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# # 6480026028 : MAJOR COMMUNICATION ARTS
KEYWORD: TikTok Application, Short Video Advertising, Exposure, Attitude,
Purchase Intention
Naweeya Daengbunga : CONSUMER’S EXPOSURE, ATTITUDE AND
PURCHASE INTENTION TOWARDSSHORT VIDEO ADVERTISING ON TIKTOK
APPLICATION IN THE CONTEXT OFBEAUTY PRODUCTS. Advisor: Assoc. Prof.
TATRI TAIPHAPOON, Ph.D.

The purpose of this research was to study consumer exposure, attitude,
and purchase intention towards short video advertising on TikTok application in the
context of beauty products as well as to explain the influence of consumer
exposure and attitude towards purchase intention of beauty products. The
quantitative research, using survey research method, was conducted via online
questionnaires to collect data from 400 respondents who were 18 years and older,
living in Bangkok and have seen short video advertising of beauty products on

TikTok.

The results showed that: 1) Occupation has impacts on consumer
exposure towards short video advertising of beauty products on TikTok. 2)
Consumers of different sex and occupation have different levels of attitude
towards short video advertising of beauty products on TikTok. 3) Consumers of
different sex and occupation have different levels of purchase intention towards
beauty products. 4) Factors of exposure and attitude have an influence on

purchase intention with statistical significant at the rate of 0.001.

Field of Study: ~ Communication Arts Student's Signature .......cccccevevnenn.

Academic Year: 2022 Advisor's Signature ..o
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CHANGE IN THE USE NECTED DEVICES AND SERVICES OVER TIME

TOTAL UNIQUE MOBILE INTERNET ACTIVE SOCIAL
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+1.0% +1.8% +4.0% +10.1%

+80 MILLION +95 MILLION +192 MILLION +424 MILLION
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https://datareportal.com/reports/digital-2022-global-overview-report
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https://datareportal.com/reports/digital-2022-thailand
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Total Spending

Despite COVID impact, digital spending in Thailand was
24 Billions+ in value, recovering from COVID-19
challenge last year with a strong +18% growth in 2021.
More than double growth than forecasted

AGR growth over past nine years is +27.5% YO
Rate of growth for 2022 is forecasted to be at +9%

+31%
+179
+32% : 12
.44%
+53 %
5,084 |
= - . I

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 FC2022
W | KANTAR

fian: Brand Buffet. (2565). Tawanddnia 2022 Tld 9% “wlertdn” SoSumuilneidaiiy
8,106 a7u. https://www.brandbuffet.in.th/2022/03/digital-advertising-expected-
growth-9-percent-in-2022/
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2uNIzaIunsaanIdenulaieasesay 10 Wity (Stafford, 2017)

dwsululszinalvety seuladdflenldsuanuiouguiediu Inedivauauiain
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ngRnssuveInulneNyeusurIIAlanINNIIN NG Futieninlasuanudsudniduiion
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WU AUALIUMEN denavinlinsiduailulsewalnedanltesulatiialalunisyi
msnan Wnenudn Tl we. 2565 dindulavandiueeuladinlefiyadiegi 2,591 a1uum
fodududui 3 sesarnuednuazenu (YouTube) (Brand Buffet, 2565) uananilgaiinig
ANMNSaIINUY WA, 2564 Tanmadulavadnisyinlasauniiussulalinterlanaiuisawiy
gavuiedoray 14 (Zenith, 2021) feludananaledn Falelinarsuluaiesdionanisnain
nfivszansamlunisdeansesdumiudsuilnauandudsddgfivzansoriliineen
N15193 (Views) wagn13idiusiu (Engagement) saudivinlviguslaaianisnevauadly
Bavanlemniiguiuiiemuiuudy q vudediauesulal Wewinialedivelausau

mensudatuluizessigeanuaulanagnisasninisandd
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Forecast Global Ad Spend Growth Rates, by Medium :-, marketing
Average annual growth rate forecast, 2021-2024 o
+14.8% +14.0%
+9.8%
+7.4%
+2.2% +1.4%
B -
-4.7%
Socialmedia Onlinevideo Paidsearch  Out-of-home Radio v Print
Published on MarketingCharts.com in January 2022 | Data Source: Zenith
Based on Zenith estimates

fin: Marketing Charts. (2021). 4 in 10 Consumers Say They’re Using Social Media
More to Discover New Products and Brands.

