n133ATzvReAlsEnauBEuduladeniiansnasreninunslate
walfinsvaseuuwaUnandunanfanvasfuslaaluiun

NJUNNUAIUAT
A COMFIRMATORY FACTOR ANALYSIS OF FACTOR SINFLUENCING
PURCHASE INTENTION OF FREEZE-DRIED FRUIT ON THE TIKTOK
APPLICATION OF CONSUMERS IN BANGKOK

UNvsyns Aagau’ uaz 3574 nasuuselaw’
Papitchayaporn Phiu-on' and Chirawut Lomprakhon?
aandunisdanisUsyanf s
2panyapiwat Institute Of Management, Thailand
Corresponding Author’s Email: puilui009@gmail.com
FufiFuunam : 20 gaiA 2568; Suunlaunanu 27 AaAY 2568; TURBUTUUNAY : 29 AanAu 2568

Received 20 October 2025; Revised 27 October 2025; Accepted 29 October 2025

UNANED

13

[y

A15398

IngUszasaliiadne 1. Wedinsiznesnlsenaugududadeni

(4

dvnananiua ladenaluniyasrsvunoundindui ndenveo uilanluivn

4 v - ‘ Yo X oo
NTUNNUMIUAT 2. LileadaUaanAaadsym1linasalsynauauRlatianaluns
gaseuuLeUndntuRnden vosuslaaluuannLmIUATAINRUITUAUTOLaLT

Uszdny Wun19I9e@sUSuna (Quantitative Research) Iaelaisn1s338183d1579 way

Tynadan1siAsienesnUsenou B985 uTudUAUN@09835n157398 lawn WA &

Y

Citation
*Uﬁﬁzjzywm Mooy way 3579 naeuUszlaw. (2568). mMawszesnUsznaudduduladeitsvsnananudile
52'?@ma"l,ajw%'samwauuuaﬂwém%uéﬂé‘aﬂmaaéu%lm’lwum@wwmmum.
NsENsANAARSNNSWAILNE IR, 3(6), 718-746.
Papitchayaporn Phiu-on and Chirawut Lomprakhon. (2025). A Comfirmatory Factor Analysis Of Factor
Sinfluencing Purchase Intention Of Freeze-Dried Fruit On The Tiktok Application Of Consumers In Bangkok.
Journal of Interdisciplinary Social Development, 3(6), 718-746.;

DOI: https://doi.org/10.
Website: https://so12.tci-thaijo.org/index.php/JISDIADP,



https://doi.org/10
https://so12.tci-thaijo.org/index.php/JISDIADP/

MIasanenansnIsiaundny 91 3 atuil 6 (wgednieu - Suanau 2568) | 719

Jszaunsailunislyueundiadui ndonuarinedeoyTudiudl ngannumiuas
5,471,588 Ay éjﬁf\"}’avl,ﬁgméaqﬁaﬁi%lumﬁ%’aimmsﬁwmnﬁu%a;gammﬁ’wmuﬂszmﬂi
ﬂgﬂwmm LLUUﬁ@Uﬂﬁmaaulaij (Online Questionnaire) 91N52UUYBY Google from Whag
¥innsasden (Link) nugemnsesulaunis o adadlalunisise lauwn wwugeuay
Anszneud sevar Al A deaunnTs

KNN3t WU

nMsimseresalsznauddudunelnlunaaunts Jaseiiisvsa nonu
éigﬂae'??amalajuuLL@UW?M%%M@M@W@%MﬂIuLsumﬂ'u;amwwmm Usznaume 4
asnUsznay 12 Ut fe esausznaudl 1 ABNTNTZUU Usgnaume 3 fusd laun
@mmwﬁ‘uiezjé; ﬂmmwsﬂja;&a LAEAMAINNITUINNT asAUsENaUT 2 ma%’ugﬂidmjﬁ
Usznouna 3 fudd viruaRnenisly wqﬁﬂsimmm@?ﬂa%@ wazANUWAnWaUlY
sty ssnUszneuil 3 mﬁ%’ugmmasmﬂiumﬂ%wu Usznounie 3 fauad
LL@‘UW%Lﬂﬁi’i’um?ﬂ%muéwlaiaﬁmﬂ Fupoumsdete warmsdnasiismds swuszneud

4 anulingla Usenoumiy 3 AUt Yeldesveslounainty Anfian Auvasnnely

'
a

vayaaIuid kazaulinddalunisdiduaiasadaly druadadeniansnansainy
So X Yoo O ’
sslaganalunSeaeuuieUndntuinfonvewuilaa lulwansaunnuyuas @unse
llyinfidvsnaneanusdladenalunisasieuuwey nandunnfen laea1adaiu
890 5UelATIAT

[ a

AdAey: Bvdwa, Amuadlade, ueundadunnfion

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
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and lived in the Bangkok area, 5,471,588 people. The researcher used research tools by
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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Retail Media — Goosgle, Priceza, Lazada, Shopee, Grab, LINE MAN, Robinhood
Social Media — Facebook, Instagram, Youtube, X (Twitter), Tiktok, Pantip Affiliate
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