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Market components that influence consumers' purchasing decisions through the online

application TikTok in the Bangkok

a a o a

a N J o)
UYYIU  ANTFTUUIYNY

o

o d a
TRAYINNTA "h”)Iﬁﬂ‘Hﬁ

UNAALD

= Aa v g’./ dydw .49/ a 1
MIANEIIIIATIUN TN ﬂizmﬂmmll‘%emmaumsmau%cﬁammwuﬂm Foduarruno
A o e o . A = v 1 Ao
wawnruoou lauanAsn( TikTok ) luangunwuviuas uaz iwedAnmdetediulszauniamsaaiaiil

a A ' v A dy Y a 'dy a T e 2 W .
onswanenszurumsmsdadulayevedus Ina Agedusriiuuerwamdueou'lar Anden( TikTok )
Tuwangammimiuas $1uan 400 aulaslfuvuaeunmiluaiesiiolumsiiusieswdoya adanld
Tumsdinszd 18un anud Jesas Aunde dnudeuvumasgin nasnadeuauuigudIsada one

Way ANOVA LIag d0anInanoy WY (Multiple Regression Analysis)

e

a

wamsisvagyIddede 11l 1.dvsedmyanafiuanaiaes dananenisiadulotedudirm uel

@

a P
WaLn uﬂ@ullau @ﬂﬁ’ﬂﬂ ( TikTok ) GIJf’J\‘iN‘LIiiﬂﬂﬂlulﬂlﬂﬂﬁQLVIW?JW']HﬂiTILLGIﬂ@TQﬂH 08193

@ (%

L AEGINEN

[ a a

Aaaa 1 Aaa 1 v A d a Y Y 4
DANTZAY 0.05 2. FauUszauNIMIAaIanlonsNa pomsanau lageduA NIl uavxlwam%uaau"lau

Ea))

v
v o o aad (%

aﬂﬁ@ﬂ( TikTok ) 51]’8\‘1W‘Uﬁjﬂﬂiuﬂlﬁﬂiﬂmwuﬂ”I‘L!ﬂiVlLMﬂ@Nﬂu GEANUICGE UNNADANTEAU 0.05

o o 24

a o e 2 1 v A 4
AT : Lgaﬂwagﬂ%ua@u"lau @]ﬂﬁﬂﬂ,ﬁ’luﬂi%ﬁuﬂﬁﬂﬁﬁﬁWﬂ s ﬂi%ﬂﬂuﬂiiiuﬂﬁ@@]ﬁuﬂlﬁ]‘%ﬂ




1 cgj o3| v & Y Y a A @ o I A Aaa a ' a a ° 3 = @ a o
unaNnuHituaunisvesmsauaaaseiesfatemsianuiunviianinanedse@nsmmmamadunuveninnuusinenauy
Tuvangamwuriiuns

2yinanynfSganIn vangasusmsginauniiada Tasamsiiey ¥angasusnIsgsnouIuga (Visionary Leaders) JUA 24uM13N0N80

AN

Abstract

This research aims to compare the purchasing decisions of consumers who buy products through the
online application TikTok in the Bangkok metropolitan area and to study the marketing mix factors influencing
the purchasing decision process of these consumers. The study involves 400 individuals surveyed using
questionnaires as the data collection tool. Statistical analysis includes measures such as frequency, percentage,
mean, standard deviation, and hypothesis testing using One Way ANOVA and Multiple Regression Analysis.

The research findings are summarized as follows:Different personal factors significantly impact the
purchasing decisions of consumers who buy products through the online application TikTok in the Bangkok
metropolitan area at a statistical significance level of 0.05. Marketing mix factors significantly influence the
purchasing decisions of consumers who buy products through the online application TikTok in the Bangkok

metropolitan area at a statistical significance level of 0.05.

Keywords: online application TikTok, marketing mix factors, purchasing decision-making process
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