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บทคัดย่อ 
 

การวิจัยครั้งนี้มีวัตถุประสงค์เพื่อศึกษาปัจจัยตามโมเดล AISAS ที่มีอิทธิพลต่อความตั้งใจซื้อของผู้บริโภคบน TikTok 
ในกรุงเทพมหานครภายใต้ภูมิหลังการแพร่ระบาดของโควิด-19 กลุ่มตัวอย่างในการวิจัยครั้งนี้มีจ านวน 400 คน วิเคราะห์
ข้อมูลโดยใช้สถิติเชิงอนุมานและการวิเคราะห์เชิงถดถอยพหุคูณ ผลการวิจัยพบว่า ผู้ตอบแบบสอบถามส่วนใหญ่เป็นเพศหญิง 
อายุระหว่าง 18-28 ปี โดยมีวุฒิปริญญาตรี ท างานเป็นพนักงานบริษัทเอกชน เงินเดือนระหว่าง 15,001-30,000 บาท ปัจจัย
โดยรวมด้านประชากร ปัจจัยผู้น าทางความคิดเห็น (KOL) และปัจจัยราคาอยู่ในระดับดี ผลการทดสอบสมมติฐานพบว่า                
(1) อายุ เพศ ระดับอุดมการศึกษา อาชีพ เงินเดือนประจ า (2) ปัจจัยด้านความคิดเห็นท่ีส าคัญตามโมเดล AISAS ประกอบด้วย 
Attention, Interest, Search, Action, Share โมเดล AISAS บางโมเดลมีความสัมพันธ์กับความตั้งใจซื้อของผู้บริโภค             
บน TikTok มากกว่าช่องทางอื่นๆ ความคาดหวังของผู้บริโภคเกี่ยวกับผลิตภัณฑ์ที่ขายบน TikTok นั้นน่าเช่ือถือ ปัจจัย KOL  
มีความส าคัญมากที่สุดในการตัดสินใจซื้อบน TikTok; คาดหวังในการแนะน าผู้อื่นให้ซื้อบน TikTok; ความคาดหวังของ
ผู้บริโภคในรูปแบบผู้ขายสตรีมสดบน TikTok เป็นแนวโน้มในอนาคตส าหรับอีคอมเมิร์ซ (3) ปัจจัยด้านราคาตามโมเดล AISAS 
บางรูปแบบมีความสัมพันธ์กับความตั้งใจซื้อของผู้บริโภคบน TikTok มากกว่าช่องทางอื่นๆ ความคาดหวังของผู้บริโภค
เกี่ยวกับผลิตภัณฑ์ที่ขายบน TikTok นั้นน่าเชื่อถือ ปัจจัยด้านราคามีความส าคัญที่สุดในการตัดสินใจซื้อบน TikTok คาดหวัง
ในการแนะน าผู้อื่นให้ซื้อบน TikTok; ความคาดหวังของผู้บริโภคในรูปแบบผู้ขายสตรีมสดบน TikTok เป็นแนวโน้มในอนาคต
ส าหรับอีคอมเมิร์ซ พบว่าปัจจัยเหล่านี้มีนัยส าคัญทางสถิติที่ระดับ 0.05 
 
