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Abstract

This study aims to (1) compare consumer behavior in using aesthetic clinic services in the
digital era in Bangkok and vicinity by demographic factors, and (2) analyze the influence of digital
technology strategies of aesthetic clinics on consumer behavior. The sample consisted of 400
participants, collected via an online questionnaire. The instrument showed high reliability with a
Cronbach’s alpha of 0.95. The data were analyzed using descriptive statistics (frequency,
percentage, mean, and standard deviation) and inferential statistics including t-test, one-way
ANOVA, and Multiple Regression Analysis.

The findings revealed that age, occupation, and monthly income significantly influenced
consumer behavior. Digital strategies—such as content marketing, influencer marketing, virtual
consultation, and CRM—positively influenced consumer behavior in areas such as experience,
satisfaction, trust, and repurchase intention. Notably, influencer marketing and data personalization
showed the strongest predictive power. This study highlights the importance of systematically
applying digital technology to enhance consumer engagement and increase business opportunities

for aesthetic clinics in the digital age.
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