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ABSTRACT 

TikTok shop app is an application that is currently very popular with the public. This study aims to examine the relationships on how Klang valley 

consumers who use TikTok shop app response towards price of products, user-friendly social media features and social media influencers. A total of 

384 TikTok shop app users were included in the quantitative research. Using a 5-pt Likert scale of 1 = strongly disagree to 5 = strongly agree, price 

of product, user-friendly social media feature, social media influencer towards consumer purchasing behaviour were measured. The analyses of the 

data were carried out using SPSS and AMOS software. The measurement model confirms that the TikTok App purchasing behaviour model fits the 

data. The Structural equation model showed that there was a positive relationship between price of product and consumer purchasing behaviour. 

However, there was no significant relationship between user-friendly social media features and consumer purchasing behaviour. Furthermore, social 

media influencer mediates the relationship between price of product and consumer purchasing behaviour but does not mediate the relationship between 

user-friendly social media features and consumer purchasing behaviour. This study contributed theoretically to the emergence of the TikTok App 

consumer purchasing behaviour model. 

Keywords: Consumer Purchasing Behaviour, Price of Products, Social Media Influencers, User-Friendly Social Media Features 

JFL Classifications:  M31 

 
 

1. INTRODUCTION 
 

TikTok is a short-form film networking software that is well-liked 

by young people nowadays (Liu et al., 2020). The site initially 

enables advertisers and merchants to purchase ad space in- 

between swipes and take part in influencer marketing. Social 

media celebrities and key opinion leaders may incorporate links 

in influencer bio pages that point viewers or followers to vendors 

on the internet, triggering products to go viral swiftly because of 

the influencers’ endorsements urging shoppers to such websites 

(Liu et al., 2020). Technology has made it possible for consumers 

to quickly acquire products from around the world by providing 

them the ability to switch brands. Given the intense rivalry and 

dynamics in today’s business climate, it is critical to monitor 

consumer behaviour in order to understand consumer purchase 

decisions and meet consumer demands. This research main 

objective is to investigate on the impact of TikTok shop app 

on consumer purchasing behaviour in Klang Valley. It focuses 

into the short attention spans of modern users, facilitating easy 

engagement with a constant stream of videos. TikTok shop app is 

heavily reliant on UGC (User-Generated Content), which means 

that users themselves create the majority of content on the platform 

(Wahid et al., 2022). 

 
According to Zheng et al. (2019) the importance of visiting mobile 

commerce websites and finding that interpersonal impact, visual 
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attractiveness, portability, hedonistic, and utilitarian browsing are 

all important aspects. Engaging with consumers on social media 

may boost the number of potential clients and the likelihood that 

those clients will become actual clients. However, there is little 

research on the relationship of TikTok shop app and consumer 

purchasing behaviour. Li et al. (2021) used TikTok to study the 

purchasing intentions of Chinese citizens in Changsha, consumer 

data revealed that the most important variable was perceived media 

wealth. Dwinanda et al. (2022) examined how TikTok advertising 

practices and attitudes affected Indonesian consumers’ propensity to 

make purchases. However, population for Malaysia specifically for 

Klang Valley TikTok Shop app user need to be explored. According 

to Kairi et al. (2023), there is positive and significant influence of 

product information, marketing communication, influence of live 

streaming on consumer buying interest. The research examined on 

the driving factors that cause consumers to make purchases through 

the TikTok Shop application. However, there are no specific criteria 

for taking the sample and no specific location of population on 

their study. The purpose of this current study is to investigate on 

the impact of TikTok shop app specifically for Klang Valley users, 

as one of the social media ecommerce platforms, on consumer 

purchase behaviour, with a particular emphasis on product price, 

user-friendly social media features, and social media influencer. 

 

2. LITERATURE REVIEW 

2.1. Consumer Purchasing Behaviour 
Consumer behaviour is the study of how people use, acquire, and 

dispose goods and services, information, ideas to meet consumer 

needs and the impact of these behaviours on consumers and society. 

