nagnsnisnaineaulavuaznmdnunivesnaniusianaiasuiagunind
denardaanunsladevasfuilnauuunanwesy TikTok Tudawin
U3227UATTUS
Online Marketing Strategy and Product Image of a Health Dietary
Supplement Product Affecting the Consumer’s Purchasing Intention

on the TikTok Platform in Prachuap Khiri Khan Province
wnwsiyyn vdylananens’ uaz alges unnvinylya®
Pearpatcha Khanjaiklangdong' and Nataorn Mahatamnuchok?

#1UIYINTUIITTING AMEINGINITIANTT UNINEIRETIVALNYTYT

Faculty of Management Science, Phetchaburi Rajabhat University'?
E-mail: aomna33@hotmail.com?, nataorn.mah@mail.pbru.ac.’th2
Received: 2025-3-7; Revised: 2025-10-12; Accepted: 2025-10-24
unAnga
mAfordalinguazasdifiofinm 1) sziunagnsnmanainooulay nmdnualvosudndei
wazaudslad eves{uilng 2) nagnsnismaineoulauidwwanonudsladovesfuslna
3) nndnwalvosndnfueifl dsnadeninuddlad ovesfuilan d3duvunisiseiduniside
Fasaina ngusogneiildlumside Ae duslaafidondndusiomaaiuiioguamuuunaniedy
TikTok fiendeegludminuszaiuAsdus sau 385 au duiiograuvuiady insesdlensidodu
LA MTEaAT@mUsTINMA 5 sEU SAanudesiumindu 0.91 addfltlunsiesiey
doua loun evas Anads drudsauuanmsgiu wasmnneinisanassiadunmg
HANTISITENUIN NagnsnIsnaIneoulal Usenaunds AuNaAsuel 51A1 98311901590
$1vtine daasunisnann nsinudeyadiuiigndn msliuinisfidannauazauignd danaste
ArwRdladonansusioaaiiiiogunn uaznmdnuaivesnantue Ussnaude dunmuauli
Anitszlon A wazyadnninwasild dwadoaudilatendndusiomnaiuiiogunmaes
Fuslaauuunannasy TikTok ludwinUszarudsdus wiulddn unuimaesnagnsnisaaineeuladl
warnmdnuaivenandusidmademuiiladevesuilna

AdNARY: NagnsnIsnatnesulal, nmanuyalndndue, Aundlatevesfuilag, Handugo1ms
LESUNRAUN N

Abstract

This research aimed to study 1) the level of online marketing strategies, product image,
and consumers' purchase intentions, 2) online marketing strategies that affect consumers'
purchase intentions, and 3) product image that affects consumers' purchase intentions. The
research design was quantitative. The sample group used in the research was 385 consumers

who purchased health supplement products on the TikTok platform residing in Prachuap Khiri
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Khan Province, using accidental sampling. The research tool was a 5-point rating scale
questionnaire with a reliability value of 0.91. The statistics used for data analysis included
percentages, means, standard deviations, and multiple linear regression analysis.

The research results found that online marketing strategies, including product, price,
distribution channels, marketing promotion, customer privacy, and customer-specific services,
influenced purchase intentions for health supplement products. Product image, including
features, benefits, value, and user personality, influenced purchase intentions for health
supplement products among consumers on the TikTok platform in Prachuap Khiri Khan
Province. It can be observed that online marketing strategies and product images play a role

in influencing consumer purchase intentions.

Keywords: Online Marketing Strategy, Product Image, Purchase Intention, Health Dietary
Supplement Product
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