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ABSTRACT

This study investigates the factors influencing fashion apparel purchase decisions via TikTok
among Gen Z and Gen Y consumers in the Bangkok Metropolitan Area. The objectives were to examine
the effects of (1) content and presentation factors, (2) social influence and credibility factors, and (3)
compare purchasing-related perceptions between the two generational groups. A quantitative research
design was employed, involving 392 respondents from both generations who had prior experience
purchasing fashion apparel through TikTok. Data were collected using an online questionnaire and
analyzed using descriptive statistics, Independent Samples t-test, and multiple linear regression analysis.

The findings revealed that respondents expressed a very high level of agreement toward both
content and presentation factors as well as social influence and credibility factors. Regression results

indicated that both factor groups had a positive and statistically significant influence on purchase
decisions at the 0.05 level. Social influence and credibility emerged as the strongest predictor (B =

0.475), followed by content and presentation factors (B = 0.370). Together, these variables explained
63.2% of the variance in purchase decisions. Furthermore, no statistically significant differences were
found between Gen Z and Gen Y, suggesting similar purchasing behaviors across the two cohorts.

The results provide practical implications for fashion marketers seeking to design effective

TikTok-based strategies within the social commerce environment.

Keywords : TikTok, Social Commmerce, Fashion Apparel, Purchase Decision, Gen Z, Gen Y
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