional demographic variables. Instead, they are driven by
three dimensions: Visual Experience, Online Social Relationship, and Community Trust. The
article proposes the "VPC Model" (Visual-People—-Community) as a strategic framework for
developing digital marketing strategies in the beauty industry targeting Thai adolescent

consumers.
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