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ABSTRACT

The research on factors affecting purchase decisions through TikTok LIVE in the Bangkok aims to
study the marketing mix (4Ps) and technology acceptance that influence the purchasing decision
process via TikTok LIVE among consumers in Bangkok. The sample group consisted of 400 consumers
who had watched and purchased products through TikTok LIVE in Bangkok, calculated according to
Taro Yamane's equation. Data was collected through questionnaires distributed to the sample group
using convenience sampling. Multiple regression analysis was used as the statistical method. The
findings revealed that most respondents were female (68%), aged 27-42 years (47.3%), with bachelor's
degrees (56.8%), preferring to purchase fashion items (41%), and spending 300-1,000 baht per
transaction (64.8%). The research found that perceived risk, perceived usefulness, distribution channels,
marketing promotion, product, perceived ease of use, and price significantly influenced purchase
decisions through TikTok LIVE in Bangkok. These research results can be used as guidelines to develop

effective marketing strategies for businesses selling products through TikTok LIVE.
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