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Abstract 

The objectives of this research were 1) to examine the effects of perceived ease of use and perceived 

usefulness on online purchase intentions through TikTok live streaming, 2) to examine the effects of customer 

satisfaction and customer engagement on online purchase intentions through TikTok live streaming, and 3) to 

investigate the mediating role of customer satisfaction and customer engagement in the relationship between 

perceived ease of use, perceived usefulness, and online purchase intention through TikTok live streaming. The 

sample groups for this quantitative research consisted of 532 respondents aged 18 and over who had experience 

purchasing products through TikTok live streaming. The samples were selected using purposive sampling, and then 
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the remaining participants were gathered through convenience sampling. The statistics for data analysis consisted 

of frequency, percentage, and structural equation modeling (SEM). 

The results found that 1) TAM, which consists of perceived ease of use and perceived usefulness, had no 

significant direct influence on the intention to buy online through TikTok live streaming; 2) customer satisfaction and 

customer engagement had significant direct influence on the intention to buy online through TikTok live streaming; 

3) perceived usefulness did not directly influence online purchase intention through live streaming on TikTok, but 

it has an indirect influence through customer satisfaction and engagement; 4) perceived ease of use did not directly 

influence online purchase intention through live streaming on TikTok; however, it has an indirect influence through 

customer engagement; and 5) perceived ease of use had a significant negative influence on customer engagement.  

These findings indicate that the TAM concept did not have a direct influence on online purchase intention 

through live streaming on TikTok. As a result, it is crucial to consider the mediating variables that transmit the effects, 

especially the customer satisfaction and engagement variables. Therefore, entrepreneurs utilizing live streaming 

platforms should pay more attention to customer engagement to create positive customer experiences that lead 

to future purchase decisions. 
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Descriptive Statistics

Frequency Percentage Inferential Statistics

Hair et al. (

Measurement Model) Structural Model) 

Confirmatory Factor Analysis: CFA) 

 

Hair et al. ( Chi-Square/df) 2.0  

 Standardized RMR (SRMR) Root Mean Square Error of Approximation (RMSEA) .08 Comparative 

Fit Index (CFI) Tucker  Lewis Index (TLI) .90 

 

 

 

18-24  

518 97.4

 

  

1.82  

Comparative Fit Index (CFI) .978 Tucker  Lewis Index (TLI) .973 Standardized RMR (SRMR) 

.028 Root Mean Square Error of Approximation (RMSEA) .039  

2.0 CFI TLI 
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.90 SRMR RMSEA .08 (Hair et al., 2010) 

1 

 

1  

 Factor Loading t-Statistics AVE CR Cronbach 
Alpha 

Perceived Ease of Use: PEOU  

PEOU1 .744*** 31.007 .549 .829 .830 
   PEOU2 .740*** 30.717    
   PEOU3 .727*** 29.237    
   PEOU4 .752*** 31.960    

Perceived Usefulness: PU  

   PU1 .666*** 23.999 .492 .795 .793 
   PU2 .694*** 26.323    
   PU3 .702*** 27.040    
   PU4 .742*** 31.095    

Customer Satisfaction: CS  

   CS1 .725*** 28.661 .523 .767 .768 
   CS2 .739*** 30.088    
   CS3 .705*** 26.613    

Customer Engagement: CE  
CE1 .786*** 36.576 .658 .852 .851 

   CE2 .813*** 40.760    
   CE3 .834*** 43.634    

Online Purchase Intention: OPI   
   OPI1 .761*** 34.377 .533 .820 .819 
   OPI2 .711*** 28.385    
   OPI3 .737*** 31.540    
   OPI4 .711*** 28.469    

:  .001 

 

1 Factor Loading) .50

Composite Reliability: CR) .70 .70

Hair et al., 2010) Average Variance Extracted: AVE)  

.50 AVE .492 .50 Fornell Larcker AVE 

.40 CR .60 CR  

.60 AVE .50 Huang et al., 2013) 
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Discriminant Validity)  

Huang et al.,  2 

 

2 AVE  

 PEOU PU CS CE OPI 
PEOU .741     
PU .663 .701    
CS .585 .666 .723   
CE .296 .472 .471 .811  
OPI .563 .651 .687 .590 .730 

PEOU =  PU =  CS =  CE =   

OPI =  

 

AVE 

 

Huang et al.,  

  

 

