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meadi 3) Awlinds fevsnamensadeuan depnudtladedodud Tned
YUINDNFTNAN A TILALBNENATINYINAY 0.56 s lited1AgyNINana Lay
4) ToAunudAny Wui YRBVSnan1deNvesiLUINagNSa LU TEANNI9NNS
nanm 4E’s TieanasouRsladedud fAgendndvsnanimse egreditiudAny
meadd Tneddudsanulingda Wuiuusdeinu (Mediator) Tuluina
fieduusyansnisnennsaliviiiu 0.79
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Abstract

The purpose of this research is to study the causal factors that
influence consumers’ intention to purchase products through the TikTok
Shop Shopping Center channel in Bangkok And Metropolitan Region. The
population and sample consisted of consumers in Bangkok and
Metropolitan Region who had purchased products through the TikTok
Shop Shopping Center channel. The sample size 400 samples. The
instrument used to collect data was a 5-level estimation scale assessing
causal variables that influence intention to purchase products. Data were
analyzed using causal Structural Equation Modeling analysis. It was found
that 1) the causal relationship model influencing product purchase
intention studied was empirically consistent. This determination was made
based on the statistics used in the inspection to meet the specified criteria,
including; the Chi-Square statistic (), ?) with degrees of freedom: df equal
to 1.28 and p-value of 0.07. Moreover, the Comparative Fit Index (CFI)
was 0.98, the Goodness of Fit Index (GFI) was 0.98, the Adjusted Goodness
of Fit Index (AGFI) was 0.96, the Root Mean Square Error of Approximation
(RMSEA) was 0.03 and finally, the Root Mean Square Residual (RMR) was
0.01 2) The relationship between the 4E’s marketing mix strategy variables
has a positive direct influence on trust. The direct and total effect size is

equal to 0.50, which is statistically significant. It has an indirect effect on
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intention to purchase products, with an indirect effect size of 0.28 and a
total effect of 0.49, which is statistically significant. 3) Trust has a direct,
positive influence on intention to purchase products. The size of the
direct effect and total effect is equal to 0.56, which is statistically significant.
Finally, 4) An important finding was that the size of the indirect effect of
the 4E’s marketing mix strategy variable on intention to purchase products
is higher than the direct effect. It is statistically significant with the trust
variable, which acts as a mediator in the model researched with R-SQUARE
(R*) equal to 0.79.

Keywords: Purchase Intention Products; TikTok; TikTok Shop Shopping Center
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Yoanensimiiedulugadinualvia (Digital Society) vannvang
Fo433 WU M mtheuuuiviniu uazlifinihiu videvemnsseulatily
Furnuflow wardidvswasensduinevienisinaulatedudvesdusinaluge
drufdvia 1wy weundinduunanledu Social Media vuiledeffuslna
TikTok filfdnfufslonanngldduiunin funsdulnvesdnouiife
(E-Commerce) 91n31847U Global Ecommerce Sale Growth wuin Tud w.e.
2566 Brouiliuiilan axdvonAulagsis 10.40% szdealvisanunedaeuidsy
dhlanuiutu 6.3 Suduvieyansy sufefeyadisdannanauusznay
mamdvddidnvseiindlneaindt Sreudsgaziiulauinndt 5 wih aely
3 Y919t waraNs1891U Marketing Science Global Retail Path to Purchase
Study of 2021 fidnvilag Material wu1 £l TikTok asdieAudninuimeuy
uwaesuInnI1fa 1.5 wh uagdld TikTok Sosay 37 asedudiinuiiuain
uwwannlesuriud FwaradliludsemalneRndusiugsgaainyilan {4 TikTok
wazdigliBumediinunisiesay 50 Muwanvesu TikTok egrstoenisnis
soview saulud w.a. 2566 TikTok 3eldidash TikTok Shop Shopping Center
Tudszmnelne lugduuu“ Shoppertainment” fig \hureumuATlAL T
wéoumstevnedudlalunanieitu (newsroom.tiktok.com, 2566)
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iAfedfnufaadodeanmiidvinarorilatodudrinugomna TikTok
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Twadildannsinuil Afeniadusgidaitazannsosaelinsuan
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Center va3UsInAluRANTINNUMUATLAUSHAMA
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1. uwRafiRgadasiuaunslaiedud (Purchase Intention) Adla
%o maneds nszviumAnLasiruaRTIRvesUlnAro AU uage el
uaﬂmﬂﬁﬂdnmﬁﬁu‘ﬂﬂﬂé’qlﬁmmﬁ’ﬂﬁ’mﬁ’uﬂwiwﬁﬁwié’%’umﬂ?{ué’w
wtildndavanifumanaidmaliuslnafnnnuidaiestodud e
Fenvmadeniiffialunistodudn ileneuaussnnudosmslunsasisna
(Howard, 1994; Kotler, 2003) Tnetladeiitavisnasennusdlafiastedudni
AunuanauAdedu liun YedeFesdrunagnidiuyszaunianisnain 4g’s
mMsuausuwmAlulad (Technology Acceptance Theory) wazaalia1¢la (Trust)
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2. wuIRnuazVENBatUNagNSduUsEaNNIaN1IAAA 4E S

