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Marketing Strategies on TikTok Influencing the Purchase Decisions

of Fashion Consumers in Bangkok

Abstract

The objective of this research is to: (1) analyze TikTok marketing strategies that
influence consumer purchase behavior, and (2) study consumer behavior in using TikTok
in Thailand. A questionnaire was used to collect data from a sample of 400 individuals
residing in Bangkok who have previously purchased fashion clothing via TikTok. Data were

analyzed using descriptive statistics and multiple linear regression analysis.

The results revealed that: (1) Influencer Marketing strategy impacts consumer trust
and purchase inspiration, particularly when the content is natural and aligns with the lifestyle
of followers. (2) Hashtag Challenge strategy enhances user engagement, increases brand
awareness, and boosts interaction between consumers and brands. (3) Creative & User-
Generated Content (UGC) strategy has the highest influence, as consumers are more
engaged with authentic reviews and storytelling-style content than with traditional

advertising.

Keywords: TikTok, Marketing Strategy, Purchase Decision, Fashion, Bangkok

Consumers, Influencer Marketing, Hashtag Challenge, Creative Content, UGC
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