1.86 CFI .976 TLI .971 SRMR .029

RMSEA .040 3 
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 Path Path 
Coefficients 

t-Statistics p -values  

 
H1 PEOU  OPI .140 1.478 .139  
H2 PU  OPI .037 .207 .836  
H3 PEOU  CS -.018 -.179 .858  

H4 PU  CS .895*** 9.395 .000  
H5 PEOU  CE -.469*** -3.647 .000  
H6 PU  CE .988*** 8.219 .000  
H7 CS  OPI .541*** 4.541 .000  
H8 CE  OPI .339*** 6.499 .000  

 
H9 PEOU  CS  OPI -.010 -.178 .858  
H10 PU  CS  OPI .485*** 3.928 .000  
H11 PEOU  CE  OPI -.159** -3.245 .001  
H12 PU  CE  OPI .335*** 5.259 .000  

:   .01  
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Direct Effects: DE Indirect Effect: IE

Total Effects: TE 4 

 

4  
   

CS (R2 = .775) CE (R2 = .426) OPI R2 = .826  
PEOU  -.018 -.469*** .140 
  - - -.169* (-.010 + -.159**) 
  - - -.029 
PU  .895*** .988*** .037 
  - - .820*** (.485*** + .335***) 
    .857*** 
CS  - - .541*** 
  - - - 
  - - .541*** 
CE  - - .339*** 
  - - - 

  - - .339*** 
: * p < .05 ** p < .01 *** p < .001 PEOU =  PU =  

CS =  CE =  OPI =  
 

4  

.140   

-.169 .05 -.010 



Journal of Management and Development Ubon Ratchathani Rajabhat University 

Vol. 3 No. January  June 6 230 

 -.159 .01 

-.029  

.037 .820 .001  

.485 .001 .335 

.001 .857 .001  

Full Mediation  

 

 

 

TikTok 

TikTok 2) 

TikTok 3

TikTok 

4 TikTok 

5) 

1 - 4 5  

TikTok 

 

 

TikTok 

 

Chandara et al., 2023; Iriani & 

Andjarwati, 2020) Nuralam et al. (2024) 

Kandambi & Wijayanayaka (2020) 

Poh et al. (2024) 

 

 

 

18-24   

Hadi & Besra, 2022)  



 

3 1  
231 

TikTok  

Kebah et al., ; Qin et al., 2023

Hsu et al., 

Hossain et al. ( )  

Qin et al. (2023)  

 

 

TikTok 

TikTok 

Nuralam et al., 2024) 

Asmarinaa et al., 2022; Wong et al., 2023) 

Dwijayanti  

et al., 2023) TikTok  

 

Duffett & Maraule, 2024) 

TikTok  

 

TikTok 

Widiani & Maradona, 2024; Wong et al., 

2023) Wang & Wu (2024) 

Chiossi et al. (2023) 

TikTok 

TikTok interface  

 

Diaa, 2022; Wilson & McLean,  

TikTok  

 (Deng & Yu., 

2023; Hamari & Koivisto, 2015) 

TikTok 

 

 

Nuralam et al., 2024) 



Journal of Management and Development Ubon Ratchathani Rajabhat University 

Vol. 3 No. January  June 6 232 

Limna et al., 2023) TikTok 

Emotional-based content) TikTok 

Jerin et al., 2024) TikTok 

TikTok  

Ferdianto et al., 2024) 

Mediating Variable) 

TikTok 

X) 

Y) X 

Y X Y Sidhu et al., 2021; Vo & Vansteelandt, 2022) 

 

 

 

  

 TikTok 

 

 

2. 

 

3

 

 

 TikTok 

Mediating Variable) 

Moderating Variable)  

 TikTok  

  

 Shopee  

 

 

2558  

18, 375-396. 

 2568  

TikTok 

3(1), 63-75. 



 

3 1  
233 

Al-Khasawneh, M., Sharabati, A., Al-Haddad, S., Tbakhi, R., & Abusaimeh, H. (2022). The adoption of TikTok 

application using TAM model. International Journal of Data and Network Science, 6(4), 1389-1402. 

Ashfaq, M., Yun, J., Waheed, A., Khan, M. S., & Farr

repurchase intention of used products online: Empirical evidence from China. Sage Open, 9(2), 1-14. 

Asmarinaa, N. L. P. G. M., Yasa, N. N. K., & Ekawati, N. W. (2022). The role of satisfaction in mediating the effect  

of perceived ease of use and perceived usefulness on purchase intention: study on Bukalapak 

International Research Journal of Management, IT & Social 

Sciences, 9(5), 690-706. 

