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ABSATRCT

The objectives of this study were (1) to examine demographic characteristics
affecting the purchase decision of fashion apparel products on the TikTok platform among
Generation Z consumers in Bangkok, and (2) to investigate marketing factors on the

TikTok platform influencing the purchase decision of fashion apparel products among



Generation Z consumers in Bangkok. The population of this study consisted of consumers
who had purchased fashion apparel products through the TikTok application and resided
in Bangkok. A total of 400 respondents were selected as the sample. An online
questionnaire was used as the data collection instrument. Data were analyzed using
descriptive statistics, including mean and standard deviation, as well as inferential
statistics, namely independent sample t-test, one-way analysis of variance, and multiple
regression analysis. The results revealed that (1) demographic characteristics, including
educational level, average monthly income, and fashion shopping behavior on TikTok,
showed statistically significant differences in purchase decisions of fashion apparel
products among Generation Z consumers in Bangkok; and (2) marketing factors including
product, price, sales promotion, personnel, service process, physical environment, and
privacy had a statistically significant influence on purchase decisions at the 95 percent

confidence level.

Keywords: Marketing Factors, Purchase Decision, Fashion Apparel Products, TikTok
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