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THE INFLUENCE OF PERCEIVED CREDIBILITY OF AI-GENERATED
CONTENT ON PURCHASE INTENTION VIA TIKTOK: EVIDENCE FROM
GENERATION Z CONSUMERS IN THE BANGKOK METROPOLITAN REGION
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Abstract

This research article aims to: 1) examine differences in purchase intention via the
TikTok application based on demographic factors among Generation Z consumers in the
Bangkok Metropolitan Region, and 2) investigate the influence of perceived credibility of
Artificial Intelligence-generated content (expertise, trustworthiness, attractiveness, and
similarity) on purchase intention via the TikTok application. This quantitative study collected
data via an online questionnaire from a sample of 400 Generation Z consumers. Data were
analyzed using frequency, percentage, mean, standard deviation, Independent Samples t-test,
One-way ANOVA, and Multiple Regression Analysis (MRA).

The findings revealed that education level, marital status, and average monthly
income were associated with statistically significant differences in purchase intention at the
0.05 level, whereas gender, age, and occupation showed no significant differences. Regarding
the regression model, all four dimensions of perceived Al credibility significantly and positively
influenced purchase intention at the 0.01 significance level (R = 0.743, R2 = 0.552, F = 121.755,
p < 0.001). Based on standardized regression coefficients (B), perceived expertise exerted the
strongest influence on purchase intention (B = 0.252, p < 0.001), followed by trustworthiness
(B = 0.198, p = 0.001), similarity (B = 0.197, p = 0.003), and attractiveness (B = 0.177,
p = 0.004), respectively.
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fuslnanduiaiueistud fineasdonsiolui

naufanuundeiieveuvasdayatnms (Source Credibility Theory) uaztigynussivg
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AdnunIzTIYARaYE BuasTIvesteya Tud Ay TurmiAdeatiuduiu Ohanian léimundfngn
3 Usgms Wun arndenney (Expertise) anallidla (Trustworthiness) warANAIR AL (Attractiveness)
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NIDITUUTANOITNLULUNEUAT (Recommendation Systems)
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fuilnavouerls awtipadinuddn “adeads” vie “$la” yhlmidemn Al danuaenadasiy
avmauladauyanawasianu (Self-congruity) Ylugmsidenlssmsdningrivinlfiiaauddate
¥y
aruRslaBeruLaUnAIATuRNAanuazngaLLBITTUE Aruidlatie (Purchase Intention)
yaneds walti anafisnela videruidnuosfuslnefiuanseanieruosmsiinsdedud v orinis
(Wang & Li, 2023) dwiuguilnanduaiwaistudluasnsunmmumunsuasUuuma anudaladous
woundindunnfoniinldSunsmdniuainUssaunisaluuy Shoppertainment mﬂﬁ%’u%yjamﬁ
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(Impulse Buying) uaﬂmﬂu msfifemnanilyausshugidnanduiuushauiifdenuuduguas
Undefie avduiuiihfiduszezinanlunszurunsfinnsmn (Consideration phase) lsiduas 1inlug
mimaauamuzmﬂ@wL‘Uu;ﬂalmamm,ﬂugﬂﬁiiu (Wil 19ATIEUE WasAME, 2567)
3Batiunside
Uszrnslunmsinmaded fe fuilnanguiaiuaistud (ang 18-29 T) Aenduogluiun
ngamIMILATLATUSHMTA wardUsvaunisalsurmidemiiadnalae Al vuueundiatufinden
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wuvaeunu lilauy el
nsduegeldiSnsduuuuliondeaiuiiazidu (Non-probability Sampling) lneiden
fegneuuunuEzAIn (Convenience Sampling) Wugensesulat Wi Aavenseniinfietadngie
YosmsguLUUALaAInd lila1unsdedslugssseinsianualdeg1sanysal (Generalization
Limitation) 34ldnszanemsiiudeyalusunanesuosulariiinainvans
insasileflilumsidouaznisnsiadaugunw
wiasdloifuilunuuaeuniueaulal (Google Forms) Usgnausie ¢ druman Laun
1. Aaufanses (Screening Questions) S1uau 3 4 tlemsaaaaueny ‘ﬁuﬁa&émé’i’a
LLaWﬁzaummi%’w:uLﬁamﬁﬁ%ﬁﬂﬂ8{]@mwﬂszﬁw§uuLLaUW§m%’u%nﬁaﬂ
2. Teuaus¥INIAENS IIUIU 6 To (LNF 818 ADUNINANTH TLAUNITANY 81N
eldedsdaliou)
3. wuuianisfudamnideieventevn Al Ghuusdasy) S1uu 16 do Fuae 4 9o)
lgnsin Likert Scale 5 s¥6u
4. wuuiaeuddlatodud Fuuseu) S 5 4o 14unste Likert Scale 5 szdfu
nsivuadada (Stimulus): Tunsussifiuanuundede {idelildmmundaididy
WNTFIUALINUY (Standardized Stimulus) Wi n1stagaaudsleamediu wildiuimanisusediuain
Usvaunisaidauyama (Personal Recall) TnslviEmeunuuasunussandadom 3ile videriavwa
waflouads (Virtual Influencer) Miadslas Al TenuiosaeurukuLoUndiatuinden il ols
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2. nannsgideyasiunsiuiiarnsUssdiuidon
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fneuuuuaounudaruslaegluszduuiunans (Aueds 3.25) tneduuildungingsunis “nauiu
audadlumenii (Add to Cart) 1¥eu” annilan (duads 3.37)

