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Abstract
The study aimed to develop and validate a causal model of relationship model factors

influencing purchase intention of consumer goods on TikTok shop application in Bangkok and its
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vicinity, and study causal factors influencing of consumer goods on TikTok application in Bangkok
and its vicinity. This study was quantitative research. The sample was people had bought
consumer goods on TikTok application and live in Bangkok and its vicinity of 299 people. The
tools used in the research were online questionnaires. The statistics used in data analysis were
frequency, percentage, confirmatory factor analysis and structural equation model. The results of
this research were the development of the causal relationship models consisted of 4 components
are 1) social media marketing 2) trust 3) loyalty and 4) purchase intention; the model is consistent
with the empirical data to a great extent. The statistic shows that CMIN/df = 1.521, GFI = 0.924,
AGFI = 0.902, SRMR = 0.033, RMSEA = 0.042. The final is predictive coefficient of 0.90, indicating
that the variables in the model can explain the variance of purchase intention of consumer goods
on TikTok application by 90 percent. Social media marketing and loyalty were found to have a
significant influence on the purchase intention of consumer goods on the TikTok Shop application,
respectively. Therefore, entrepreneurs in the consumer goods sector should place emphasis on
utilizing social media marketing to raise brand awareness, attract potential customers, promote
sales, and communicate positive brand values. These actions can foster consumers' intention to
purchase consumer goods through the TikTok Shop platform in a continuous and sustainable

manner.
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v AA v

31nA1adA Holster NFpadiAu1NNdn 200 (Hoelter, 1983) Tuauidediiidauusndaunals 311 20 67
U3 (20 Audsdanald x 10 ngusiegn) dsudddnguiiegne 200 aulusgisies
a A a < v

wn3eelanldlunisiiusiusiudaya

[y a o al a v o & < 4 . . . o

anwurvaasesllenltlunTiduasall Wuluuasuaiuesulal (Online Questionnaire) 31W3u
1 20u lnewdaileneonilu 3 nou laun aeudl 1 Aawdnnsesdewiu laun inunededudigulng
uslnavuueundinduinfendeunisliuasan uninerde d1uiu 2 4a neudl 2 Jeyaniluveneu
wuugeuny tkn na 01 S1eldsienen 81w 9uiu 4 Ue meull 3 Teyaiiediudadeidanvn iy
dviznananustladedungulaauilnavuweundindunndendellunguvmuniunsiasUsumna lag
JomaudusuuninsUszanaan 7 szau wiadu 4 dnu laun 1) duniseansudedsaueeulad 2)
AuAUlINgla 3) Auanudng uaz 4) Aumunslade 91wl 20 U9

N1IATIVADUANNINLATDNID

MII9ABUAIINATUT LT 81 (Content Validity) Taetaues 19 81¥16y 97U7U 3 AU
WARliANdenAdeIuatamnUiUIngUsyatAueIniside (Index of Congruence e 10C) 161 10C
98581314 0.67-1.00 MNUILMIAIANLTBITY (Reliability) laenaaadld (Try Out) Aungurlaeie

a v

dudgulnauslaavuseundinduanfendey 91uau 60 Au wadthuImAIALT e Ulag TR

[y

duUszdnsoanilagisn1sAruInuesasaula (Cronbach’s Alpha) WUIAULTDIUATUNITHAINKIUED

€

Haauoaular] Wity 0.941 Fruennalinda Wiy 0.933 drunnudnd winfu 0.935 uagiuanudila
o Wiy 0.944 Tagfiansaninamiaranadesy 0.70 FulU (Hair et al, 2010) uandlidiuindaran
Tuwuvaeuaiudaranindeielussiugs

