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Abstract

This study aims to examine the influence of influencer marketing, electronic word-of-
mouth (eWOM), and perceived value on consumers’ purchase intention of toner pad
products in Bangkok and its metropolitan area. This research employed a quantitative
approach using a questionnaire as the research instrument. Data were collected from 400
respondents and analyzed using descriptive statistics and multiple regression analysis.

The results indicate that influencer marketing, electronic word-of-mouth (eWOM), and
perceived value all have a significant positive effect on purchase intention at the 0.001 level.
Among these factors, influencer marketing has the strongest influence, followed by eWOM
and perceived value, respectively.

The findings highlight the importance of information credibility and user experience in
shaping consumer purchase decisions in the digital era. These insights can be applied to

develop effective marketing strategies and enhance competitiveness in the skincare industry.

Keywords: Influencer Marketing, Electronic Word-of-Mouth (eWOM), Perceived Value,

Purchase Intention, Toner Pad
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