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Abstract
The objective of this research is as follows: 1) To study the influential factors on purchasing
behavior of silver and costume jewelry on the TikTok platform in Bangkok and vicinity. 2) To study how

the marketing mix influences consumer perception (4C’s) and purchasing behavior of silverware and
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jewelry products via the TikTok platform. 3) To study variables impacting purchasing behavior of
silverware and jewelry products via the TikTok platform. The sample group consists of 400 consumers
who place orders on the TikTok platform in Bangkok and vicinity. The convenience sampling method was
used to analyze descriptive statistics such as percentages, means, standard deviations. Inferential analysis
using one-way ANOVA and multiple regression analysis. The results showed that different age, education
level, occupation, and average monthly income had an effect on purchasing behaviors. The marketing mix
influenced consumer perception (4C’s) that impacted purchasing behavior most was consumer wants and

needs. Then consumer's cost to satisfy, convenience to buy and communication.
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