ค าส าคัญ: ความตั้งใจซื้อ ติ๊ก-ต็อก อัยสัสโมเดล ผู้น าทางความคิด  
 

ABSTRACT 
 

The purpose of this research is to study the factors based on AISAS model influencing consumer 
purchase intention on TikTok in Bangkok under COVID-19 pandemic background. The samples in this 
research have 400 people. The data were analyzed by inferential statistical analysis and multiple 
regression analysis. The results were as follows: most respondents were female, aged between 18-28, 
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with bachelor degree, work in private company, earn salary between 15,001-30,000 Baht. The factor of 
demography, Key Opinion Leader and Pricing were at good level. The results of the hypothesis were: (1) 
age, gender, educational level, occupation, monthly salary; (2) key opinion factor based on AISAS model 
consist of Attention, Interest, Search, Action, Share, some of the AISAS model has relation to consumer 
purchase intention on TikTok rather than any other channel; consumer prospective on products selling on 
TikTok are trustworthy; KOL factor matters most when make decision to buy on TikTok; prospective on 
recommending others to buy on TikTok; Consumer prospective on live streaming seller model on TikTok 
is the future trend for ecommerce (3) Pricing factor based on AISAS model, some of the AISAS model has 
relation to consumer purchase intention on TikTok rather than any other channel; consumer prospective 
on products selling on TikTok are trustworthy; pricing factor matters most when make decision to buy on 
TikTok; prospective on recommending others to buy on TikTok; Consumer prospective on live streaming 
seller model on TikTok is the future trend for ecommerce. These factors were found to be at a 
statistically significant level of 0.05. 
 
Keywords: Purchase Intention, TikTok, AISAS model, Key Opinion Leader 
 

Introduction 
As coronavirus was first identified in December 2019 (hereafter referred to as COVID-19), The 

World Health Organization declared a Public Health Emergency of International Concern regarding COVID-
19 on 30 January 2020, and later declared a pandemic on 11 March 2020. Strict measures then were on 
the ground for defending against COVID-19 such as lock down, curfew, work-from-home policy and so on, 
which further deeply reshaped the economy momentum and the way of communication around world, 
and Thailand is no exception. 

According to the Electronic Transactions Development Agency (hereafter referred to as ETDA), 
online sales are expected to hit $49 billion in 2020, up from $33 billion in 2017 as a result of the COVID-
19 impacts (International Trade Administration, 2021). The pandemic resulted in consumers’ adoption of 
electronic consuming channels, and this trend sees continuing and even likely turn to be new norm even 
if COVID-19 are being controlled in the future. 

The term “social commerce” is first introduced in 2005 on Yahoo!. (Wang & Zhang, 2012b) 
.Launched on November 11, 2005, Yahoo!’s Shoposphere is the earliest attempt to plunge into social 
commerce (Rothberg, 2005). Its “Pick Lists” feature allows users to comment on and review products lists. 
The user-generated content makes Shoposphere like a “blogosphere” (Rothberg, 2005). At that time, 
there are many forecasts and projections for social commerce. On the people dimension, consumers are 
believed to rely on peers (peer-generated content) rather than marketers (marketer-generated content) as 
their information sources. On the management dimension, the basic ideas are two-fold: 1) online 
advertisements should shift from attracting potential consumers to giving advice to consumers, allowing 
shoppers to discover products based on lists by other shoppers; and 2) social commerce should move 
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the dominant paradigm of e-commerce marketing from short-tail thinking to long-tail thinking. A short-tail 
thinking strategy is to attract attention, while a long-tail thinking strategy is to find niche products. Such 
strategies provide potential opportunities for small businesses to make profits online by selling small 
numbers of hard-to-find items in order to differentiate themselves from their larger counterparts (Wang & 
Zhang, 2012a). 

As a result of social commerce, purchase intention is the preference of consumer to buy the 
product or service. In another words, purchase intention has another aspect that the consumer will 
purchase a product after evaluation. There are many factors affecting the consumer’s purchase intention 
while selecting the product and the ultimate purchase decision was made depending on consumers’ 
intention with both personal and external factors (Keller, 2001) (Mirabi, Akbariyeh, & Tahmasebifard, 2015). 
AISAS model is stemmed from AIDMA theory which was first proposed by American advertising expert E.S 
Lewis in 1898. According to this theory, the whole process of consumers from the receiving of information 
to the final buying of products or services usually consist of such five stages as Attention, Interest, Desire, 
Memory, and Action (AIDMA).  In the year 2005, to meet the challenge brought about by the Internet, 
Dentsu Group in Japan came up with a brand-new consumer buying behavior model based on the 
Internet – AISAS (Attention, Interest, Search, Action, and Share). 

In sum, the researcher uses theory of AISAS model to look into the impacts of Key Opinion 
Leaders and pricing policy on consumer purchase intention on the social commerce platform in the 
context of the COVID-19 pandemic in Bangkok. By investigating the factors and evaluating the relativeness 
among the factors relating to the COVID-19 impacts and consumer purchase intention, researcher aims to 
refine theories and contribute practical implications on social commerce business development. 
 