https://www.marketingcharts.com/advertising-trends/spending-and-spenders-119385
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agalsinnululagduiivayasguudumeiilandudnuiunin dwavilvgusined
A a v ‘g{ d‘ 4 ¥ 1 g.}l L2 o Y1

nadenlunsilasuilomnauesaulanazdasnisls uinluadntudsinligisanuaula
(Attention Span) nseaiiuaulanguslaadlvifiuilieninie 9 antesas 310U w.A. 2543
wagegN 12 Ui uitagundumaeiiiesia 8.25 Fufviniu (Hayes, 2022) aenniids
iliilennluguuuudaledu (Short Video) lnsuaduaulawazainuieuiiuuniy anms
anrunmsainsunsszunveslsalain-19 uagn1saennniu (Lockdown) Mlandsdswayinls

& aal & a X 1 < [ 1 a v i a o
Wevluguuwuuinleduiinisiiuleduegnesingd andadesns o 019 nsldnanegluinin

U é’ aa U o ¥ a U = 1 a
91fieunTu Inganadnnudn Jagduiesas 66 vadlawanlusuuuuialedniauenilidiu
30 3u1# Bl munevanvedavanlususuuilaglilyniseSurennudyuvawaniueivie
u3n13 mnuitlunisnseduliguslaainaiuanlawazdoanisfinuideyaiiuiy

(Colormatics, 2020) WaNANTTIBUVB Wyzowl (2020) USEmnanInlowatimdudeseyin
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dledeinsfnwieafundndarivieuinig Juilaaninfevay 66 avdureunisuvuiy
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Faleduinnndt dawavilvtinniseainnitdesay 80 viuuwaaLenINsAaIalusULUUIale
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iAugliiu 3 wiinindu duideludsdAydmsunnauiuazdnnisnaini

IgAosUuMuarUTuasunagnsnienisaaniviaenndesiungfinssuiuasundadluves



fuilna Wuedufudedinusoulavusaztessfiasfosin i s Undwnduls
aonadosiungAnssunsidauvesiuslnafiuasuutadly
niluneundinduiignadrstuiionavlandnginssuveaduilnauazdlde
auninliudidesnisuansarmfufnuuudodauoeulal fo fAnfen (Tiktok) Fuduy
woundnduilligldnuamsondnuazaisassddenilusuuuuiileduldfeaues lng
F1iaAeaRaLs 15 - 60 Fundt lauds 10 wift flauanuisnoanuuuiion dase
danevlwing dennas TadesUsenau wasmsunsvuwaundwndulariuil 9auningd
yliRnfennansunduseundiaduiiidasnaiuladafigelulan 91naanisdisaves
SensorTower USEMIATIERRAIARIUNAIATULBN D Ussdniaunguainy U w.A. 2564
wuin Anfenifuneundinduiifivenariilnangsiianialan sislussuuleloiea (0S) way

= 6"

LouAsaEn (Android) lnsifisann1iulnanluineunguniauiiieufoulfeanil 80 a1uAss

v A

Tusagfmedndieglusudui 2 fvenmiinaniowd 53 duasasiniiu (THE GROWTH
MASTER, 2564) usnanninnfondadutesmeiiigiuglimudusiuaumnis 1 Wudway
vseAndiutenay 20 vesUszansihlan dwaviliingennane uteundnduiideennisly
U (Traffic) Tundayiu sabdswennisdi@iusan (Engagement) liidnavilugennissusuinle

PNTlanTiaad 1 fuaunass YOANISLANIAIILARLTY nsnawuslunaznisnagnlaiigendn

(%
v =

waUNBLATUDU 9 (Chang-Soon, 2022) aletualldsinlrnsduadeuldanfonlunisnan

q
[ (%

Wemlugduuudaledu dudimsldandonndnemlususuuinloduenasinnuvitnely
4{' = o w L o <A < - A N a a
Fosmsdeansnngluszeznandna winndenffolluaiesdiomenisnaianiussdnsam

Tunsfsgauazidndenguithmune sudsvududmauun
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Top Apps Worldwide for May 2021 by Downloads (Non-Game)

@ SensorTower

Overall Downloads App Store Downloads Google Play Downloads
1 ) TikTok 1 TikTok 1 () TikTok
2 n Facebook 2 B YouTube 2 n Facebook

3 @ Instagram
4 |5} WhatsApp
5 @) Messenger

6 [J) zoom

3 @ Instagram

4 8 CapCut

5 |&©) WhatsApp
6 n Facebook

3 r[:]) Instagram
4 |5 WhatsApp
5 £} Snapchat
6 &) Messenger

7 £} Snapchat 7 () zoom 7 () zoom
8 8 CapCut 8 @) Messenger 8 ) Josh
9 0 Telegram 9 9 Google Maps 9 0 Telegram

10 € Josh

Note: Does not include downloads from third-party Android stores in China or other regions. TikTok includes downloads of Douyin.

