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ABSTRACT

The research titled “Factors Influencing Purchase Intention of Small Electrical Appliances of
Consumers in Bangkok” is (1) To study the factors of technology acceptance and Transactional
Functionalities factors that affect the purchase intention of small electrical appliances through the
TikTok application among consumers in Bangkok. (2) Study consumer intent to purchase small
household appliances through the TikTok application in Bangkok. The research sample consists of 400
people who use the TikTok application in Bangkok. The findings of the research revealed that transaction
model factors, including hospitality, handling exceptions, consultation and advice, general information,
and specific information, as well as technology acceptance factors, including perceived benefits and
perceived security risks, significantly affected the purchase intention of small electrical appliances

through the TikTok application of consumers in Bangkok at a statistical significance level of 0.05.
Keywords : Technology Acceptance Model ,Transactional Functionalities, Purchase intention
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