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Abstract

This study aimed to (1) compare cosmetic purchase decisions on TikTok
among Thai consumers based on demographic characteristics and (2) examine the
influence of influencer communication characteristics on cosmetic purchase
decisions. A quantitative research design was employed. Data were collected from
400 TikTok users in Thailand who had experience viewing cosmetic-related content
from influencers. A structured questionnaire was used as the research instrument.
Data were analyzed using descriptive statistics, one-way ANOVA, and multiple
regression analysis.

The findings revealed that age, education level, occupation, and monthly
income significantly influenced purchase decisions at the .05 level, whereas gender
showed no significant difference. Moreover, influencer communication characteristics
including expertise, trustworthiness, communication attractiveness, and content
quality had significant positive effects on purchase decisions. The regression model
explained 79% of the variance in purchase decisions (Adjusted R? = 0.79). The results
highlight that influencer credibility and expertise play crucial roles in shaping
consumer decision-making within short-video digital marketing platforms.

Keywords: Influencer, Purchase decision, TikTok platform, Cosmetics, Digital
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