Chan, S., & Asni, K. (2023). Encouraging purchase intention in TikTok live streaming: The role of live streaming 

shopping attributes. Journal of Accounting Research, Organization and Economics, 6(1), 19-33. 

Chandara, V., Pongpaibool, P., & Norng, S. (2023). Factors influencing behavioral intention to purchase online  

on Facebook platform: A case study in Phnom Penh city. Journal of ASEAN PLUS Studies, 4(1), 61-74. 

Chiossi, F., Haliburton, L., Ou, C., Butz, A. M., & Schmidt, A. (2023). Short-form videos degrade our capacity  

to retain intentions: Effect of context switching on prospective memory. In Proceedings of the 2023 CHI 

Conference on Human Factors in Computing Systems (pp. 1-15). Hamburg, Germany. 

Deng, X., & Yu, Z. (2023). An extended hedonic motivation adoption model of TikTok in higher education. 

Education and Information Technologies, 28(10), 13595-13617. 

Diaa, N. M. (2022). Investigating the effect of augmented reality on customer brand engagement: The mediating 

role of technology attributes. The Business and Management Review, 13(2), 356-375. 

Duffett, R. G., & Maraule, M. (2024). Customer engagement and intention to purchase attitudes of generation Z 

consumers toward emojis in digital marketing communications. Young Consumers, 25(5), 607-624.  

Dwijayanti, N. M. A. M., Suasana, I. G. A. K., Giantari, I. G., & Suparna, G. (2023). The role of satisfaction mediates  

the effect of perceived usefulness and perceived ease of use on the intention of reuse Shopee Pay. 

American Journal of Humanities and Social Sciences Research, 7(8), 1-14. 

Ferdianto, R., Nurcahyo, S. A., Wahyuni, E. R. N., & Aisyah, S. (2024). TikTok made me buy it: Analyzing  

the influence of content marketing and engagement on generation Z's purchase intention.  

Strata Social and Humanities Studies, 2(2), 103-112. 

Hadi, M. A., & Besra, E. (2022). The effect of perceived risk and perceived usefulness on purchase intention with 

customer attitude as a mediation variable (survey of Tokopedia consumers in Padang City). Enrichment: 

Journal of Management, 12(4), 2918-2930. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E.  (2010). Multivariate data analysis: A global perspective.  

(7th ed.). Pearson Prentice Hall. 

Haloho, A., & Jayadi, R. (2022). The impact factors of affecting mobile commerce user satisfaction to improve 

customer engagement. Journal of Theoretical and Applied Information Technology, 100(20), 6130-6149. 

Hamari, J., & Koivisto, J. (2015). Why do people use gamification services?. International journal of information 

management, 35(4), 419-431. 

Hossain, M. A., Kalam, A., Nuruzzaman, M., & Kim, M. (2023). The power of live-

decision. Sage Open, 13(4), 1-18. 



Journal of Management and Development Ubon Ratchathani Rajabhat University 

Vol. 3 No. January  June 6 234 

Hsu, C. E., Raj, Y. S., & Sandy, B. (2021). Music streaming characteristics and emotional consumption as 

determinants of consumer satisfactions and intention to purchase. Contemporary Management 

Research, 17(3), 157-188. 

Huang, C. C., Wang, Y. M., Wu, T. W., & Wang, P. A. (2013). An empirical analysis of the antecedents and 

performance consequences of using the Moodle platform. International Journal of Information  

and Education Technology, 3(2), 217-221. 

Irgui, A., & Qmichchou, M. ( Contextual marketing and information privacy concerns in m-commerce  

and their impact on consumer loyalty. Arab Gulf Journal of Scientific Research , 42(3), 1150-1170. 

Iriani, S. S., & Andjarwati, A. L. (2020). Analysis of perceived usefulness, perceived ease of use, and perceived risk 

toward online shopping in the era of Covid-19 pandemic. Systematic Reviews in Pharmacy, 11(12),  

313-320. 

appeals in health-related #EduTok videos. Health Education Journal, 83(4), 1-14. 

Kandambi, G. P. H., & Wijayanayaka, W. M. J. I. (2020). Is it possible to measure online purchasing intention through 

technology acceptance models? Journal of Internet and e-Business Studies, 10, 1-15.  

Kebah, M., Raju, V., & Cavaliere, L. P. L. (2022). Mediating role of customer satisfaction between website quality, 

perceived convenience and online purchase intention. Journal of Entrepreneurship and Business 

Innovation, 9(1), 19-35. 

