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Abstract

In an era of rapid technological development, social media has become a part of
consumers’ daily lives. At the same time, the trend toward a healthy lifestyle is on the rise,
resulting in the continuous growth of the mineral water market, effectively meeting consumer
needs. The article aimed to 1) develop and validate a causal relationship model of purchase
intention in mineral water on TikTok Shop in Bangkok and its vicinity and 2) study causal factors
influencing purchase intention in mineral water on TikTok Shop in Bangkok and its vicinity. This
study was quantitative research. The sample consisted of 289 people who had purchased mineral
water on TikTok Shop and lived in Bangkok and its vicinity. 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, which consisted of 4 components: 1) social media
marketing; 2) attitudes; 3) engagement; and 4) purchase intention. The model was consistent with
the empirical data to a great extent. The statistic showed that CMIN/df = 1.412, GFI = 0.934, AGFI
= 0.905, SRMR = 0.043, and RMSEA = 0.038. The final predictive coefficient was 0.79,
indicating that the variables in the model can explain the variance of purchase intention in mineral
water on TikTok Shop by 79 percent. It was found that the attitudes were the most influential on
purchase intention in mineral water on the TikTok Shop application, with a path coefficient of 0.53,
statistically significant at the .001 level, and subsequently was engagement, with a path
coefficient of 0.38, also statistically significant at the .001 level. Entrepreneurs who run businesses
of mineral water on the TikTok Shop application should therefore consider the attitudes of
consumers, which reflect their thoughts and feelings and directly influence future purchasing

behavior. Additionally, engagement, defined as interaction on the online platform, plays a critical
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role. If these entrepreneurs can effectively stimulate consumers’ purchase intention in mineral
water on the TikTok Shop application, it will significantly increase the potential of business success
in the future.

Keywords: Purchase Intention; Mineral Water; TikTok Shop; Application
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v Construct Validity ?{; CFA CR AVE
fudsursuazanlsdanaia Mean  SD
CMIN/df p RMSEA GFI

punsaaauLlduadiie (SMW) 5.99 0.84 1.847 0.177 0.0564 0.990 0.870 0.574
1. alalulamonfinseiuaauasenis (SMMT) 5.96 1.1 Outer Loading = 0.682
2. ﬂuT@Tumem’]ﬁﬁgﬂmwfﬁq (SMM2) 5.98 1.02 Outer Loading = 0.777
3. aulatlzunniifiialedan (sMm3) 594 101 Outer Loading = 0.729
4. slalulrmoniifinisuamsiaegns®uan (SMM4) 6.07 1.01 Outer Loading = 0.732
5. anlalulrmoniibaeyaanians (SMM5) 598  0.99 Outer Loading = 0.745
éﬂuﬁﬂuﬂﬁ (ATT) 6.10 0.74 1.412 0.227 0.038 0.992 0.847 0.532
1. %uﬁﬂu%uﬁﬂu?uﬂﬁi?%ﬁ%ﬂﬁﬁLL%ﬂ’INﬁ’iﬂﬁﬂT;ﬂﬂﬁ '
AN (AT 6.06 0.99 Outer Loading = 0.668
2. walalunsdedorusfiiiaenannnans (ATT2) 6.03 1.01 Outer Loading = 0.742
3. f_gﬁﬂﬁlﬁlmﬁuﬁqLL‘SﬁﬁTﬁLﬁaﬂumnwma (ATT 3) 6.15 0.86 Outer Loading = 0.684
4. sngRlariumsiuadie (ATT4) 6.18  0.85 Outer Loading = 0.626
5. ;;ﬁﬂWﬂT@Gfuﬂﬁiﬁﬁqiﬂiiusfumizi”\i%@fﬁLL‘J' (ATT5) 6.09 0.95 Outer Loading = 0.774
AunaTiEauIaN (EGM) 602 085 1176 0317 0025 0995 0915 0.683
1. Sinazugais o ABImUILEND (EGMI) 6.13 0.89 Outer Loading = 0.824
2. SNAUARIAIHAATILLLAR [B ADUUA U NS
EaM2) 6.04 0.97 Outer Loading = 0.856
3. ﬁﬂ%ﬂﬂgﬂT@uuﬁﬁTﬂmumwﬁﬁLL‘&LNN@ (EGM3) 5.98 0.98 Outer Loading = 0.849
4. SinaATnaenR laAoUAINLSLANE (EGMA) 5.99 1.01 Outer Loading = 0.852
5. sinazazununisdevnusiane (EGM5) 5.95 1.07 Outer Loading = 0.809
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. Construct Validity Tz CFA CR AVE
fudsursuazdulsdanain Mean  SD
CMIN/df p RMSEA  GFI

AMUANHGI A BRANAN (PUR) 6.04 090 2317 0073 0068 0990 0913 0.678
1. salaazBonusiane (PURT) 6.04 1.06 Outer Loading = 0.848
2. flaardoinusTuawian (PUR2) 6.07 0.97 Outer Loading = 0.832
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4. @uﬁﬁ@um:ﬁq"fﬁéﬁ‘um%@ﬁﬁLLﬁ‘ (PUR4) 5.99 1.07 Outer Loading = 0.857
5. azfinfonnmenfouidugiuiuusn (PURS) 5.03 1.08 Outer Loading = 0.778
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X2 = 207.5, df=147, CMIN/df = 1.412, GFI = 0.934, AGFI = 0.905,
CFl = 0.986, SRMR = 0.043, RMSEA = 0.038, Hoelter = 245
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