Objective 
1. To study the effect of diversified demographic factors may result in different purchase 

intention on TikTok platform under the background of COVID-19 pandemic in Bangkok and how it related 
to the different group of population.  

2. To study the impacts of Key Opinion Leaders through AISAS model on consumer purchase 
intention on the social commerce platform TikTok in the context of the COVID-19 pandemic in Bangkok.  

3. To study the impacts of Pricing Policy through AISAS model on consumer purchase intention 
on the social commerce platform TikTok in the context of the COVID-19 pandemic in Bangkok.  

Hypothesis 
Hypothesis 1: Customer’s demographic factors have different purchase intention on social 

commerce platform TikTok in Bangkok in the context of the COVID-19 pandemic; 
Hypothesis 2: Key Opinion Leaders plays a role combined with the five dimensions of AISAS 

model (i.e., Attention, Interest, Search, Action, Share), which further influences the consumer’s purchase 
intention on social commerce platform TikTok in the context of the COVID-19 pandemic; 
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Hypothesis 3: Pricing Factor plays a role combined with the five dimensions of AISAS model (i.e., 
Attention, Interest, Search, Action, Share), which further influences the consumer’s purchase intention on 
social commerce platform TikTok in the context of the COVID-19 pandemic. 

Literature Review 
As of data revealed by SensorTower, the app analytics platform reported that TikTok Becomes 

the First Non-Facebook Mobile App to Reach 3 billion Downloads Globally. In Q2 2021, TikTok saw its 
greatest quarter-over-quarter growth in consumer spending since Q2 2020, climbing 39 percent to $534.6 
million from $384.7 million in the previous quarter. TikTok's adoption has also accelerated in 2021, as 
first-time downloads climbed 2 percent Q/Q to 177.5 million in Q1 2021, and surged 16 percent Q/Q to 
205.4 million Q2 2021, the most growth the app has seen since its record-breaking Q1 2020 when it 
accumulated more than 315 million installs, the most any app has seen in a single quarter (SensorTower, 
2021). According to Thailand's head of marketing at TikTok, Pakorn Vatanachaleamvutikon, the app's 
primary target users are generation Z (17-22 years old) and generation Y (23-38 years old). It has been 
reported 50% of all total users of TikTok are aged between 13 and 17 and that 75% of its users are 
female. (Bangkok post,2020). In Thailand, TikTok's advertising audience reach is now 35.8 million, or 51.1% 
of the entire population of the country. This proves two things: TikTok is widely-used by the local Thai 
audience, and TikTok will serve beneficial for brands wanting to increase online presence. TikTok is now a 
useful tool for advertising and marketing of products and services. Since influencers are the kings and 
queens of this app, it is only natural that media consumers and brands both seek to know who the top 
TikTokers (AJ Marketing, 2022). 

In a classic statement, Hauser and Duncan (1959) defined demography as “the study of the size, 
territorial distribution, and composition of population, changes therein, and the components of such 
changes” (Xie, 2000). Demography is the statistical study of human populations. Demography examines 
the size, structure, and movements of populations over space and time. It uses methods from history, 
economics, anthropology, sociology, and other fields. Demography is useful for governments and private 
businesses as a means of analyzing and predicting social, cultural, and economic trends related to 
population (National Geographic Society, 2020). In the context of e-commerce, the literature on gender 
differences in consumer behavior and decision making is still very nascent (X. Lin, Featherman, Brooks, & 
Hajli, 2019). 