woAnssuvesffuslansimsiasuudadlunugaai daaliinagnsnans
panadinsUsuasunladiviusionisneuausssiongAnssuvesiuslnauiu
NnFNnagndLUszaumensaaadiiuiian louA nagmsdulszaumsnis
mam “4P’s” (Product, Price, Place, Promotion) Ing E. Jerome McCarthy
U a.A. 1960 (Poulou, 2018) Feaglwinnuddayfuiundndost doutlud
A.A1. 2010 e Philip Kotler lsiausspinasionagmsnisnisnanadisjatiugndn
Dugudnardunisaiisdudvieuimsiidaounuenlifuguslan a1eld
ﬂﬁ&g%éd’lﬂﬂi%ﬁu%’mmimmﬂ “4C’s” (Consumer, Cost, Convenience,
Communication) (Kotler, Kartajaya , and Setiawan, 2010) LLaﬂuIaﬂE;ﬂaﬁﬁa
fifiesnenistereduduasuinisiivainuats wastessoaulavlasy
Arwillenegnann InsgseuaUBIANFBINSURIUsInATIHDIN AT AN
snlunmsdoduduazuinig nglisuiufeuiusenludedudiitiudn
Tul a.f. 2009 lag Fetherstonhaugh B. (2009) lalausyusedsonagns
yansmanelugARava Fajuiuinisassusraunmsallunssuiunisinaulade
auruazusmstviuduilaa lown “4E’s” Usenaume 1) myadeUssaunisal
(Experience) 2) msuanidsuanin (Exchange) 3) mnwazaanlunisidnis
(Everywhere) 4) n1583198170 (Evangelism)

dmsuamAdefiiniudadeduussaunisnain 48 AdvEwasea
filatio wud1 T9av dumun (2565) AnwiFes Hadedautszaumanmsnann
4E’s fidenaliifuslnadeormsussianeyriuluuie weundiadu Food
Delivery Tnsiladesisnandimasenisdaormsvosiuilanuazaiansaiian
Uszgndltlugsfia Food Delivery lailueeaf aenadosiuauideves dosy
Shstiuns (2564) Tyt Yadudulsraumanmanain 4E’s demuidla

