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Abstract

This research aims to compare the demographic factors with the purchasing decisions of office
workers in Bangkok who use TikTok Shop and to study the impact of integrated marketing
communication strategies on the purchasing decisions of these workers. This is a quantitative
study using demographic factors and marketing communication strategies as independent
variables and the purchasing decisions through TikTok Shop as the dependent variable. Data
were collected from 400 office workers in Bangkok. The statistics used to analyze the
hypotheses are One-Way Analysis of Variance (ANOVA): F-Test and Multiple Regression
Analysis (MRA) at a significance level of 0.05.

The findings reveal that demographic factors such as gender, age, education, and average
income have different effects on the purchasing decisions of office workers in Bangkok through
the TikTok platform. Additionally, integrated marketing communication strategy factors,

including advertising, online salesperson interactions, public relations, and direct marketing,



significantly influence the purchasing decisions of office workers in Bangkok through the TikTok

Shop platform at the 0.05 significance level.

The insights from this research can help those involved in selling products through the TikTok
Shop platform to plan more targeted marketing strategies. Based on the findings related to
marketing communication strategies, businesses can use this information to adjust their
marketing plans to attract and retain customers more effectively. Moreover, these findings can
serve as a foundational guide for those interested in expanding their research into other

different areas in the future.

Keywords: Integrated Marketing Communication (IMC), Purchase Decision, TikTok Shop
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