Tower Data That Drives App Growth sensortower.com

fln: THE GROWTH MASTER. (2564). TIKTOK asasusutuaviideann1aulanuiniign 4

10 M Gmail 10 €N ToonApp

oudaU Wﬁvxiﬁgﬂiﬂéﬁﬁﬂlﬁwgiﬁmﬁ‘umZﬁ. https://thegrowthmaster.com/trends/tiktok-

hold-position-top-of-the-monthly-app-download

NN 7 gannsiauslngRagYaakaUnatuRnGan (TikTok)

Average Engagement Rate
on Instagram, TikTok and Twitter in 2019

We analysed 100.000+ influencer profiles
across leading Influencer Marketing Platforms

<1.000 ] <5.000 \'<10.ooo] <100.000H100.000+
followers followers followers followers followers
1 Instagram 72% 5.3% 3.7% 2.1% 11%
d Tiktok 9.38% I 557 B 513 I 7.23%
14% 12% 0.6% 0.4% 0.3%
Influencer
MarketingHub

fi37: THE GROWTH MASTER. (41.U.1.). 5 mgywaﬁzfﬂmimamaa’w@m Fousuaule
Unannasugnse 715931 “TikTok”. https://thegrowthmaster.com/blog/tiktok-for-

marketer



a

91NN13318UNMTITanAIaUsETnRounuAINus U w.e. 2565 voiulud

We Are Social uag Hootsuite wuin luussinalnediwiugldnunnfaniiongiiu 18 U

Juluands 35.8 duau AndudadiuvesUszainsvislszmanindosas 51.1 Fafinduain
losunadiuunfosas 0.4 wieAndudwiu 156,000 au lneUseindlnagnineglusudud 8
vosUseinang lFaueny 18 Yaulvanunsadntdlawanuuinfeniiuiuuings 35.8 a1uau

A a [ 2/ ) 1 Ao ] v A a 1 1
nI0AMUUITREAY 63.3 ‘Ll’e)ﬂ%’]ﬂuﬁﬂWU’NNﬂ@ﬁ’)umﬂﬁ’]u%L‘U‘HLWﬂifiiylﬂiJ’mﬂ’NLWﬂsU’]EJﬂ’J’]

'
= a

$owaz 60.6 (DATAREPORTAL, 2022) wazdiulnaidugniiongsening 18-34 U Ferendu

[

AAIUVDIUTEIINTNIUSEMANINS DAL 50 (The Standard Wealth, 2564) anniinanald
Tsuaziulaandeniduweundaduinlasuaiudeunsluseaulanwazlulsemalne
Tnelulszwmelnedunndandaidunsundinduninisiivinedeniinselanninsesay 654

wazilnismanisaiiezdulmfiudusndesas 26 Tu U w.e. 2565 (THE STANDARD, 2565)

a

Tnenilsluanmaviiianfonnareundufihvesweundnduiniinisfivlag fiaalugg 2 U

' 2
S U |

PHUINTU1INNTUNTTEUInvedlsalaTn-19 Ndwransenuden1saiduTin dwalvigau
Aosnsilinsuillomanutuiianniu asluindendaluadeunuindalenmdligauldidi

o

wnlasuanuduiiswazauguludindsyaniu lngannnanisdrsianudn gldauding

A & aa v & ~ v v | A Koo o A
FuvavulullovNiauas1sassavazrainralte N lulaannteawmiadu wanandinladud

Y =

gniiaueduluizesninde q ibnidndduazdudedldde uinlundrdudldaundn

Y
(%

feway 85 deszydn andenvibiaunuilemluzuuuulng « suuddidane3fiu (Algorithm)
A (Y ‘&J v [ v/ ! o 4 14 IS
Mhednassilomlanssivmuaulavesfldnuudazaulagianis vilvigldnuianuguuas

aviglannTunasanasuilemuunnden (TikTok, 2565)
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THAILAND

