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Abstract:

Background and Objectives: Social Media has become an important marketing
communication channel that businesses use to build awareness, generate interest, and
influence consumer purchase decisions—particularly through the TikTok application,
which has become widely popular in Phuket province, an area with strong growth in
e-commerce and tourism. However, for consumers to decide to purchase products
through such applications, trust is a critical contributing factor. This research therefore
aims to study 1) social media marketing communication influences consumer trust in
purchasing decisions via the TikTok Application in Phuket Province, 2) social media
marketing communication that influences consumer purchasing decisions via the TikTok
Application in Phuket Province, and 3) trust influences consumer purchase decisions
via the TikTok Application in Phuket Province.

Methods: This is a quantitative study. The sample consisted of 420 consumers in Phuket
province who had previously purchased products via the TikTok application, selected
using stratified sampling combined with convenience sampling. A questionnaire was
used as the data collection instrument. The statistics used for data analysis included
descriptive statistics—frequency, percentage, mean, and standard deviation—and inferential
statistics used for hypothesis testing, namely multiple regression analysis and simple
regression analysis.

Results: The results showed that social media marketing communication influences trust
in Phuket consumers’ purchase decisions via the TikTok application. The variables that
significantly contributed to the predictive equation were need gratification (Beta = .430),
entertainment (Beta = .166), and electronic word-of-mouth (Beta = .124), which together
explained 45.90% of the variance in trust. In addition, social media marketing
communication was also found to directly influence purchase decisions via the TikTok
application, with entertainment (Beta = .346), electronic word-of-mouth (Beta = .232),
and need gratification (Beta = .178) as the influential predictor variables, explaining
48.00% of the variance in purchase decisions. Furthermore, trust was found to have a
significant direct influence on purchase decisions, with a regression coefficient of .841,
explaining as much as 70.70% of the variance in purchase decisions—making it the

most influential variable in this study.
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Application of this study: The findings of this research can serve as a guideline for
entrepreneurs and marketers selling products through the TikTok application in Phuket
province. Priority should be given to building consumer trust, as it is the most influential
factor in purchase decisions—for example, by providing transparent product information,
credible reviews and social proof, and product quality guarantees. In addition, marketing
communication content should be made more entertaining and designed to encourage
electronic word-of-mouth, while also being tailored to meet the specific needs of each
target group, in order to simultaneously enhance both trust and the likelihood of purchase.
Conclusions: Social media marketing communication influences Phuket consumers’
purchase decisions via the TikTok application both directly and indirectly through trust,
with trust being the most influential factor in purchase decisions (explaining 70.70% of
the variance). Entrepreneurs should therefore prioritize building trust alongside developing
marketing communication strategies that are entertaining, encourage word-of-mouth
sharing, and address consumers’ specific needs, in order to sustainably increase sales
through the TikTok application.

Keywords: Social media marketing communication; Trust; Purchase decisions; TikTok
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Figure 1. Conceptual framework
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Table 1. Proportion of Data Collection of the Sample Group According to the Population of Phuket

Sample Group

Residence Population Population Proportion (%)
(420 people)
Mueang District 248,168 59.4 249
Thalang District 112,598 26.9 113
Kathu District 57,125 13.7 58
Total 417,891 100.0 420
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Table 2. Social Media Marketing Communication Influences Consumer Trust in Purchasing Decisions via the TikTok

Application in Phuket Province

B Beta t Sig. Tolerance VIF
(Constant) -0.041 -0.155 0.877
Entertainment 0.205 0.166 3.003* 0.003 427 2.343
Interaction 0.054 0.046 0.956 0.340 .554 1.804
Trendiness 0.025 0.019 0.382 0.703 512 1.952
Customization 0.511 0.430 7.773* 0.000 426 2.346
E-Word of Mouth 0.173 0.124 2.610* 0.009 .581 1.722

* Statistically significant at the level .05: R Square (R%) = 0.459, F = 70.383 Sig< 0.05*
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duilnaludsnianiia TianeidayasunInanasnign AIUAAIA1T19N 3 (Table 3)

2

Table 3. Social Media Marketing Communication That Influences Consumer Purchasing Decisions via the TikTok Application

in Phuket Province

B Beta t Sig. Tolerance VIF
(Constant) -0.533 -2.012 0.045
Entertainment 0.432 0.346 6.372* 0.000 427 2.343
Interaction 0.089 0.076 1.597 0.111 .554 1.804
Trendiness 0.007 0.005 0.108 0.914 512 1.952
Customization 0.214 0.178 3.274* 0.001 426 2.346
E-Word of Mouth 0.329 0.232 4.984* 0.000 .581 1.722

* Statistically significant at the level .05: R Square (R%) = 0.480, F = 76.284

NaN39N 3 (Table 3) NANINARBURNNAZIN WU mMaRemImIamarnFasiavoanlaiianinasa
ﬂﬂﬁﬁ'@ﬁﬂasﬁaﬁuﬁ’]Nmuaﬂwﬁm‘*ﬁuéﬂﬁaﬂmaa;juﬂnﬂslm‘i'mi'@glﬁm Wuin daudiBas de nsResIMIaaIAHI®
Fosnvoawlatl smanInasunsenadudsrasaaudsany fa nsaadule ld3ouaz 48.00 (R2 = 480) saufiwdadn
$owaz 52.00 anandisping eliensianaudszaninanandivasdudsdasndunodiu wudn annutiudis
(Beta = .346) nMILandadlannIafing (Beta = .232) MIaHaIANNFRINIANTE (Beta = .178) audal daniwade
ﬂﬁ@‘i’@]ﬁ%‘lﬁ]ﬁﬁaﬁuﬁwmuuaﬂwﬁmﬁuéﬂﬁaﬂmao;ﬂu’%‘[mluﬁh%i’@gLﬁ@] atafiibd A NIaiafiszey .05 saandainy
auaAg ey
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%

pUARUNINANBLDL N AILFANIANTIN 4 (Table 4)
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Table 4. Trust Influences Consumer Purchase Decisions via the TikTok Application in Phuket Province

B Beta t Sig. Tolerance VIF
(Constant) 638. 5.431 .000
Trust 852. .841 31.765* .000 1.000 1.000

Statistically significant at the level .05: R Square (R?) = 0.707, F = 1009.042 *

a a ' Y Aa A ' o A A a o
9INANTNN 4 (Table 4) WansnagouauufzgIw wudn awlinsaidninadonsaadnladofudiin
waUwAlaTuandanvasuilnaludawiania wod daudsdas: fa analinela (Trust) sanmafunoanudiulas
dudsany fa MIdaawla lasasaz 70.70 (R? = 0.707) aaunwdadniasas 29.3 1antadsdug

agﬂuazmsaﬁﬂi'\ﬂﬂa (Conclusion and Discussion)
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