A major surge in COVID-19 cases severely slowed economic activity in Thailand during Q3 of 2021, 
but a recovery is now underway. The Thai Economy in the second quarter of 2021 contracted by 0.3 
percent (%YoY) compared with a 7.6-percent decline in the previous quarter. After seasonally adjusted, 
the economy decreased by percent from the second quarter (%QoQ sa). In the first 9 months of 2021, 
the Thai economy expanded by 1.3 percent. Progress on vaccinations has accelerated since August 2021, 
according to the data released by Department of Disease Control, more than 75.2% population have at 
least 1st dose vaccinated. Economic activity is expected to return to pre-pandemic levels by the end of 
2022, with continued progress on vaccinations and the resumption of tourist arrivals supporting the 
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recovery. TikTok is known as a short-video social media platform, people can shoot the clip of video by 
their own creation, which TikTok have users armed with a sort of the Augmented Reality (AR), filter, effect 
and so on. However, Douyin in China, has pilot with the ecommerce field which approved workable. 
Based on the giant Daily Active Users (DAU) with more than 308 million users, Douyin achieved more than 
500 billion Chinese Yuan (CNY) Gross merchandise volume (GMV) according to Ping An Insurance as of 
October 2021. Meanwhile, TikTok has expanded its live shopping business to the global market, such as 
Britain, Indonesia and more countries are on the plan.  

The AISAS model is a different model from its predecessors, AIDA (Attention, Interest, Desire, and 
Action) and AIDMA (Attention, Interest, Desire, Memory, and Action) which are more suitable for use (Xu, 
Hao, & Han, 2017). AISAS model adopts the perception that consumers tend to share commodity and 
service information after making purchases and consequently shape the shopping behaviors of others, in 
this age of rapid exchange of information (Jun et al., 2021). 

Purchase intentions are a very important measurement in marketing and are effective in designing 
marketing activities or promotions. Purchase intentions can be used to test the implementation of a new 
distribution channel to help managers determine whether the concept deserves further development and 
decide which geographic markets and consumer segments to target through the channel (Morwitz, 
Steckel, & Gupta, 2007). Their importance lies in the fact that intentions are considered the key predictor 
of actual behavior (Monta & Kasprzyk, 2015). 

Key opinion leaders (KOLs), in other words “thought leaders,” have always been around in 
dermatology (Qureshi et al., 2009). Unofficially and frequently, a live-streaming ecommerce key opinion 
leader is a person who affects shoppers' views or actions on a live shopping platform. Consumer 
engagement is a behavioral notion that refers to the level of consumer involvement in the goods, 
services, and activities that a company offers as well as the maintenance of a relationship with the 
company. The difference in opinion leaders’ attitudes towards brands directly affects the effects of brand 
online marketing. When opinion leaders show high passion for certain brand, their comments will be 
more influential (Liao, 2020). 

A pricing strategy is a method used to set the best price for a product or service. It helps the 
company chooses prices to maximize profits and shareholder value while considering consumer and 
market demand. Perceived quality and perceived price were the antecedents of the accumulated 
customer satisfaction (Sohn & Kim, 2020). 

Sellers and consumers in online social media marketing create a virtual, intuitive, visible and 
communicable face-to-face transaction environment together, where consumers are in a relaxed state to 
watch new product information released and their choices to consume are affected consequently (W. 
Zhang, Daim, & Zhang, 2021). In this sense, consumers have different understanding and positioning of 
products sold in online social media marketing. Their desire and willingness to buy are stimulated by 
multiple factors. 

How to win the trust of consumers is vitally important. However, due to the particularity of the 
Internet environment, consumers are unable to directly experience real-life goods or services. In that 
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case, a suitable and trustworthy influencer not only directly helps products with exposure, but also 
increase the reliability of products information in short videos. According to the results of the survey, 
most people believe that the participation of influencers can increase the value of short video 
advertising, which strengthens their willingness to purchase. Therefore, in the actual marketing 
circumstances, for different marketing target groups, the company should conduct an in-depth 
investigation of its interest preferences, and select a suitable person who is an authoritative and appealing 
influencer to act as the protagonist in video, which is bound to attract the attention of consumers (Xiao, 
Wang, & Wang, 2019). 
 

Research Methodology 
Population in this research  
The population of this study is the number of users who used to purchase on TikTok (Thai 

nationality) in Bangkok. Based on this, the researcher aims to conduct the survey with a sample size of 
400 social media users in Bangkok according to Yamane’s (1967) formula. A confidence value of 95% will 
be set, and estimation error of not more than 5% (Kalaya Wanich Bancha, 2002) from the calculations, so 
that 385 samples were obtained and 15 were reserved to mitigate data inaccuracy. In the context of 
social distancing, online questionnaire was distributed to the participants with the advantages of saving 
cost and time. 

