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The Causal Factors Influencing Consumer Purchase’s Decision in
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Abstract

The research aimed to explore the factors of trust, celebrity influence, Electronic
Word of Mouth (E-WOM), social media Influence, and experiences impact on consumer’s
purchases in Songkhla Province when shopping on TikTok. The research applied

purposive sampling method to gather data from 250 consumers who had purchased
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items from the TikTok shop. The research tool was a questionnaire, and Smart PLS
technique was used to analyze the data through a partial least squares structural
equation model (PLS-SEM Ver.4). The findings indicated that experiences, trust, Electronic
Word of Mouth (E-WOM), and social media had a significant impact on the purchase
decision of consumers in Songkhla Province when shopping on TikTok. However,
celebrity influence did not influence the purchase decision in TikTok shop. The results
of this research can be used for planning and developing strategies to increase the
efficiency of online businesses.

Keywords: Trust, Celebrity Influence, Electronic Word of Mouth (E-WOM), Social Media

Influence, Experiences, Purchase Decisions
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Electronic Word of Mouth (E-WOM) Decision in TikTok Shop in Songkhla
Province

Social Media Influence

Experiences

Figure 1 Conceptual Framework
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wuuiideanatiosfigaursdau (PLS-SEM) Tasdunouusn Ae Measurement Model
Assessment tiennaeumutnieieveuniesile (Reliability) laur Adsiitaudesiuves
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Aanusdanalea (Composited Reliability : CR) Tai@1n91 0.70, Indicator Reliability (Outer
Loading) T8@1n41 0.50 (Hair, Hult & Ringle, 2013) LasnAdoUANLigInsIniely
(Convergent Validity) A2y Average Variance Extracted (AVE) PRI PR PRICRE LI
(D|scr|m|nant Val|d|ty) A® A1 HTMT Criterion 13tAw 0.90 (Henseler, Ringle & Sarstedt,
(2015) Lazdunaufigomadau Structural Model Assessment iemAauduiusva sy
wlsiifudase (Exogenous Variable) FusuUsudsidusuusea (Endogenous Variable)

NANITANEN

wamsifedoyaialuveangusiedns wuin nguiegsdlvgdumands S
181 Au Anduiosay 72.4 spsawnfe wAve §1uu 64 au Antluiesay 25.6 uavine
nadon 9w 5 au Andusewas 2 eglurasenysening 21-30 T duau 142 au Andudes
a2 56.8 393890192991y 31-40 U druau 71 au Anidudesay 28.4 diulugjaunisfinussiiv
Usuey w3 $7uau 159 au Anludesas 63.6 sesaanaunsAnuseaulaad. /Ui, S1uau 51
au Anilufosas 20.4 Tordwduniinauuidniensumnniign S1uau 80 au Anduiesay 32
sosasnduiniSew/dnfnw 53 au Anudesas 21.2 wazvhgsfadiuda/iane 39 Au An
WuSovay 15.6 LLazdauimgﬁiwlé’Laﬁwiatﬁau 10,001-20,000 U 313U 137 AU ATy
Sovay 54.8

nansIdewnAnssunistedudn wuil nquiieddlngdndedudiiisianfn
duau 143 Au Andudovay 57.2 sesawnde Farsaandu S1uau 66 au Anduievas 26.4
Tnefinudlunistoauiiuiu q ase s1uau 124 au Andudesay 49.6 sosasnie Use
d1uqu 83 au Antludesay 33.2 frouwuuasuaiuldaiu TikTok Shop u1udd 1-3 ey
T 140 au Andudesay 56 %ﬂﬁuﬁﬂﬁ%jaﬁummﬁqmﬁa \3esdnens $1uau 113 au Ay
Youay 45.2 sesaunfeveddluthu sau 84 au Andudesay 33.6 Flddesionss 100-500
U Sy 163 au anudosas 65.2 sevawunilrildtiensias 501-1000 uin $1uau 52 Au
Antdufesay 20.8 uagldmafviuvatemanniign s 186 au Anduiesay 74.4
setan o Wunewusine S1uau 77 au Andudosas 30.8