Limna, P., Kraiwanit, T., & Jangjarat, K. (2023). Adopting the technology acceptance model (TAM) to explore online 

purchase intention via Facebook live streaming: empirical evidence from Bangkok, Thailand. ASEAN 

Journal of Management & Innovation, 10(1), 1-13. 

Lin, Q., & Nuangjamnong, C. (2022). Exploring the role of influencers and customer engagement on purchase 

intention in TikTok live streaming shopping. International Journal of Social Sciences and Humanities 

Invention, 9(12), 7469-7498. 

assimilation with livestreaming commerce broadcast in Hong Kong. Electronic Commerce Research, 

23(3), 1565-1590. 

Nuralam, I. P., Yudiono, N., Fahmi, M. R. A., Yuliaji, E. S., & Hidayat, T. (2024). Perceived ease of use, perceived 

usefulness, and customer satisfaction as driving factors on repurchase intention: The perspective of the 

e-commerce market in Indonesia. Cogent Business & Management, 11(1), 1-20.  

Olivia, M., & Marchyta, N. K. (2022). The Influence of perceived ease of use and perceived usefulness on e-wallet 

continuance intention: Intervening role of customer satisfaction. Jurnal Teknik Industri, 24(1), 1-9. 

Poh, S., Hasan, D. G., & Sudiyono, K. A. (2024). The power of social commerce: TikTok's impact on Gen Z consumer 

purchasing behavior. Manajemen dan Bisnis, 23(2), 501-515. 

Qin, C., Zeng, X., Liang, S., & Zhang, K. (2023). Do live streaming and online consumer reviews jointly affect 

purchase intention?. Sustainability, 15(8), 1-19. 

Sidhu, A., Bhalla, P., & Zafar, S. (2021). Mediating effect and review of its statistical measures. Empirical Economics 

Letters, 20(4), 29-40. 

Vo, T. T., & Vansteelandt, S. (2022). Challenges in systematic reviews and meta-analyses of mediation analyses. 

American Journal of Epidemiology, 191(6), 1098-1106. 



 

3 1  
235 

Wang, W., & Wu, S. (2024). Analyzing user psychology and behavior in short-form video shopping platforms:  

An integrated TAM and ISS model approach. SAGE Open, 14(4), 1-17. 

Wattananont, N., Preedawiphat, S., & Makararpong, D. (2024). Factors influencing intention to purchase intimate 

hygiene products of female consumers through online mobile applications in Bangkok. Burapha Journal 

of Business Management, Burapha University, 13(2), 108-129. 

Widiani, I & Maradona, A. (2024). Investigate live streaming commerce on TikTok as trends new online shopping: 

Exploration perception and intention consumer. International Journal of Science and Society, 6(2),  

732-744. 

Wilson, N., Keni, K., & Tan, P. H. P. (2021). The role of perceived usefulness and perceived ease-of-use toward 

satisfaction and trust which influence computer consumers' loyalty in China. Gadjah Mada International 

Journal of Business, 23(3), 262-294. 

Wilson, A., & McLean, G. (2019). Shopping in the digital world: Examining customer engagement through 

augmented reality mobile applications. Computers in Human Behavior, 101, 210-224. 

Wong, E. Y. C., Hui, R. T. Y., & Kong, H. (2023). Perceived usefulness of, engagement with, and effectiveness  

of virtual reality environments in learning industrial operations: The moderating role of openness  

to experience. Virtual Reality, 27(3), 2149-2165. 

Xu, A., Li, W., Chen, Z., Zeng, S., Carlos, L. A., & Zhu, Y. (2021). A study of young Chinese intentions to purchase 

Frontiers in Psychology,  

12, 1-13. 

Ye, X., Batool, H., & Huang, S. Z. (2023). The effect of e-commerce livestreaming services on customer loyalty:  

A test of the Chain Mediation model. Journal of Innovation and Entrepreneurship, 12(1), 1-21. 

Yunianingsih, S., Suhud, U., & Aditya, S. (2023). The influence of customer satisfaction on repurchase intention 

among TikTok live streaming users in Jakarta. International Journal of Current Economics & Business 

Ventures, 3(1), 478-494. 

Zheng, R., Li, Z., & Na, S. (2022). How customer engagement in the live-streaming affects purchase intention  

and customer acquisition, e-tailer's perspective. Journal of Retailing and Consumer Services, 68, 1-10. 

 

 

 

  


