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Abstract



The research entitled “Factors Affecting the Decision to Purchase Products via
the TikTok Platform among Consumers in Bangkok, Thailand” aimed to (1) study the
marketing factors (Marketing Mix: 7Ps) and financial literacy skills that influence
consumers’ purchasing decisions through the TikTok platform, (2) examine the
purchasing behavior of income earners in Bangkok who purchase products via TikTok,
and (3) propose marketing strategy development guidelines that are consistent with
consumer purchasing behavior on the TikTok platform in Bangkok. The sample group
consisted of 400 consumers residing in Bangkok Metropolitan Area, selected using
purposive sampling. The research instrument was a questionnaire, and the data were
analyzed using multiple regression analysis. The results revealed that product factors
and promotion factors, including financial literacy and financial attitude, had a significant
influence on the purchasing decisions of consumers on the TikTok platform at the 0.05
level of statistical significance.
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Tugnunginssuuilaa Jadudiulsyaunienisnain (Marketing Mix: 7pPs) foidu
perUsznouddiidmasensinaulate Insnnzluuunvewmarneeulalulsemelne
Uaguiiglda TikTok 11nndt 34 duau wasiimsiiulavesnainlavanidviayariuseanu
34,500 a1uum Tul 2568 (Datareportal, 2025) wandliiiudadne nnesamaludunis
doansmsnaaiiindsduslaaldesnainiisuns Tnslngfundndug 11 uaznsdaady
M3 Geanansnaausegdlanazarnderiuliunguilaald (Kotler & Keller, 2016)
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3. M3UszLiiunaien (Evaluation of Alteratives) A fuslaavinsiuSeuiguium
VIBRUIGIINVAIUWUAS LU 51T AN 1138ANULTRNE LaIFaNNIuTeNATIEN

4. nsnaulatie (Purchase Decision) Ao udunsuiiusinadnauladendedudmse

a v ' | a 1 . Ay Y ey

UTN5NAINISHIUgBISlIN @Y WU TikTok Shop wseitudeaulaudu 9

5. WeFnIIUNEaNT15%e (Post-Purchase Behavior) Aa vdansde Huilnaavdsuiiiuay
= ! a ¥ = a g-JI dﬁj g U (=1 1 1 U b4
fanelasiedum mnilanalaszfinauaslages wimnldiawelaonvdwmadenssusuas
NAuARLUBUAR

wwIRRnsyUIUNIindulagellviseiuretunauveiusiaalunisdenteduaHiu

3 . [ I ) & 1 [y 1Y = a [ &
wwanasy TikTok laegralusyuu dawimssuianusensauiiangfinssumanisee
WUIAALBENOBYAYINUFIUNENNIINITARIA T Ps
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Fonld wuuaeua i (Questionnaire) iuadesilelunmsideifiodmnanasiiununuteya ua
yagourdosile Inamsraaeuauilsssadailon (Content Validity) Tnsdifiumsnsiaadey
TnegiTrmgymanis@nu1ide $1uau 3 viu nudi f1 10C vestaraunndennnit 0.5 uand
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LUANFIVNLYTLAT $1UIU 30 AU wazAduUsEAVSueaYNLATUIRTEULY
(Cronbach,1970) Iéemnuidesiuvesiuuasunia Wiy 0.949 uansin wuuasunuiiay
FeriugsuazanunsnthlulfiAudeyals
UsEyNINguAeeng
Uszmnsililunisideaded fo Ussrmuluannsarmanmuns fsunuussana
5,446,266 AU(NTUNTUNATEN ; 2568 ) Bsldfmunvuangusegisannmsldgnsnisiuam
PNANGLFNBE1I91INEATYRI Taro Yamane (1973) Aiszdumnuiiodiu 95% uazsauius
aruamaidouiildlisnnidesas 5 mugrsmadiuan fuwiolui
Gkl n = N
(1+Ne ) °
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n = PWIUTWIATBINGNFIRE LY IUN AN
N= 91u3ulsyang
e = AnpRuANUARIALAARUARTY fuusliaueaIReEouYnTY 0.05
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wlugnsseudisudusieg Ineldisves LSD
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A3 1 MITNLEPINANITUATIZNVBYaNBAANANDENAN (Multiple Regression Analysis )

nsindulatadusruLnannesy TikTok

Uady b Std. Beta t Sig F Sig
Error

Al 0.663 0.223 2979 0.003* 40.055 0.000%
1AUAUAY/ WA 0.107 0.043  0.119 2461 0.014*

2.01UIA7 -5.072E-5  0.047  0.000 -0.001 0.999

3 AUYDINNAITIATWUIE -0.008 0.053  -0.007 -0.154 0.878
4.gumsaasunIseaIn  0.178 0.049  0.178 3.621 0.000*
5.01UNTEUIUNT 0.069 0.047 0081 1.464 0.144

6.91UYARR 0.056 0.050  0.058 1.119 0.264

7 ATUANYULNINLATN 0.038 0.051  0.038 0.747 0.456
8.AUANUIMNINTTRY 0.189 0.042 0229 4529 0.000*
9./UNGANTIUNNNITRY  0.008 0.044  0.010 0.181 0.857

10/ UAANARNIINTTIRU 0.239 0.053  0.244 4.484 0.000*

R=0.712, R2 = 0.507, Adjusted R Square = 0.495. SEE = 0.316 *Sig < 0.05

NM599 1 HANTIATIENNTOANRENYAMNUI A1ANNFUTUSITAN (R) Wiy
0.712 AduUszansnsimun (R2) whitu 0.507 waven (Adjusted R2) wiifu 0.495uane316
LsBasEmunanLnsnesuIeANLLUTUSIWTesudsiuldZesas 50.7 fdAnunatande
1NAS§IUVBINTUTELNAUAT (Standard Error of Estimate) Winfu 0.316 agsfitfuddnmaaad
58U 0.05 uansilunamInnesiiiitoddyneadalaeiFosdduannduiifiageanie du
nsdsasuNIRaalneAduUsEavisonney Wiy 0.178,A1UAIUINNITRY Tnerndulsyas
annee Wiy 0.189, AusfausiniesmstulneAdulseavisonney Wiy 0.239uazauausn/
wAnfausiisvsnanenisinauladosgaiiteddymeadniseau 0.05
aunsonneudilaiidnunel

Y = 0.663+ 0.178 (Mun1sdaaiuN1TnaIn) + 0.189 (MUAUINIMTEY) + 0.239

(MUNAUARNIINITIAU) + 0.107 (A1UAUAY/HANS )
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