Table 1 Results of the weight analysis of the variables Composition reliability and Convergent
validity (n=250)

Constructs Items Loadings CR*rho _c AVE**
Trust Trust2 0.70 0.77 0.53
Trustd 0.69
Trustb 0.80
Celebrity influence Celebrityl 0.78 0.89 0.61
Celebrity2 0.79
Celebrity3 0.79
Celebrityd 0.81
Celebrity5 0.73
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Table 1 (Continue)

Constructs ltems Loadings CR*rho_c AVE**

Electronic word of mouth Ewom1 0.63 0.81 0.51
Ewom3 0.80
Ewom4 0.69
Ewomb5 0.73

Social media influence Socialmedial 0.71 0.81 0.51
Socialmedia2 0.75
Socialmedia3 0.72
Socialmediad 0.67

Experience Experiencel 0.65 0.86 0.54
Experience2 0.74
Experience3 0.78
Experienced 0.75
Experienceb 0.77

Purchase decision Decision1 0.70 0.80 0.50
Decision2 0.67
Decision4 0.72
Decision5 0.75

Note: *CR = composite reliability; **AVE = average variance extracted

991 Table 1 wamslaneiaruniismsadaniiou wui dd¥aunsiadmalien AVE
findn 0.50 FafinsiadTautasa léun Trustl Trust3 Ewom2 Socialmediab uag Decision3
wagvadaunalvsl nudn ME¥annsaiidl Loading ag3eni19 0.63 - 0.81 Fauinninen
1M1 0.50 81 A CR 08581319 0.77 - 0.89 %amwmdwﬁmwmgm 0.70 (Hair, Hult, Ringle
& Sarstedt, 2013) uazilAn AVE ag5eing 0.50 - 0.61 dfiodegludnmsgiuiilisnnii 0.5
(Hair at al,, 2013) LLamiw%’af-ﬁ’wmunﬂéﬁ’aiuﬁa%i’ﬂaWMWiai’ﬂﬁwlﬁﬁwL%aﬁaﬁ AT ILAY
Aaruduitusvestausazsnelufulnfertuliinganienuduius fusd e
wUsfunansdsnnunionsadeduun waslidn /# vesiusulinsdndulatonsi 0.49 wang
Tl 5 61 anansnesuisaruuUsusuluiuUsudadinanldosay 49.30 ditedog
lusesiugs (Cohen, 1988) dwmfunmsiansananuaenndessenittlinadeauuigiuiudoya
BeUszdng uanvinlunadenadesnaundu Tnedvisiniiaesiidsasaiads (Standard Root
Mean Square Residual :SRMR) Liusiifilfiuieuifieusziuanunaundudvudeyaidasyiny
vasluiaa 2 luea lamgnsdaiiidunisiFouiieu Tnglideyayafen A1 SRMR egsening 0
fla 1 dilAnsind 0.08 (Henseler et L, 2016) lusmuidetudnudn SRMR=0.08 Fsaglun
WINTFIU wag Bndvil Ao Normed Fit Index: NFI (Bentler & Bonett, 1980) aglunguavilin
ANADAARBINANNTUALTUS BET81INe 0 fe 1 dndldwviiunTeuinnd 0.90 uansiluiag
Hu fisziunuaenadaddddesas 90 Wlowlsutu Null Model (Independent model) 1u
aiAfetuinui NFI=0.67 Saudinazlias uwiogludunasgiu Ssaguldiuuudassiinn
naunduiuteyailelseany (Hair,Hult, Ringle, and Sarstedt, 2017)
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Figure 2 PLS-path analysis of beta value and R2 values (n=250)

Table 2 Discriminant Validity of Measurement Model-HTMT (n=250)

Constructs 1 2 3 4 5
1.Celebrity
2.Decision 0.61
3.E-WOM 0.70 0.77
4.Experience 0.64 0.81 0.68
5.SocialMedia 0.72 0.81 0.79 0.81
6.Trust 0.38 0.63 0.32 0.45 0.54

