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Abstract

This research aimed to examine perceived product quality, exposure to
TikTok users, satisfaction, and brand trust as predictors of consumers’ repurchase
intention through TikTok Shop. The study employed a quantitative research
methodology, using online questionnaires for data collection. The sample
consisted of 400 Thai residents aged 15 years and above. Data was analyzed using
descriptive statistics, including means and standard deviations, Pearson’s correlation
coefficient, and stepwise multiple regression analysis. The findings revealed that
exposure to TikTok users was the strongest predictor of consumers’ repurchase
intention, followed by perceived product quality, satisfaction, and brand trust,
respectively. All variables exhibited a statistically significant positive relationship
with consumers’ repurchase intention (p < .001). Furthermore, multiple regression
analysis indicated that the four independent variables collectively explained 45.9%
of the variance in repurchase intention through TikTok Shop. These findings
demonstrate that factors related to product quality, user experience, and trust-based
relationships play crucial roles in fostering consumers’ repurchase intention within
the social commerce context. The results can serve as practical guidelines for
developing marketing strategies on the TikTok Shop platform to enhance positive
user experience, satisfaction, and consumer trust, ultimately leading to customer

retention and long-term business sustainability.

Keywords: Consumer Motivation, Repurchase Intention, TikTok Shop
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anufinslavesgndn uaznginssuniandasusedlduoundiadu TikTok Auarusdlate
91 Tnelldenduysyavdanduiusvondiusdu (Pearson’s Correlation Coefficient)

4 Answinsaanoswau Inglnsginsaansswyaauuuiidunou (Stepwise
multiple regression analysis) Wiefnusnanisnennsalveladefidwasonnudsla
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sesasndumanediua 165 au Andudesas 40.9 Tasfiengtas 15 - 27 Yundige
duau 379 Au Andudosaz 94 sevaun Ao ¥iveny 28 - 43 U §1uiu 22 au Andufey
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ay 15.6 Usuayln 1uau 26 Anduiesas 6.5 ﬁLuﬁaLﬁuﬂ%@fQWLaﬂﬁi’wuau 1 au Aedu
Sevay 0.2 TuduerTwdlneg [WuinSeu dnfnwl S1wau 166 au Andusesay 41.2
509a%1 Ao gsfadiud d1uiu 84 Anlufesay 20.8 wilnawuiem duau 81 Andu
$owaz 20.1 Usznaufudne 91w 41 Andudesay 10.2 915wms/minanusgiavwie
T 31 Andudesas 7.7 Inelareieu diulugiselaneiou 15,001-30,000 1uU
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AaLRou 45,001-60,000 31w 13 Andudovay 3.2 elareiiouninnii 60,001 S1uau
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welawesgndn (X = 4.33) Jadoduamilinsalunsaudi (X = 4.33) desiignde Jade
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M159 1 Anedediulswuuinnsgiuvesladenndmanennundladeg e Unaiady
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UaReidenasanlinuneladioginiu

X  SD. AURNY
uaunwaiadu TikTok
» Jadeaunssuinauninduem 434 0.366 1N
- JadedungAnssumsiUasusierly
wouwalATy TikTok 4.30  0.304 1N
» Jadeduanuiisnalavesgn 4.33 0372 1N
« Tadeauanulindalunsidua 433 0.374 1N

3. wan1FlATIiAdulsEAnsanduiudvouiiodu (Pearson’s Corelation
Coefficient) sewineiuusou e Anuntlaton uasfudsdassiodsu T nssu
saaunmaus anulindalunsiaus anuianelavegna wasngiinssunisitasusie
Alduaundiadu TikTok nan1sansgvinuIwkUsvnaianuduiusnisuIniuseaulu
nans Inedleanduiudoglutag 0.446 - 0.561 waznnaiitoddynsadfiszsu 0.001
Feagviouivulsuaziuiinnuduiusidaandueudddateslufiaomaieatu @
fuseAnavduiussewinusBassusiaratianding 0.80 fiavmn wanei lahAatigwm
wyavduius (Multicollinearity) afuieulvdfayrouthgnsiinszsianneswyaa i
fulsannsmivulsi 4 dgmalinnsidenasevauiguiensiasginsonnes
:Bammans Multiple Regression éagnasngan wanslilupsed 2

M50 2 ToyarmdulszavsanduiussenineiulsusasUade

e [INIp 1 2 3 a 5

1. ewsaladod 1000 538 515%% 5a6** 557%
2. UM ITUIAUANEUA 1.000 .446** 561%* .484**
3. uaubindalunsiau 1.000 .487** 507
4. uANUTaNalavegnan 1.000 .526**
5. iungAnssunsasuseyld

kaUNALATY TikTok 1.000
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4. MFAATIEHNsannveLFanmgas (Multiple Regression) ilevnnaey auufgiu
Hasdeiannsanennsalauddlateswiuounandu TikTok #aeisuuuiunou (Step-
wise Regression) HamsATzvinuIn MuUsdaseiigndmdenidngaunsiaiuaonados
fudeyaiBeszdng wasdiaruanansalumeneinsaimiusdladesnlfegamnyan Téun
Uaduaunginssunisiaiusegldueundintu TikTok JadeaunisSuiaunimaunn
Uaduiuanulinddalunsdum uazlademuanuiianelavesgnd laeilauseavsam
mMsnensal (R?) Wiy 0.464 uazaUssanBAmMAIsHEINsaITiusuLen (Adjusted Rz2)
Wity 0.459 vieAnLduseras 45.9 FauansinlumaasnsnosulsnULUsUTILTB AN
siladenldlussduuunansisgs ansadoulugaunisnennsalfe arwddatodin
weundaty TikTok = (.476) + (.295) Yadeaunginssunisiasuserldueundindu
TikTok + (.218) Uadearunissuiaaunmausn + (.189) Jadesuanulindalunsidum
+ (192) Yadufruanuiienelavesgnd (R2 = 0.459) uanslilupsed 3

1599 3 ANTMARIANEUUTEANTANNINTOANRLTIMNAMLUUTUABY AIETS Stepwise

fLUsNLADNNALNNS

eI INTp B Std.  Eror Beta t p-value
(Constant) 476 211 2257 .025

AungAnssunsnsusieyld

woUnaLATU TikTok 295 .056 248  5.292 <.001
AUNTTUIAMATNEUA 218 .046 220 4.728 <.001
aupulinddalunsdua 189 044 194 4.299 <001
Auaufianelavesgnan 192 .047 197 4.069 <.001

R =.681 R2 = 0.464 Adjusted R2 = 0.459 Std. Error of Estimate = 0.26640
*Tijedndaynnaadifiseiu0.05

d5UNan1IAdBUANNAZIU
A157 4 @FUNSNAFeUANIAZNY
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