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ABSTRACT

This research aimed to study the marketing mix factors that influence the decision
to purchase agricultural products via TikTok Shop among residents in Bangkok. A questionnaire
was used to collect data from a sample of 410 respondents. The majority of respondents were
female (60.98%), aged 41 and above (28.54%), private-sector employees (30.00%), with monthly
income in the range of 10,001-20,000 baht (27.56%), and held a bachelor's degree (49.27%).
Data were analyzed using descriptive statistics and multiple regression analysis.

The results revealed that personal factors such as gender, marital status, education level,
income, and occupation had no significant effect on purchasing decisions, except for age, job
position, and income, which influenced certain aspects of perception. In particular, individuals
earning 10,001-20,000 baht exhibited significantly higher levels of perception compared to other
income groups. Regarding the marketing mix, the overall factors were rated at a high level, and
significantly influenced purchasing decisions—especially promotion and place (distribution
channel), which had the strongest impact. On the other hand, product and price did not show a
significant effect.

Based on these findings, it is recommended that agricultural producers focus on
marketing promotion strategies and strengthen distribution channels to stimulate consumer

purchasing decisions through the TikTok Shop application.

Keywords: Personal factors, Purchasing behavior
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R 2 = 0.641, Adjusted R* = 0.637
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