FagrUsziufunisiiunesuladewdidedfgnisaifisyau .05 wag Buviy

L?ﬁuaquwﬁwm (2561) WU dwdszaunisnain 4E’s dwadenisdnaula
viendieesinvieuiisavnlng egsdifedfayneadaiiszsu 05
3. wqwﬁﬁLﬁmﬁumiﬂam%’umdﬂaﬁ (Technology Acceptance Theory)
Davis (1989) unausiuudnaesniseausuinalulad (Technology
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Acceptance Model: TAM) titelfesunsfanginssuvesildinalulad nuin
mngiduausasuitaselevd uazanuditerenisldnuaziisnsnalagnse
fumgRnssuauAala (Behavioral Intention) ey wazdsrasonisléass
(Actual Use) aanmdesiuvasn weunaud (2565) ensnanissausumalulad
wagenuilindavesiliuins idwmarerusdladedudsumeszuumdod
Sidnnselind (E-commerce) Lazada n1ssuianudiglunisldau nmssug
Uselomilumsléons uazmsivinnudes finaderulinge wazaziinn
danusilatodudosulat anfindranlumsfnendl Jeldimunmssugan
faus 3 Ysgns il 1) msudfeenuiivsslowd (Perceived Usefulness)
(Davis, F.D., 1989) 2) n15¥usfsnnudresionisideu (Perceived Ease of Use)
(Davis, F.D., 1989) 3) Ms3uimnuidies (Perceived Risk)(Cox & Rich, 1964;
Stone & Gronhaug, 1993)
dmSunuitefiieatuladedunissensumalulad (Technology
Acceptance Theory) figviswasionnusitlatodud Ineflinisenanevindne
MAdeiAdes ey Jusy Sastiungs (2564) nan15idemui dadonis
pousunarnsldinalulad dwmadeaudlades Uss fusumaifiumaseulad
ogsiiodfyynaadansediu 05 aenadeaiu naviuns dnid uay nsiing

Adaa a a

J8ATY (2565) HANMTIRENUIN Nsgeuumalulagnidninalieuindaniny
filatoaudosulaivesfusinaniueistuiond egrefiuddqmsadadise iy
01 Bnvis iaTa Unudin$a® uazaniz (2566) wui adednunissensumelulas
Tunndnuiinadenisindulatodudeeulativesiojueseiduddymaads
4. wuaRauaznquiReatuaulinede (Trust)
MnmsanwiAsatuaalindeluiifvesiuslnelugiuzgnd thimms
sanevinuldlirmnumnevesnslingda (Trust) mnedis msiignénianaidesiu
aushila AuAan s waganufianslaainiiud fune uasglvuinis figndn
wnnadludendevdeliuimenngueviedliuing iy Fuduieuinmans

| Y ¥

fumuands Anu@ednd nsinusnernududeyadiuiivesgndi ns
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wilald anwasela msdeansiidanu msadeenuduiusiaiudde Uusiu
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FoAudwidouinisvesiuslan (Grandison & Sloman, 2000; 3n1n1 iAo,
2560; dadu Tann, 2561) Buiter, W., Lago, R., and Stern, N. (1997) lanan7
dudnd analindadunsamuduiusiuiuguiugnélunsdoans
5ean15u3n3 Taeduszneunisasnsuiimguiianuduiusediddnddn
5C Faazlsaannudunsuaziinlugnisaienseivlauazdlveglule
gnén flesduszneudsl 1) nisdeans (Communication) 2) msldlaguauay
N5 (Caring and Giving) 3) Yaxniin (Commitment) 4) AYNAEAINEUY
(Comfort) WieanuaanAdes (Compatibility) 5) nsuAlvanIunsaltnues
(Conflict Resolution) wazAlingla (Trust)
dusunuideiifetudatoalinda (Trust) f8vdwarernudila
FoAudn Tnefindenaneviudnueideriisades ldun Sanm sianen(2560)
w1 Padeennuilinda desadentsindulafedudrudesmansdnevonan
wisdnlavivesifuslnneeulatilungummamuns egneiioddyyaadansssu
05 uaz dfadu lanm (2561) Wi mwdlatodudrihudesmanedn Tas
(Facebook LIVE) ¥0enguiuslnm Generations X, Y, Z lasu 8vgnan1anseain
auilinala Tnefienduuseansdvswa wirdu 051 9nkaniduasviouls
fuszneumsgsiveeulatifesainsmnudedng audesiu msdeansiidaiou
mselald wazvdnidssmnuideaiiozisligninifnealsifiansle 1oadns
anuduiusgauIndugnAiiiinanulinnga aenndesiu vasa udunduds
(2565) Ainweulindafivdmadonuiilatodud Tneidaduinisdd
welilafirazdsaliglduinmafnnnulindaseuusud uay diluganusila

a v

FoFUA

HUNAFIUNTTIAY

auuRg Ut TARnARDITUTRLARNUTEIN YA UEUNIBVIENATR I ILYS
T

1.1 dulsvaunenisnatn 4E’s fidvdwannssseanulindaiiise
15l TikTok Shop Shopping Center ¥a45USLAALUUANTINNUNIUATLAY
Uuauna
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1.2 nsvensumaluladiidvinananssrornulindaiifidenisldnu
TikTok Shop Shopping Center ¥a{uUslaalulansunnuIuATLA USHMNa