Note: 1 = Celebrity, 2 = Decision, 3 = Ewom, 4 = Experience, 5 = SocialMedia

970 Table 2 mimafﬂaaummLﬁaqmu%ﬁ’]LLuﬂLLaz@mmwmmmmi’mmLwiazé’h
LLUiﬁaﬂmsaLLaﬂi’mlﬁLawwz(?hLLUiﬁ?uS] TivuUAuannsinvesiauysdu Ja1nansiawansli
WA dLTLS AU T s asaudsAunansdinnudisinsadssuun msisereundii
Henseler, Ringle and Sarstedt (2015) lﬁﬁmumﬂmmgmﬁ 0.85 ay 0.90 @MU HTMT
Lﬁ@ﬁ@ﬂﬂamgﬂé’m@ﬁwuuﬂ ﬁ\iﬁ?ﬂum%ﬁﬂwﬂﬁ,ﬁﬂﬁﬂﬁuﬂU35@Lﬂm‘VT“U’eN HTMT 0.9 ¥89 Gold,
Malhotra and Segars,(2001) {18391 KaN1TMAFDU VAN 0.80 Fadulumudannsgiu
Henseler, Ringle and Sarstedt (2015) disifu Faagulddn lunadananisdiaruiiomsads
Twun wagaunsathlvinneilunaannisiasasig
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Table 3 Hypothesis Test Results (n=250)

H* Relationships Std.  Std. t- p- BCI BCI f  Supported
Beta error values values LL UL

H1 Trust-> Decision 0.18  0.05 3.36** 0.00 0.09 027 0.18 Yes

H2 Celebrity-> Decision 0.04 006 0.71 0.24 -0.06 0.14 0.04 No

H3 E-WOM-> Decision 023  0.07 3.25** 0.00 012 035 0.23 Yes

H4 SocialMedia -> Decision  0.16 ~ 0.07  2.36** 0.01 0.05 027 0.16 Yes

H5 Experience-> Decision 0.31 0.07  4.53* 0.00 020 042 031 Yes

Note: *p<0.05, t>1.645, **p<0.01, t>2.327, (one tailed); SE: Standard Error H*=Hypothesis

Table 3 wanisnagevauigiu wui Jadenslduszaunsaifiinundmaliannis
Fnaulageduilu TikTok Shop vaeguitaaludaninasvan (B=0.31, p<0.00, t>4.53)
atvayuanufigiuded 5 sesasn Ae YafenislindadwaliifAnnisindulatedudly
TikTok Shop wesiuslnatudminasaal ($=0.18, p<0.00, t>3.36) aﬁfuaguawagm%ﬁ 1
s e tadenisdeansuvutnseuinmedidnnsedinddemaliiinnsinduladedudnly
TikTok Shop wesiuslaaludninaswan (B=0.23, p<0.00, t>3.25) aﬁuaquam@gmsﬁaﬁ 3
wazdasenissudnsnanndeludvaiifivdwmaliinnisdnduladoaudly TikTok Shop vos
fuslanludaminaavan (B=0.16, p<0.01, t>2.36) atfuayuanuigiudedl 4 ogrslsAniu
Atetuil wuh Jafenssudvinarngidodedlidmaliinnadniuladeaudlu TikTok
Shop restjuilnaludsminasuan fedunanisidetuiliafvayuauufgnded 2

Celebrity 1 Celebrity2 Celebrity3 Celebrityd '
| Ewom1 | Ewom3 | | Ewomd | Ewom5& | | elebrity | elebrity l | elebrity l | elebrity l Celebrityd
0
CE'EbrIT}’
[0.000)
Decision2
- il preny
0.180 (3.359)} 0493 000
-DECiEiDI'I4
[0.000)
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S
0.314 (4.525
0 0 Ry, [
[0-000—0.004 0.000 m%m [0.00g
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Figure 3 Partial Least Squares Path Model Analysis of R* Values (n=250)
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