nsusIusIndaya

feldsdunaiuieyalneuuvasunuseulatnngiineteduigulnauiloavuweundia
FunfondeuuasinordelunsummumunsuasUiuuma Tnedidefniudansossiu 2 4o léun 1)
vuneiedudgulnauilnavuweundinduniendouniell dfpounuuasuauneuiliine §iduas
livhdegyauniinsiesd uay 2) anuiiinerds gneunuuasuntumeuitiedmin fiTeaglithdeya
wdaszid lneiudeyasinnisuiatuded URL veswuvaeunuesulatiiugeaniangunadn “nguy
dufgulnauilansends, ngududgulnauilaasadefigniian, nquieidu-Srudedngs, nquaudn
gulaauslna n3ann - YSuama” lugiafousuinay w.a. 2567-Un51A3 W.e. 2568 S3uTeeeabung
Audeyariadu 2 Weu Hmeunuuasuniy S1uau 350 au ndsantugideldvhnsdadenuuuasunu
Alewanysalldsuugreunuuasunu 299 au thlviesgidoyansaisioly

nsAaeidaya

adfLauTsene (Descriptive Statistics) Isﬂumimimsmamﬁmeﬁ%zﬁalﬁmﬁu Ioelgais
Aaaud ( Frequency) Wae Se8ay (Percentage) @ @44 981 11U (Inferential Statistics)
19lun193AsziesAUsenauLts8udu (Confirmatory Factor Analysis) kazn193LASTIERLULAAENNTT
TAsaa319 (Structural Equation Model: SEM) ilenaaeuaiuaenndeinaundusynindlunaausyfigiu
Audoyaelszdny IngWiasauaIneada CMIN/DF < 3.00 (Ullman, 2001); GFI = 0.90 (Joreskog &
Sorbom, 1984); AGFI = 0.90 (Schumacker & Lomax, 2010); CFl = 0.90 (Hu & Bentler, 1999); RMSEA
< 0.08 (Schreiber et al., 2006); SRMR < 0.08 (Thomspsom, 2004) and Hoelter > 200 (Hoelter, 1983)
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N15398luAsadlASTUN155UT9958555UNTSIIUINNAUENTTUNISTISETITUNII V8T UAUYD S
UWINYIAYIIFN MU8LEYNITIUTDI RSUERB2024-058

NANTSANY

1. foyamluvesimeunuuasuniy $1uu 299 au nuhdnlvgidunane s1umm 149 au fn
Judesay 49.80 dongeglugag 31-40 U d1uiu 122 au Anlufevas 40.80 Ismeldnatiau 30,001
VN 45,000 UM 979U 159 A Andusesas 53.20 enfinninauuIenienau §1uu 108 Al An
Hufesaz 36.10 wasdeuuuvasumuuasiedudgulnauslanuuweundinduinfondotuas
WinedelunsunnumuAsLasUSunma

2. amstaulanaauduiusidan aruddadedudgulnauslnavuieunainduiing
ondeulungaummumuasiasUiuuma wut TunaanuduiusiSsanvaiivauiu Ussnaudefauus
wrlaneuen o 1 6w lduA 1) fumsmanariudedsnuesulatl wagduususanielu d1uau 3 fu
fun 1) fuaulinga 2 duanudnd 3) duaudsad’s war nssiadeulueanisia
(Measurement Model) Aa8n153LAS1ERIRUTENaULTIEud U (Confirmatory Factor Analysis; CFA) 910
MyleTeinudeiuvesnuaenadosnely (Intemal Consistency Reliability) Wud1 fiauysuslenn
FaflAnsnsasdeunud e usInve i UswIe (Composite Reliability; CR) 11nA31 0.70 wazdien
arandiosiu Cronbach’s Alpha 101 0.70 Ssaguléd msiasudsudsioualuliaaiamniidede
(Hair et al,, 2014) M153LAT1ERANUATATI@RAAG RS (Convergent Validity) wuan dauUswuanneadl
AadBusInuuUUTIUTignadald Average Variance Extracted (AVE) 1nandn 0.50 Feaguleian 4
Anunsadsaanadosluyndiuysulawealinna (Hair et al, 2014) daunsiesgimnuiidotiovosin
wUsdanald (Indicator Reliability) wuin faudsdanaldyndadariminesdusenaunisusn (Outer
Loadings) 11nn37 0.70 ¥ali m1s1eit 1 uansirdanUsdanaldvomelulimaiinnuiniede (Hair et
al,, 2014) fai]

M15197 1 NaN15IATIIALREY @HulenuunInIgIu aglinan13in (Measurement Model)

