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ABSTRACT

The research aimed to study consumer behavior purchasing products and factors correlate with consumer
behavior purchasing products from application TikTok Shop include personal factors, marketing mix factors
(4Es) and technology acceptance factors. Sample population are consumers who experienced purchasing
products from application TikTok Shop in Bangkok metropolitan region. The qualitative research was conducted
by using in-depth interviews with 10 target consumers who experienced purchasing products from application
TikTok Shop. Analyzed consumer behavior with 6W+1H Analysis Model to analyze 7 characteristics related to
consumer behavior (70’s). The data from in-depth interviews was analyzed by content analysis found that
consumers value convenience and easy ordering through application TikTok Shop.

When consumers watch video clips or watch TikTok Live and find products that they Interested or satisfied, will
make an order. In addition, seeing the real product and looking at product quality reviews from other buyers
Including the distribution of discount coupons from stores. and free shipping promotion from the application
makes it easier for consumers to make a purchase decision. Correspondence of factors were suitable for a
conceptual framework, for studying marketing mix (4Es) and technology acceptance factors (TAM). That affects
consumers behavior purchasing products from application TikTok Shop in Bangkok metropolitan region. The
results of the research can be a guideline to develop a trading system in application TikTok Shop to meet the
needs of consumers and used as the hypothesis testing framework in the descriptive research.
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