Sampling group collection 
Convenience Sampling method by selecting a sample group of Thai citizens who used to 

purchase behavior on TikTok in the Bangkok area 400 samples through filling with the online Google form. 
 

Results 
Majority of interviewees ranging from 18 to 28 years old with number of 249 persons and account 

for 62.25%; In terms of Gender, majority of interviewees are female, with number of 287 persons and 
account for 71.75%; while male interviewees have number of 113 persons and account for 28.25%.In 
terms of Education Level: Majority of interviewees with degree of bachelor have 296 persons and account 
for 74%; In terms of Occupation, Majority of interviewees work as private company employee have 265 
persons and account for 66.25%;In terms of Salary, Majority of interviewees earn monthly salary ranging 
from 15,001 to 30,000 Baht, with number of 161 persons and account for 40.25%; the interviews earn 
monthly salary above 60,000 Baht have 45 persons and account for 11.25% after regrouping data. 

Result of Hypothesis 
Hypothesis 1: Consumers’ demographic factor have different effect against the consumer’s 

purchase intention on social commerce platform TikTok in Bangkok in the context of the COVID-19 
pandemic. 
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The hypothesis 1.1 Consumers’ gender factor have different effect against the consumer’s 
purchase intention on social commerce platform TikTok in Bangkok in the context of the COVID-19 
pandemic. 

The hypothesis 1.2 Participants’ age factor have different effect against the consumer’s purchase 
intention on social commerce platform TikTok in Bangkok in the context of the COVID-19 pandemic. 

The hypothesis 1.3 Participants’ monthly salary factor have different effect against the 
consumer’s purchase intention on social commerce platform TikTok in Bangkok in the context of the 
COVID-19 pandemic. 

The hypothesis 1.4 Participants’ occupation factor have different effect against the consumer’s 
purchase intention on social commerce platform TikTok in Bangkok in the context of the COVID-19 
pandemic. 

The hypothesis 1.5 Participants’ education factor have different consumer’s purchase intention 
on social commerce platform TikTok in Bangkok in the context of the COVID-19 pandemic. 

Hypothesis 2: Key Opinion Leaders plays a role on affecting the five dimensions of AISAS model 
(i.e., Attention, Interest, Search, Action, Share), which further influences the consumer’s purchase 
intention on social commerce platform TikTok in the context of the COVID-19 pandemic. 

The hypothesis 2.1 Key Opinion Leaders plays a role combined with the five dimensions of AISAS 
model (i.e., Attention, Interest, Search, Action, Share) having different effect against the consumer’s 
purchase intention on social commerce platform TikTok in terms of tending to purchase on TikTok Shop 
rather than any other online channel due to its KOL and more favorable selling prices in Bangkok in the 
context of the COVID-19 pandemic. 

The hypothesis 2.2 Key Opinion Leaders plays a role combined with the five dimensions of AISAS 
model (i.e., Attention, Interest, Search, Action, Share) having different effect against the customer 
prospective on products selling on TikTok are trustworthy. 

The hypothesis 2.3 Key Opinion Leaders plays a role combined with the five dimensions of AISAS 
model (i.e., Attention, Interest, Search, Action, Share) having different effect against the customer 
prospective on KOL is the most important factor in decision to buy a product on TikTok. 

The hypothesis 2.4 Key Opinion Leaders plays a role combined with the five dimensions of AISAS 
model (i.e., Attention, Interest, Search, Action, Share) having different effect against the customer 
prospective on selling price is the most important factor in decision to buy a product on TikTok. 

The hypothesis 2.5 Key Opinion Leaders plays a role combined with the five dimensions of AISAS 
model (i.e., Attention, Interest, Search, Action, Share) having different effect against the customer on 
recommending others to buy products on TikTok. 