PIRIPINAKIGE Construct Validity 14 CFA
o o o Mean SD CR AVE
Mudsdanale CMIN/df p RMSEA  GFI
ﬁwumimmﬂmu?i'aé’mmaaulaﬁ (SMM) 491 095 0.344 0.848 0.000 1.000 0.939 0.756
1. Wanwaulslavaniinssfuanudosns (SMM1) 491 1.09 Outer Loading = 0.836
2. Wimwanlalavaniiuansgunin (SMM2) 495 101 Outer Loading = 0.871
3, Wianuavlalasandiuansiale (SMM3) 494 1.07 Outer Loading = 0.878
4. Wiewaulalavaniiuaniseasiden (SMM4) 486 1.01 Outer Loading = 0.883
5. Wienuaulalavaniuanstoyainas (SMM5) 492 1.09 Outer Loading = 0.877
sumulinga (TRU) 497 096 0.965 0.408 0.000 1.000 0928 0.720
1. Bnslalumsdedudn (TRU1) 495 1.09 Outer Loading = 0.858
2. Vimdlalunaunimuesdudi (TRU2) 499 107 Outer Loading = 0.866
3. VindlaludeyaseasiBenvesdudn (TRU3) 500 107 Outer Loading = 0.888
4. Vindaludoyadiudazlignilame (TRU4) 500 1.07 Outer Loading = 0.831
5. Pndlalunsdedudnsihuned (TRUS) 494 111 Outer Loading = 0.813

FumNAng (LOY) 491 095 1.801 0.145 0.052 0998 0.931 0.728
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frnUsielaiay Construct Validity 14 CFA
o o o Mean SD CR AVE
MnUsdaunala CMIN/df p RMSEA  GFI
Laesnstedumaulaauilnaiaue (LOY1) 491 1.08 Outer Loading = 0.823
2 Anardeduddletindauetiaus (LOY2) 488 1.02 Outer Loading = 0.843
3 fosnsdedudariindeviaue (LOY3) 488 1.07 Outer Loading = 0.911
a wuwihlFaudinlideduduuwetiaue (LOYA) 492 1.09 Outer Loading = 0.870
5 induduitesdodudainuey (LOYS) 497 1.08 Outer Loading = 0.818
ﬁwummﬁ”’ﬂﬁa (PUR) 493 097 0.971 0.422 0.000 1.000 0.942 0.764
1. felavrdedudaue (PURL) 495 106 Outer Loading = 0.875
2. filaflazdedudlusuian (PUR) 492 104 Outer Loading = 0.850
3. fslafezdoduieteeiios (PUR3) 493 110 Outer Loading = 0.899
4. fuwilihuiesdedudilonududiignle (PURY) 491 111 Outer Loading = 0.887
5. avwuziuiiouidoauiinlitoaudn (PURS) 4.95 1.07 Outer Loading = 0.859

3. HanIsATIRAsUANAenAdasadliaar AL A T utuToyaE U sedn g
wut Tumadiiaunduianuasnadowuarnaundufudoyadnissdnddued1ai Tnsfiasanaindlaa
LSS (CMIN/A) = 1.521 eindivdl GFI = 0.924, AGFI = 0.902, waw CFI = 0.987 Faiulunainausi
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Direct Effect B SE T p-Value Conclusion
H1 : SMM = TRU 869 052 15.000  .000 GG
H2 : SMM = LOY 896 .050 17.307  .000 GG
H3 : TRU = PUR 077 067 1.201 230 Lylatiuayu
H4 : LOY = PUR 261 075 3.512 .000 GG
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Indirect Effect Coeff.
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GFI wihifu 0.924, A AGFI Winfu 0.902, A1 SRMR infu 0.033, A1 RMSEA Wity 0.042 dadulum
LAy U89 CMIN/Jf < 3.00 (Ullman, 2001); GFI > 0.90 (Joreskog & Sorbom, 1984); AGFI > 0.90
(Schumacker & Lomax, 201 0); RMSEA < 0.08 (Schreiber, Stage, King, Nora & Barlow ,2006); (SRMR
< 0.08 Thomspsom, 2004) and Hoelter > 200 (Hoelter, 1983)
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