1.3 mnailindaiisvinananssdennusladodudrnuteamas TikTok
Shop Shopping Center vauslnalulwanunnumuAsLazUSUMTA

1.4 dhudszauvnensnann 4E’s SavEnamnssenusslagedudsn
484113 TikTok Shop Shopping Center ¥a4{UIINALUANTANNUNTUATUAL
Usuuna

1.5 msoensumeluladiiovisnannsionussladodudsnudomis
TikTok Shop Shopping Center vasguslaalulwanumnuvuasiayUsuuna

1.6 dhudszauyenisnan 4E’s Svswansdeuseaudsladodudn
1198 TikTok Shop Shopping Center ‘UENQU%IJWQIULSUGW?GLV]‘W@WI’]‘HF]?LL@%
Vsuaumariuanulinsdedifideniside

1.7 msvenfumaluladisvananedousenudsladodudinis TikTok
Shop Shopping Center vasuslaalulwansannumuAsiarUTIumNaruAY
Pndlafifisienisldau

NIAULUIANTUNISITY
nnmsigieldmumunssaunssuwasnuAdeiifnates wui Teuus
SasyiidfmanesuUsitsvsnasesauusay 1iud anuddlalunisdedudn
aulinngda duszauniamsnane 46’s uazniseenuwmalulad {333l
tmguiunfadsnanunlilunsaiadundvinauazinaueils e
nsnageudisanuduamuwasiduniswesiuysneg Tunsdinudadeds
mmaﬁﬁ@w‘ﬁwam’aﬂ’am@iy’ﬂﬁ]%aﬁuﬁmmﬂaawm TikTok Shop Shopping Center
vosffuslnaluwnnsammmunsuazUIuMma fagunind 1
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1. Uszrnauaznguiaagng Ussnnsiildlunsinwaded fio nquiuslon
fineFodufriudoma TikTok Shop Shopping Center 81fvagluiun
nsammavUAsLazUMma Bdlinsudiaurealszvinsiuiuey aangus
audaaL (Rule of Thump) Aldlunisimunvuagegsfimueasiunnsg
AAINeIAUsENaU (Factor Analysis) ey NMTIATIZALEUNIN (Path Analysis)
warlumaaun1siasaasne (Structural Equation Models) (Comrey, 1973)
Ihaveuusifenfuruafivanzaniiesivuiadiegslisnit 200 fegs
(Kline, 2005) Fvazidushunuiiaesszansls wasdusuuiiiisaelunis
vnlnansisededels uenanidinasinsivusuunndesiiiomely
MleeRaun1sdlasiadiedishegisegetos 1020 au sefuUsdane
1 AuUs (Schumacker and Lomax, 2004) Tnglundendsimuusdanald
$1uu 15 Fauls Sedlouindognstush 370 au eieldduunasuaay
lasunismeunau saudalanifiunis Data Cleaning 3slAuuudaunINIUIU
iaAu 400 %A

2. nsiiusausaudoya andiunisvesudflasinyd

LY

URDAMENIIUNIT
W9150019505550TUN15Y 398 aardunisTanisdggraiadenlususes

FFITUNTITY n8LaviuTes PIM-REC 048/2566 AIusTui 27 nuAMUS
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.61, 2567 fefuil 27 nuaniius n.a.2568 mafudeyaldvnstaseanden
lumainsidewnnguetegslidnleegnstnny