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON TKTOK

MILLION

39.4%

L KEPIOS
771117 DATAREPORTAL. (2022). DIGITAL 2022: THAILAND.

https://datareportal.com/reports/digital-2022-thailand

6V
a e

ANT 9 BUAUNITKNDIIWANUULDUNALATURNRBNUSEINABUNNIIAL U W.A. 2565

LAl TIKTOK AD REACH RANKING

Un 3 AUDENCE

02  INDONESIA

03 BRAZL

04 RUSSIA 1% 14 FRANCE
05 MEXICO SERMANY
06 VIETNAM 55.6% 16 JAPAN

7 PHIUPPINES 17 MALAYSIA
08 THAILAND 00 63.6% 18 SPAIN

09  TURKEY 9 COLOMBIA

10 SAUDI ARABIA 2237 00 7.9% 20 MAY

o - are. ™| Hootsuite

social

fis1n: DATAREPORTAL. (2022). DIGITAL 2022: GLOBAL OVERVIEW REPORT.
https://datareportal.com/reports/digital-2022-global-overview-report
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losuanuienangldau fie wevferfuanuny Famsiulaiiuduisesas 190 a1nd
w.A. 2563 (Fanniseeulall, 2564) uonainddamuin uawuin (Hashtag) ignldsuunniian
Tusgdvlanduduil 21 Ao #MAKEUP (DATAREPORTAL, 2022) luvnizfiuszmalnausvuin
#377090 #eanaudani Aldsuanudeuwuiieniu (Marketeer, 2564) AaeLniaavinln
duAUssnnrdadueianuaugnausinegluumany “Usingnisaliususnaiuaudnsa
L o, < s o = fo Y

YAl NIsRatnuuAnden” vuwivledanden dausingnisalainaniusenaulusie
a v A o a v v ] v a o ¢ o a caa
A31AUAMTORY 2 n5EUA laun wlnli (Sephora) Suendnsduginnunuiafuusuang
n1sllaiwavuAndeniiteasweaanIsinnueUnaindurewmules Hiuni1sasislavanly
sUsuuIAledudFaes1INTHea iy lutamana danislavandenaiaunseadn

HATNENIN1TAAINEININTerag 17.99 uardwmariliveanisinasueundinduiiugud

v
a a A

4.13 wih iudsdlgenueniiinguisevay 134 luraziieiudna (ETUDE) S1undnsdiue

Y
acga

AMNNTUdyrRnaninsldlasanvuindeniorislun1sladinanduaaauu

Tl dunsuiuaznszdueonvienugemvesulal lnenadnsildannislavande duyu

¥

son1sAanlawa(CPC) Nanasniisesas 40 TuvrusNonsIN1SAANADIIUIUNITUD LT

= v v

(CTR) geuiissoray 18 uLazdanudnigiinungoduaIn1eoIn1edaudsoiiugeUua 9 wih
rudsannanviliRndennatsunduteundintuninsdudvislusziuussmenaz sy
landnadenly esnaunsnyleasninsiui msidiusiuuazaiiwenungliiunsdun
laegnadiuseansain (TikTok, 2564) danndonutayadnd1inauiauIgINTTUNI
a a ¢ o 2 v aa o A a o aa

didnnselingd (anse.) w30 1Bne (ETDA) NseNTNAINaLNaTugRaLazdnuniinIsseu
nan1sd1sayardygddnvselindlulssinelng Uszdnl wa. 2562 lunuingaaimnssy
AUANwaZAES T1hUNAINUTZANAUAIKATUSNIS JITINNTINTTAI9T0901ATY TINUTN

iwsesdetazosiasuiiyarunlududui 2 se3a1ngsnaninvasIndudi lnedyae

Y

g1 1.54 LAUAUUM WLTUAIN 1.45 uauauumlul we. 2561 (@ninanuimuigsnssy

N9BaNNIating, 2563)
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Al 10 wewwiniignifanuanniigatuszaulan Ysgdnseuunsian T w.e. 2565

asll MOST-USED TIKTOK HASHTAGS

HASHTAGS THAT HAVE BEEN USED IN THE GREATEST NUMBER OF TIKTOK POSTS (ALL TIME)

