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Abstract

The objectives of this research were (1) to study the influence of
marketing mix 7P's factors on the purchasing decisions of Generation Z consumers
toward cosmetic products through commerce on the TikTok application, and (2)
to examine the influence of influencer factors affecting cosmetic purchasing
behavior through this platform. This study employed a quantitative research
method using an questionnaire as a data collection tool. The sample consisted
of 400 Generation Z consumers residing in Bangkok who had previously
purchased cosmetics through TikTok live commerce. Descriptive statistics,

including frequency, percentage, mean, and standard deviation, were used to
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describe the data, while inferential statistics, including multiple regression
analysis, were applied to test hypotheses.

The research findings revealed that: 1) Only certain elements of the
marketing mix had a statistically significant effect on purchasing decisions. Five
factors were found to be influential, ranked from highest to lowest impact as
follows: process, product, promotion, price, and people. Among these, the
process factor exerted the strongest influence, indicating that Generation Z
consumers place great importance on convenience, speed, and uncomplicated
purchasing procedures in live commerce. In contrast, place (distribution
channels) and physical evidence did not have a statistically significant effect on
purchasing decisions. And 2) Influencer-related factors had a statistically
significant influence on the purchasing decisions of Generation Z consumers,
particularly credibility and expertise, which showed the highest levels of
influence. Notably, credibility was the most influential factor, demonstrating that
Generation Z consumers highly value the honesty, sincerity, and trustworthiness
of influencers in product presentations, which directly affects their confidence
and purchasing decisions through live commerce.

Keywords: Live Commerce, influencer, cosmetics
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