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Study of the population's values towards online shopping via Tik Tok

Case study: Population in Mueang District Surin Province
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ABSTRACT

This research study examines the values of the population towards online shopping
through Tik Tok, which consists of value factors divided into imitation values. Fashion
values and the 6Ws1H factors include how to purchase products or services. The time of
purchase of goods or services Influencer in purchasing products or services Reason for
purchasing products or services The channel through which the product or service is
purchased and the product or service that you are interested in purchasing. Perception of
the benefits received. This research is a quantitative research using survey research. and
used questionnaires to collect data. This research collected data from the group. The
sample totaled 400 people. The validity of the instrument was checked using analytical
methods. components and the reliability or reliability of the instrument is checked with
coefficients. Cronbach's Alpha In the hypothesis testing part of the research, multiple

regression analysis was used.

The conclusion of the research found that It was found that all aspects were in
agreement with opinions. Sorted from the aspect with the highest average is the method of
purchasing products or services. The time of purchase of goods or services Influencer in
purchasing products or services Reason for purchasing products or services Channel
through which products or services are purchased and the products or services you are

interested in purchasing, respectively

Keywords: Values, consumption factors, 6Ws1H, online shopping through the Tik

Tok application
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