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ABSTRACT

Research subject The acceptance of innovation and marketing mix that affects the
purchasing decision of soap through TikTok channels among the population in Bangkok. The
researcher's objectives To study the factors of marketing mix (4P) affecting the decision to buy

soap via TikTok channel of the people in the district. The sample group in this research was 400



consumers who decided to buy soap via TikTok channel by simple random sampling and using a
questionnaire as a tool to collect data. The statistics used in the data analysis consisted of
percentage, frequency, mean, standard deviation. And analysis of multiple regression equations.

The results showed that Most of the samples were female. 60.50%, aged 25-40 year (Gen
Y), 64.75%, bachelor's degree accounted for 52.75% employees of private companies accounted
for 24.75%, income 25,001 - 35,000 baht, equivalent to 30.25 percent, the frequency of purchases
1-2 times, equivalent to 52.50%, and the amount of each purchase 200-500 baht, equivalent to
53.00 percent and the results of the research also found that The opinion level of marketing mix
factors affecting the purchasing decision of soap via TikTok channel overall is at and the results
of the research also found that The opinion level of marketing mix factors affecting the
purchasing decision of soap via TikTok channel of the population in Bangkok. Overall, it was at a
high level (X=4.161, SD = 0.437) and the opinion level of innovation acceptance factor
affecting the decision to buy soap via TikTok channel of the population in Bangkok. Overall, it
was at a high level (X =4.173, SD = 0.433).

The hypothesis testing results showed that Marketing mix factor and innovation
acceptance factor influenced the purchasing decision of soap via TikTok channel of the
population in Bangkok at statistically significant level of 0.05 with a predictive coefficient
(R Square) of 0.742 The most effective sort is Product factor Product (Sig =0.000,B = 0.248) The
second was the perceived factor of the ease of use of the system (Sig =0.000,B = 0.235) , the
third was the attitude factor towards The usage of the system (sig =0.00 2 ,B =0.193) is the
last System usability benefit factor (Sig = 0.044, B =0.110) . Means that all 4 factors can predict

the composition of factors affecting the decision to buy soap via TikTok channel by 54.30 %.
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