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Abstract

This research aimed to study: 1) marketing mix factors, 2) online purchase decisions
through the TikTok application, 3) a comparison of purchase decisions classified by personal
characteristics, and 4) the influence of marketing mix factors on online purchase decisions
through the TikTok application. The sample consisted of 400 respondents. A questionnaire was
used as the research instrument, and the data were analyzed using percentage, mean, t-test,
one-way analysis of variance (ANOVA), and multiple regression analysis. The results revealed that
most respondents were female, aged 21 - 30 years, held a bachelor’s degree, worked as private
company employees, and had an average monthly income of 25,001 - 35,000 baht. Overall, the
marketing mix factors-product, price, place, and promotion-were rated at the highest level of
importance, while online purchase decisions through the TikTok application were rated at a high
level. The hypothesis testing results indicated that differences in gender, age, education level,
occupation, and average monthly income significantly affected purchase decisions at the 0.05
level. In addition, marketing mix factors in terms of product, price, and promotion had a
statistically significant influence on purchase decisions at the 0.05 level, whereas the place
factor had no significant influence. The study suggests that entrepreneurs should improve
product quality to meet consumer needs, build credibility through authentic user reviews, set
appropriate pricing, and continuously implement promotional activities. Additionally, engaging
content and live streaming should be developed, while emphasis should be placed on store
credibility, prompt responsiveness, and efficient delivery in order to enhance customer reach
and stimulate purchase decisions.

Keywords: Marketing Mix, Purchase Decision, TikTok, Online Shopping
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