The hypothesis 2.6 Key Opinion Leaders plays a role combined with the five dimensions of AISAS 
model (i.e., Attention, Interest, Search, Action, Share) having different effect against the customer 
prospective on live streaming selling model on TikTok is the future trend for ecommerce. 
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Hypothesis 3: Pricing plays a role on affecting the five dimensions of AISAS model (i.e., Attention, 
Interest, Search, Action, Share), which further influences the consumer’s purchase intention on social 
commerce platform TikTok in the context of the COVID-19 pandemic. 

The hypothesis 3.1 Pricing plays a role combined with the five dimensions of AISAS model (i.e., 
Attention, Interest, Search, Action, Share) having different effect against the consumer’s purchase 
intention on social commerce platform TikTok in terms of tending to purchase on TikTok Shop rather 
than any other online channel due to its KOL and more favorable selling prices in Bangkok in the context 
of the COVID-19 pandemic. 

The hypothesis 3.2 Pricing factor plays a role combined with the five dimensions of AISAS model 
(i.e., Attention, Interest, Search, Action, Share) having different effect against the customer prospective on 
products selling on TikTok are trustworthy. 

The hypothesis 3.3 Pricing factor plays a role combined with the five dimensions of AISAS model 
(i.e., Attention, Interest, Search, Action, Share) having different effect against the customer prospective on 
KOL is the most important factor in decision to buy a product on TikTok. 

The hypothesis 3.4 Pricing plays a role combined with the five dimensions of AISAS model (i.e., 
Attention, Interest, Search, Action, Share) having different effect against the customer prospective on 
selling price is the most important factor in decision to buy a product on TikTok. 

The hypothesis 3.5 Pricing factor plays a role combined with the five dimensions of AISAS model 
(i.e., Attention, Interest, Search, Action, Share) having different effect against the customer on 
recommending others to buy products on TikTok. 

The hypothesis 3.6 Pricing factor plays a role combined with the five dimensions of AISAS model 
(i.e., Attention, Interest, Search, Action, Share) having different effect against the customer prospective on 
live streaming selling model on TikTok is the future trend for ecommerce. 
 

Conclusions and Discussion 
From the result of demographic factor (consisting of age, gender, educational level, occupation, 

and monthly salary) affecting consumer purchase intention on TikTok in Bangkok under COVID-19 
pandemic background in this study. It was found that Sig (2 - tailed) is higher than 0.05 means the 
difference of demography does not affect the consumer purchase intention on the social commerce 
platform TikTok in Bangkok in the context of the COVID-19 pandemic. In the context of e-commerce, the 
literature on gender differences in consumer behavior and decision making is still very nascent. (X. Lin et 
al., 2019). This happened may highly due to the limitation of the variables of respondents, which has 
main portion of them consist of private company employee with similar salary level below 30,000 Thai 
baht per month, and female count for 71.75%. On the one hand, respondents who answered the 
questionnaire have purchase experience on TikTok previously may also affect the result of demographic 
level.  
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From the result of Key Opinion Leaders (KOL) factor, it was found that KOL factor has significance 
with the consumer purchase intention in terms of AISAS model. The AISAS model is a different model 
from its predecessors, AIDA (Attention, Interest, Desire, and Action) and AIDMA (Attention, Interest, Desire, 
Memory, and Action) which are more suitable for use (Xu et al., 2017). AISAS model adopts the 
perception that consumers tend to share commodity and service information after making purchases and 
consequently shape the shopping behaviors of others, in this age of rapid exchange of information (Jun et 
al., 2021). The result showed that the way of KOL communicating during the live streaming may result in 
difference action of the purchase behavior or perspective. Social influences are conforming ideas or 
actions(Lamb et al., 1992) that lead to imitating behaviors which could explain consumers’ behaviors 
toward the influencer by a theory of information source. The theory states that the reliable influencer has 
expertise and can attract as well as interest consumers to participate in the advertisement (McCracken, 
1989). 

