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Abstract

This research aims to study 1. to analyze the confirmatory components of factors
influencing the purchase intention of freeze-dried fruit on the TikTok application of
consumers in Bangkok; 2. to test the consistency between the developed model of
components of purchase intention of freeze-dried fruit on the TikTok application of
consumers in Bangkok with empirical data. This is a quantitative research. By using survey
research methods and using the second confirmatory factor analysis technique, the
research method consisted of people who had experience using the TikTok application

and lived in the Bangkok area, 5,471,588 people. The researcher used research tools by
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collecting data from the entire population, online questionnaires (Online Questionnaire)
from the Google from system and sending links (Link) through various online channels.
Statistics used in the research included questionnaires, analysis of frequency, percentage,
mean, standard deviation.

The research results revealed that:

A confirmatory factor analysis using a model equation revealed four components
and 12 indicators influencing consumer purchase intentions for freeze-dried fruit on the
TikTok app in Bangkok. Component 1: System Quiality, comprised three indicators: website
quality, information quality, and service quality; Component 2: Perceived Benefits,
comprised three indicators: attitude toward use, purchasing intention behavior, and
enjoyment of use; Component 3: Perceived Ease of Use, comprised three indicators: ease
of use, simple ordering process, and fast delivery; and Component 4: Trust, comprised
three indicators: TikTok app reputation, personal data security, and trust in future orders.
The indicators influencing consumers' purchase intentions for freeze-dried fruit on the
TikTok app in Bangkok can be used to measure their influence on purchase intentions for
freeze-dried fruit on the TikTok app with construct validity.

Keywords: Personal information, Purchase intention, TikTok application
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A 1 Thailand E-Commerce Landscape 2024
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Retail Media — Google, Priceza, Lazada, Shopee, Grab, LINE MAN, Robinhood
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Social Media — Facebook, Instagram, Youtube, X (Twitter), Tiktok, Pantip Affiliate
-Marketing — Priceza Affiliate, Pundai, ShopBack, RadarPoint, My Cashback, Access
Trade, Involve Asia, Ecomobi CRM for B2C - LINE OA, ChocoCRM, BuzzeBees,
Primo Data Insights — Etailligence, KaloData, Wisesight, Mandala

2. E-Commerce Channels (%0198 aouils ) Aenislounannesy E
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ICC Shopping, DecathlonHealth & Beauty: Konvy, Watsons, Boots, EVE and BOY
Home & Living: HomePro, Y0113, NocNoc, IndexLivingMall, DoHome Electronics
& Gadget: Advice, JIB, Banana, PWB, 425, Mercular Grocery: Tops, BigC, Lotus’s,
MakroPro

3. Payment (N15915213) AonsInusmsidennisdrsviiuiiazainuas
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Master, JCB, Amex Domestics Payment — Prompt pay Digital Wallets -True Money
Wallet, LINE Pay, Shopee Pay, Grab Pay, Laz Wallet, Pao tang BNPL — Atome, K
Pay Later, SCB Pay Later, True Money Pay Next, This Shop, Ulite
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Help for Hosts, Keyword Filters e g Consider Before You Comment Lﬁ"aalﬂ mla
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N.A. 63 LAy N.A. 64)

Influencer Marketing Spending Growth Is Outpacing Ad  Influencer Marketing Has Been More Resilient Than
Revenue Growth on Every Major Social Platform, 2023 gocial Ad Spending
% change

% change

facebook ree——
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(@) Instagram > 7 o
>
GTHIOK  — " 2o o

0 YouTube i 109% © EE ¥ of Gen Z describe themselves as
8% VIDEO CONTENT CREATORS

7@ snapchat

2019 2020 2021 2022 2023 2024 2025
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s ikTok is ir z il
opin
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o ng, Short
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MOUTH  cgmian b REVIEWS

A 2 Thailand E-Commerce Landscape 2024
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Freeze-dried Food Market Size, By Distribution Channel, 2018-
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Source: www.kbvresearch.com
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BeUszdne Tngledanisinszuesnuszneuddudususuiiass (Second Order
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adABa0uuu (Inferential Statistics) AduUssAnS anduiusuuuifiosdu
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fudususufiaas (Second Order Confirmatory Factor Analysis) aelusunsy
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aanUsznaud 1 ABNINTEUU (System Quality: STQ) Usznounie 3 fausd
Tawn 1) ﬂiumWL’fUVLW;(Website quality) 2) ﬂmnww%aga (Information quality) 3)
ARNINATTUINT (Service quality)

p9nUsENaUT 2 mi%’ugﬂsz‘lmﬁ (Perceived benefits) Usgnauaas 3 fausi
feuaRnanisly (Attitude towards use) WgRnssuAINASIAZS (Purchase intention
behavior) AnuaamaUlunslesy (Enjoyment of use)

aﬁﬁﬂ’izﬂauﬁl 3 mﬁugmmazmﬂiumﬂﬁl}uﬂm (Perceived ease of use)
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and hassle-free) Funeun1saed o (Order process) n15¥Aa T 920157 (Shipping
delivery)
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azmﬂﬁlumﬂ%ﬂ’m ﬂ’;'mi’zja’lﬂfﬂ Information Systems (IS) Success Model — DelLone
& McLean (1992, 2003) SETyalw AANINITZUU (System Quality), ﬂqmmwsuymgua
(Information Quality) WagAMAINUINIT (Service Quality) asmanomuianelanay
anﬂiimm'ﬂ‘g Technology Acceptance Model (TAM) — Davis (1989) Auddlaie

[ ¥ [ [
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ugauazaInlun1slsau (Perceived Ease of Use: PEU) Tifuunsuansluniside
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