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ABSTRACT

This research aimed to: (1) examine Thai consumers’ purchasing behavior on the
Temu application; (2) investigate their perceptions of service quality; (3) assess their level of
brand trust; and (4) analyze the influence of perceived service quality and brand trust on their
purchasing decisions when using the Temu application. A quantitative research design was
employed, utilizing an online questionnaire administered to 400 respondents selected through
a simple random technique. Descriptive statistics including frequency, percentage, and mean
were used to summarize the data, while inferential statistics were applied through multiple
regression analysis with Enter method.

The findings indicated that most respondents were female, between 28 and 45 years
old, held a bachelor's degree, worked in private-sector organizations, and had an average
monthly income between 15,001 and 30,000 baht. Respondents reported a very high level of

perceived service quality, particularly with respect to personal data security and the efficiency
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of the platform’s technical systems. Their level of brand trust was also high, with the highest
ratings given to perceptions of the brand’s competence and attentiveness.

Hypothesis testing revealed that personal demographic factors significantly influenced
purchasing decisions, with the exception of average monthly income, which showed no
significant effect. Both perceived service quality and brand trust exerted statistically significant
positive influences on purchasing decisions at the 0.05 level. Perceived service quality
accounted for 63% of the variance in purchasing decisions, whereas brand trust explained
76%. Overall, the study offers strategic recommendations for practitioners seeking to enhance
service quality and strengthen brand trust, thereby supporting sustainable growth within

Thailand’s e-commerce sector.

Keywords: Service Quality Perception, Brand Trust, Purchase Decision, Temu Application
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NITUINNIT (procedure) LRZNTIDIT8U (complaint) (Praditsuwan and Karnreungsiri, 2024)
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