From the result of pricing factor, it was found that pricing factor has significance with the 
consumer purchase intention in terms of AISAS model. Pricing factor can affect consumer perception in 
terms of purchase intention through dragging their Interest, conduct action and share the product, 
indirectly catch up with potential volume for the merchant.  There is a need to develop strategies that 
include lower prices or reduced costs during the purchasing process to meet the requirements of users 
and generate higher levels of interest in making online purchases (Sohn & Kim, 2020). 
 

Suggestion  
From the study on factors based on AISAS mode affecting consumer purchase intention on 

TikTok in Bangkok under COVID-19 pandemic background raised the implications for researcher as below: 
1. From the result of the study, it is found that the demographic factors are not significant related 

with the consumer purchase intention on TikTok in Bangkok under COVID-19 pandemic background. The 
cause of this may highly due to the group of samples concentrated on young and working interviewees, 
which is the main players of the TikTok. On the other hand, the result implicate that the demographic 
factors may not be the main influence of people who used to purchase on TikTok. 

2. From the result of the study, Key Opinion Leadership (KOL) factor combined with theory of 
AISAS model have significance with the consumer purchase intention on TikTok during COVID-19 
pandemic background. Especially KOL can have influence on pushing consumers on searching, buying and 
sharing the products selling by certain KOL; and customer can trust on the product selling by favored KOL 
through draw their attention, and execute buying and sharing behavior, this indicate that when doing the 
liver streaming by KOL to sell the product, trustworthy awareness and image is important to set in mind 
of consumers, thus it is vital to choose and air proper recommendation and value of society during live 
stream; on the other hand, professions are required for the KOL since consumers tend to buy the product 
that KOL have ever used or tested before and the basis of confidence can be set up among consumers. 
This is about the individual leadership power plays the role of affecting consumer purchase intention 
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which is difference with the traditional ecommerce platform. Obviously, the COVID-19 situation lift the 
growth of impulse online consumption, and attract people’s focus on the KOL who can have virtual 
interaction online during the lockdown. The effect of power of KOL during post-COVID-19 times are 
further to be researched. 

3. From the result of the study, Pricing factor combined with theory of AISAS model have 
significance with the consumer purchase intention on TikTok during COVID-19 pandemic background. In 
details, it showed that pricing can play the role the draw the interest from consumers, and lead to the 
action of buying and sharing. While where the ecommerce platform can have attractive price, consumers 
tend to eye on and may take act in buying and sharing rather than the other platform. The result shows 
that pricing factor can contribute in making consumer feeling trustworthy may be highly relevant with the 
features or levels of the product sells, it can be proved that the price match with the expectations of 
consumers buying product via TikTok. Meanwhile, it proved that price factor can also be the role in 
attracting consumers to TikTok and generate opportunity of transaction. In another way, consumers have 
intention to share the product selling because of the favored price shows that the merchant can use 
market promotion tools related to pricing, to generate market fission and bring more volume into the 
product. However, the result demonstrate that pricing factor is not the way of consumers thinking about 
the future trend of ecommerce, this may indicate that the merchant who use pricing promotion to draw 
attention and generate transactions would not be sustainable in long run. 

Nonetheless, the study still remains several limitations. First of all, the group of sampling this 
time focus on the consumers who used to purchase on TikTok only, indirectly zoom in the questionnaire 
participants, the result is that majority of participants are among age 18-28; people those who may use 
TikTok and have potential intention to purchase on TikTok is not inclusive. However, as the part of online 
traffic for TikTok, it is also important for TikTokers to make efforts in attracting and exploiting purchase 
intention as well.  

Secondly, the influencing factors may affect consumers purchase can be more than this study. 
This study only focuses on the KOL and pricing factor. However, other factors for example like logistics, 
payment, brand trust and so on can also contribute to the different purchase intention of consumers. 

Thirdly, the range of sampling this time focus in Bangkok region only. The study can still extend 
the range outside Bangkok and may have different point of view regarding the purchase intention on 
TikTok. The sample size is limited and the number of useful data derived from this sample is also 
restricted. However, the limited information still provided the researcher with an insight of consumer 
purchase intention on TikTok in Bangkok under the COVID-19 background through AISAS model. The 
information is valuable and could be referred to TikToker who are selling on TikTok and for other 
researcher reference in the future.  
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