#LIKE

2 #DANCE

)4 #DUET
05 #TRENDING
)6 #FUNNY
ISCREENVIDEO

VIDEO

IONTIKTOK 228,40 29 ORYTIME

PRANK

i1 DATAREPORTAL. (2022). DIGITAL 2022: GLOBAL OVERVIEW REPORT.
https://datareportal.com/reports/digital-2022-global-overview-report
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2) TopView Ads nuneds Tavauuuiduseiiavuanawatuanlugae 3 Juadlusn
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Tngenadumsdguanliglinudhiufenssufieduiussiavieenadunisiealawan
atuayuusruindiolfusuiniuiulusg Suduusnuumiidina (Discover)
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1. e (Sex)
wee (Male) waginandgs (Female) forludnuaznisseyinsiyraalasuun

(%
a v v =

AN NTA AIUUTINANUFUNUSKLAZIDNTNARDUNUINALIN N1SHLANIDBNNIDISU

See

JIUTNGANITUVDIYAAS ﬁy’aﬁﬂmé’ﬂwmmaamw@a Ao dndumefitensuniseulm dwma
viligndngaldieninmane Tuvasinanesnezsdunaiilanentnuiy veufiansanis
19 9 enanmakazia Jilbigndngaldeinnitinends Mmeaudnvazdingivinli
menaLLazLWﬂmﬁqﬁwqaﬂssaﬁ,umslﬂm%’u%’auﬂaﬁnmsﬁmei’mﬁu TnsnAnaesinliaw
aulafunisdaduimanstssananuaeanunuuazanuiudiadundn luvagiimawy

intlendasudnuiin (Hard News) wazanaa@nsussinnaIuynyinenIonagiuunnan



17

2. 91¢ (Age)
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AN 11 kUUINEDINTLUIUNSHEBNSTUINIET
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(Selective Exposure) (Selective Attention) ) . (Selective Retention)
Selection Interpretation)

fian; Klapper, J. T. (1960). The Effects of Mass Communication. The Free Press.
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2. sefUsznaUdUNgAnIsU (Behavior) Ao nsnsvviviemnusslafiaznsyvinves
AUSLnAReAUAYSOUSNT

3. 9eAUszNBUMUANMNAR (Cognition) fio AuBeiifuslaniireduduiousnis
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3 U5¢n135 (The Tri-Component Attitude Model) ¥89 Schiffman & Wisenblit (2015)

N Y @ =2 v v L3 & 3 o &
AuanglmArudanUduRUSY0IIAUTENBUNY 3 BeAUSENEU AL

AN 12 WUUI1a8909AUTENBUVBITIAIUAR

Cognition

‘171'3!1: Schiffman, L. G. & Wisenblit, J. L. (2015). Consumer Behavior. Pearson Education,

p. 176.
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AMuINYeInsinaulade

Schiffman & Kanuk (2010) na1791 nsdndulate vianeds nsfiyaeadimaden
Faus 2 maulduazdesinduladenmadenlaniadennils wu n15denns1audn
nsLaenltusNIs NsLaenNansiu

nszUIUNsAnaUTaRe

¥
= 1

wiueuinsieduladedudviouinmavesuilnadulaildiintusgndlinsemaneg
mnuAiiatulngaulaziunsEUILnsAnlasasesnew weimiedunsilfudladn
nsdaulelunfiiuazannsanevaussmufioins suiadsauianelaliuinuesld
winflan Fefuroufifuilnaazshnmsinauladondedudwiouinsle q fuilnaasdesiiy
nszurunsEnaula (Decision-Making Process) it 3 Solomon (2018) léwUsnssuauns

(Y ! [ ) o &
MINA1IPNLUU 5 YUNDU AU

A9 13 nszurumsanaulavesuilan

n1Inszntnaataym (Problem Recognition)  fe—

m‘aﬁum‘ﬁa;&a (Information Search)

!

ANsUsELEUNIaLEen (Evaluate Alternatives)

!

nssindulade (Product Choice)

!

ANSUTLLIUTAINITYD

(Postpurchase Evaluation)

fian: Solomon, M. R. (2018). Consumer Behavior: Buying, Having, and Being (12th ed.).

Pearson Education, p. 340.
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1. nsnszniinasleyina (Problem Recognition)
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2. nM3Aumaya (Information Search)
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3. msuszifiunnaden (Evaluate Alternatives)
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a. m3daduladle (Product Choice)
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11: anad g3IANa. (2546). NI5USNITNITAAIN NAYNSUAYYNSI5 (AUULINTTIN).

159NUANNINGNFUTITTUANERNS, UL 81.
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5. nsUsTfiunansee (Postpurchase Evaluation)
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