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ABSTRACT

This research aims to examine personal factors influencing the decision to purchase
dietary supplements through the TikTok and Shopee applications and to study the marketing
mix factors (6Ps) that impact the purchase of dietary supplements through TikTok and
Shopee applications. The sample group consists of 400 consumers who ordered dietary
supplements through the applications. Data were collected using questionnaires and
analyzed statistically, including percentages, averages, standard deviations, comparison of

means, analysis of variance, and multiple regression analysis.

Research findings reveal that most consumers are female, aged between 31-40
years, employed in private companies, with a monthly income predominantly in the range of
25,001-30,000 Baht. Marketing mix factors influencing purchasing decisions include safety
considerations, product-related factors, Marketing promotion factors, distribution-related
factors, pricing factors, and personalised service factors. These factors significantly influence

the decision to purchase dietary supplements through TikTok and Shopee applications.

The hypothesis testing results indicate that demographic characteristics, specifically
occupational and income-related factors, significantly influence the decision to purchase
dietary supplements through TikTok and Shopee applications. Marketing mix factors, such
as marketing promotion, distribution, pricing, and personalized service, also have a significant
impact on the decision to purchase dietary supplements through TikTok and Shopee

applications, with a statistically significant level of 0.05.

Keywords: Purchasing Decision, Marketing Mix, Applications
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