3. e ailafldlun1s3de uuuasuannduuuuidasiaing uuuanpsau
Uszanan 5 szau widalu 5 seu lnenguegnauuuianzas (Purposive
Sampling) tJun151dendaee13laefiasanaINNITNBULUUEBUILAANTET
angfifulumaringUssasduesnisite e orgdud 18 TulU wazinede
AuAEuYINg TikTok Shop Shopping Center Tasnisuanuuuasuniuld
funguieefiendeeglunngaymumuasiazUTumma

4. MIATIABUAMNINYBALATENEID UNLUUABUNLATITABUAT BTN
nsudaiiion (Content Validity) aMngnssnadisiuiu 3 viwu §3deldinasi
AvilinA1ANaenndosEnIdernIuiuingUszatd (Item Objective
Congruency Index: 100) uagldthuuuaounuiivuuiudslunnassld (Try out)
fuwiinnunegunthiuiiinadnvazadoadsiunguiegnaidnu (@lsils
oglunguinegne) S1uau 30 9 dimudesiufvensulalitiesnin (Reliability)
0.80 (flaen nfwdUnyw, 2545)

5. gaanidlunisdassideya loaud 1) Mslnseviadndmssaun
(Descriptive Statistics) laun A (Frequency) Sot/az (Percentage) Aade
(Mean) z*hut,ﬁ&mwummgm (Standard Deviation) 2) M53ATIEVATARN
Bu/adR919849 (Inferential Statistics) laka N13ATILVBNTNATIEME
(Path analysis) Inglinaavnaadailifnudvisnasud sanve Svisnanismss
(Direct effect) uazdnsnan1ewey (Indirect effect) MATANANNFBARDITU
ToyaeUseing
NAN5IVBUATaAUTIENANTIRY
d3UNaN133Y

HANTIATEANdenRdeiuTayATsEdnYuadliaansinuiade

Baamgiisvanaseauailadedunniugen TikTok Shop Shopping
Center vaausinaluwanJuvmumUAsUAzUTIMNa Tnan15398 dall
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1. HanTIATIEDIAUSENDUR LT (Confirmatory Factor Analysis:
CFA) mullanainesfusenau lngnsiadeuanumizauLardonneiuToya
Beusinduasiulsdunaldamnsotaiudsusesisaenguldsall nogns
dulszauneinsna1n 4E’s (FOE) wagnsuausumalulad (TAC)
1.1 NagnSanyszaun1anIsnain 4€’s (FOE) Nan15insenilumanis
Ialdien Chi-Square = 0.55, df = 1, p = 0.46, CFl = 1.00, GFl = 0.99, AGFl = 0.97,
RMR = 0.00, RMSEA = 0.00 wandliiiiuinlunansinnaemseiudszanyanisnae
4E’s (FOE) fimnumsnzauuazaannaodiutayaldausedny niniiansani
asfUsznavdeniiavin 4 fuus wuhildruinveshusimuaduuan §
YUARaUA 0.84 - 0.93 lneSesmuarsuanudfyanuntuntes il P
agaInlunsdnia (FOE3) nsas1eanin (FOE4) nsadeuszaunisal (FOED)
uazmsuaniUdeuam  (FOE2) muy wardianmiinesdusznouldud
0.93, 0.88, 0.87 uar 0.84 Aua U sUA N 2
1.2 nMsgeusumalulad (TAQ) wan1simsenlunansinlaml Chi-
Square = 2.25, df = 2, p = 0.32, CFI = 1.00, GFI = 0.99, AGFI = 0.96, RMR
= 0.03, RMSEA = 0.04 uansliiiuinlumanisinniseeusumalulad (TAC)
fiaumngauuazaonanediutoyalelszdny mniansanisesdusenay
dopttavin 3 dauls wudidnimdnvesusimuaduin Suuadud
0.75 - 0.95 Ineieamuaduemnuddyaninnlumdes §il n1ssuiieany
nesenslian (TAC2) msfudfeauiiusslen (TACD) wagmssudarundes
(TAC3) suddu uagiidnimiinesdusenaulaun 0.95, 0.93 way 0.75 Ay

o W

a1 U 3
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/ il
0.09 \
0.87

¥

/0.93
1.00
T'% TAC? |=-0.11
0.7

TAC3  |=-0.43
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