3. NANINAFDUALNAFIY

manadeUauLAgd 1 Jadeussrnsmanifiunndnsdssasionnusidadodudoglused
siuuaUndinduAnfion wind1ety asnsnasUNaNINAEDUR e One-way ANOVA Idfsmsnedt 1

M19197 1 agunanmisvedeuauufgui 1 (Jadeussnniemansiunnunslade)

sunAgui 1 Sig. Post Hoc NANSNAFRY
(fauUsUszunsAgns) (p-value)
LW 0.208 Uf)asaunmgu
918 0.667 RGIGECEER
JEAUNTANY 0.020* U3 > wany goUSUANNFTIY
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M137199 1 asunanvageuauuigiun 1 (Uadeuszunsmaniiuanunslate) (de)

sunAgui 1 Sig. Post Hoc NaN1SNAEDU
(FauUsUsEvINSANERS) (p-value)
ANUN WAL 0.036* Tan > ausa gouSuANLFAgIY
DTN 0.697 Ufjiasanungnu
seldadesieiiou 0.000% 30,001 - 40,000 > <20,000  &AUTUANUAFIY

* dannuuansinafszautudnagy .05

Y a Y P = = ! ' Y]
AINFTTIIN 1a§ﬂwaﬂ7§Wﬂa@UaNN@§'}um 1 L‘W@L‘UiEJ‘UL‘VlEJU@'J']NLLWﬂm'Ni%'V]'J'N{]‘U‘U?J

122
a

Uszrnsanansunnenaiy daudslageduatiutaundiadunnfan wanaiaiu lasldadaneasy

= [ =

One-way ANOVA wan153tas1einudn Jadudsernsmansniseaun1sAne aniunnausd uag

sldndesoieuunnanaiu Saudiladedudwiuweundinduinfenunnsnaiy pE19lTyd Ay
yaadRTisEaU 0.05 unidu e 01y warednuanaetu Sausdladedudriuueundiatusngen
Liunnsneiu Tneidenaaeuanuunnanaseninangudieisues Scheffe lusiog nui fuszdu
nsfnw FrouuutasuamszuNsAnunYTyynd Sanuddlededudiuleunaiaduiindon
LANFNERBULULABUANTEIUNSANWsENANYInOUUaY MUENIUANALTA ERauLUUABUNY
anunnlandeiudaladedudrnuueundinduinfonuandismeuiuuasuniuanunwansa
wazauselanassoou Q’mamwuaaummwEJléjLaﬁ'wiaLﬁau 30,001 - 40,000 U SAusdlaie
AuduLeUndeduindonuandng greuwutasunumelfiadesefiou 10000 vvietesndy

warselaasaawiau 10,001 - 20,000 U
MINAFRUANLAFILT 2: BVESnaveIn1sTuiauU el oUsenausmy Jademuaiuiieyiny
Alindde mnufegale wazeumilew Ianuduiusuavdmadonundadedua ke Uundiady

TikTok a3unansnagausie Multiple Regression Analysis (MRA) I8Fsmnsnad 2 uaz 3

M13199 2 uansAadiAnslaszvinisanaeenvan (Multiple Regression Analysis)

fiauys Unstandardized  Standardized t p-value Collinearity Statistics
Coefficients Coefficients
B SE. Beta Tolerance VIF
fasil (Constant)  0.285  0.140 2041 0.042*
FunUEYey 0.281  0.062 0.252 4.499  0.000* 0.362 2.765
sunulinga 0.223  0.068 0.198 3259  0.001* 0.306 3.269
AUANNAAT 0.178  0.062 0.177 2886  0.004* 0.302 3.307
FuANULALOU 0202 0.067 0.197 3.003 0.003* 0.265 3.780

R =0743,R = 552, Ad. R’= 548, SE = 0.62870, F =121.755, p-value «<000* Durbin — Watson = 1.817

* fddAgyneadAnszau 0.05

NN 2 HANTIATIRVNNSaRneenAL (Multiple Regression Analysis) Wu31 115503
AU NTete Useneumie Jadenuaudienwsy anuuilinga mnanhfnale uagsiuanmileu
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