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Abstract

This study aimed to: (1) examine the demographic factors influencing customer purchasing
behavior on TikTok Shop in Mueang District, Chachoengsao Province; (2) explore the platform usage
factors affecting customer purchasing behavior; (3) investigate the decision-making factors in purchasing
products through TikTok Shop; and (4) study the purchasing behavior of customers in this region. The
population comprised residents of Mueang District, Chachoengsao Province, with a sample of 400
respondents selected through convenience sampling. A structured questionnaire was used as the data
collection instrument, divided into four sections focusing on factors influencing purchasing decisions
on TikTok Shop. Data were analyzed using descriptive statistics, including frequency, percentage, mean,
and standard deviation.

The findings revealed that most respondents were female, aged 21-30 years, with a monthly
income of 10,001-20,000 THB. They primarily worked as students, held a bachelor’s degree, and were
single. Regarding the factors influencing behavior, platform usage elements were found to hold a
moderate level of importance. These elements included the platform’s design, ease of use,
comprehensive product and service information, engaging content creation, and data and transaction
security.

Decision-making factors, such as the credibility of influencer posts on TikTok, positive and
negative reviews, advertisement content, and overall purchasing decisions, received neutral responses
from the respondents. When it came to purchasing behavior, most participants reported buying
products through TikTok Shop 1-2 times per month, with an average spending of 500-1,000 THB per
transaction. Beauty-related items were the most commonly purchased products, driven by the
availability of diverse product options. Additionally, personal influencers played a significant role in

shaping customers’ purchasing decisions.

Keywords: Application, TikTok Shop, Consumer Behavior, Shopping Decision
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2.1 wuIRAnquEfngAnssuguilag
Kotler and Keller (2012) l§eBunefansdusznevveslumanginssuiuslna daaFuduisuainms
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fFoyarnansiiitesiuanudomisfindy Fefuslanausamdnansldonvansuvas 1wy
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2.4 wigsiiinanaudiung Teun msduiie nmsesnduduasnslduinis
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5. Wqﬁﬂiimwﬁ'w{a (Post-Purchase Behavior) Adul Chatrongkakul (2000) #u3lnAagLinAY
fanslandsmnnsdenielsl %uaajﬁuf]aﬁsaaﬂﬂizLﬂwLﬁuﬁas'ﬁyih Ao ANMUAANTITENEUTLAA (Consumer’s
Expectation) kazn15UfjURsiof1dudn (Product’s Perceived Performance) fraudfesninauiinands
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2.3 ywAdsiiieadasiunandiady TikTok
Suchanan Areerarat (2018) l#@nw dvBnavesnissoniumaluladreniandenlduoundindudin
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