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ABSTRACT

This research aims to examine the relationship between the Intergrated Honda’s marketing
communication on TikTok for Consumer Purchase Decisions by using Suratthani Honda
Automobile Co., Ltd. as a case study. The sample size of 385 participants was determined using
the Cochran formula. The research instrument was a questionnaire, which underwent content
validity assessment (with a score of 0.883) and reliability testing (yielding a Cronbach’s alpha of
0.973). Data analysis included descriptive statistics-percentage, mean, and standard
deviation and inferential statistics through correlation coefficient analysis.

The research result has found that the hypothesis H, was accepted that the marketing
communication of Honda cars on the social network TikTok has a positive relationship with
consumer purchasing decision, a case study of Surat Thani Honda Automobile Co., Ltd. (Honda
Bang Kung Sales), with a statistical significance at the 0.01 level, with statistical significance at
the 0.01 level, with a Significance (2-tailed) value of 0.001, which is less than 0.01. Therefore, it
means that the study of the marketing communication of Honda cars on the social network TikTok
can lead to consumer purchasing decision for the Honda automobile business to increase

purchase.

Keywords: Marketing communication, Consumer purchase decision, Social network TikTok
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