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The Influence of Online Customer Experience on Satisfaction

Among TikTok Application Users in Songkhla Province
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ABSTRACT

This research aimed to examine the influence of online customer experience
on satisfaction among TikTok application Users in Songkhla province. Participants
were individuals who lived in Songkhla province and had purchased products via TikTok
at least once in the past three months. A total of 409 participants completed through
an online questionnaire. Voluntary sampling was employed, and data were analyzed
using percentage, mean, standard deviation, and Multiple Regression Analysis.
The result show that the majority of participants were female, aged between 21

and 30 years old, held a bachelor's degree, and had a purchasing frequency of 3-4 times



per month. The result from the hypothesis testing show that fulfillment reliability
had the highest influence on satisfaction ([3 =0.638, p <.001) followed by store
offering ([3 =0.140, p <.001) customer service ([3 =0.103, p =.001) and ease of use
(B =0.088, p=.004) at a statistical significance level of 0.05. all dimensions explained
87.4% of satisfaction on TikTok Application. However, interaction and security dimensions

did not significance.
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