Factors that influence consumers include culture (culture, subculture, 

social class), ethnicity (group, family, role), personality (age, job, 

money, lifestyle, character) and emotions (heart, emotions, education, 

religion, and behaviour) (Schiffman and Wisenblit, 2019; Kotler 

et al., 2022). In today’s digital age, technology has a huge impact on 

consumers. Five steps of the consumer decision process are problem 

identification, information search, alternative analysis, purchase 

choice, and post-purchase behaviour. It shows that consumers think 

first before purchasing a product. All five steps of the decision process 

are available to the buyer. Depending on the buyer’s wishes, the buyer 

can choose to exceed one or more levels (Kotler, 2017). Customers 

actively choose products during this phase of decision-making 

(Khong, 2023; Hussain, 2023). Consumer groups are typically 

divided into two groups: End-users, which are people or households 

making purchases for their own use, and organizational consumers, 

which are companies, trade associations, retailers, and nonprofit 

organizations making purchases for organizational or operational 

purposes (Rasyad et al., 2023). According to certain perspectives, 

making a purchase is seen as a behavioural process in which many 

participants evaluate and select from a variety of options in order to 

determine which is best (Widayanti and Meria, 2023; Safitri et al., 

2023). Prior to deciding on a product or service, a variety of possible 

actions are considered during the critical purchasing decision (Dudhat 

and Agarwal, 2023; Aprianto et al., 2024). 
 

2.2. Social Media Influencer 
Social media influencers frequently market more conventional 

brands (influencer marketing), consumer are also consuming own 

brands (Brooks et al., 2021). Academic literature is beginning 

to acknowledge influencers as human brands and investigate 

how influencer behaviours affect outcome variables relevant 

to the influencer (such as attitudes toward, perceptions, and 

engagement with the influencer). From the point of view of 

earlier research (Sreejesh et al., 2020), product-related user 

generic content is highly accommodating for consumers to 

develop understanding and perception about the products 

before engendering on the purchase intent. Increased number 

of consumers turn to online platforms for their purchasing 

behaviour inspiration, it is critical to understand the impact of 

social media use and the presence of TikTok shop app (Iskandar 

and Kaltum, 2021; Iskandar et al., 2023). It is challenging to 

comprehend how these businesses leverage online platforms, 

social media, and the digital environment to enhance their 

customer engagement strategies (Arjang et al., 2024). Social 

media influencer contributes to specific digital technologies 

on consumer contact (Iskandar and Kaltum, 2021; Legowo 

et al., 2021) this encourages sustainability and also contribute 

meaningful information on social media influencer. Social 

media marketing has seen a dramatic transformation thanks to 

social media influencers (Cheung et al., 2022). The engagement 

between businesses and social media influencers was expedited 

by the popularity of social media influencers. Because of their 

potential as a tool for brand promotion, academics and business 

professionals are very interested in social media influencers. 

According to Ao et al. (2023), because social media influencers 

engage and communicate with clients in a reciprocal manner, 

frequently disclosing personal information, they may be more 

effective at gaining endorsements than traditional celebrities. 

They are more relatable and approachable because to their regular 

exchange of private information and reciprocal connections 

(Breves et al., 2021). Additionally, social media influencers 

create genuine endorsement content that customers enjoy by 

regularly including sponsored pieces into their daily narrative 

(Coco and Eckert, 2020). 

 

2.3. Conceptual Framework 
The framework will bring into context of the Howarth Plan theory 

for dependent variable as consumer purchasing behaviour. The 

method is straightforward, but it reveals a profound understanding 

of consumer knowledge, judgment, and beliefs. This resolution 

construction is important for answers. In accordance with 

consumer purchasing behaviour research, it is critical because 

individuals value community and public support. These traits, 

such as objectives, beliefs, and comprehension, have an impact 

on consumer decision-making (Warchlewska, 2024). The “user- 

centered” theory is based on the relationship between users, guided 

by the user’s needs, based on the user’s knowledge and emotions 

in creating content, and is an important step in media production. 

The concept of user-centered is used to improve the depth of 

user communication, re-establish user connection, combine 

various situations to meet user needs, information interaction and 

presentation, provide personalized services, and achieve resource 

mobilization and value creation (Yu, 2019). The conceptual 

framework in Figure 1 below, illustrate the relationships between 

the independent variables, dependent variable, and mediating 

variable. 
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Figure 1: Conceptual Framework 
 

 

 
2.4. Price of Product and Consumer Purchasing 
Behaviour 

Price is important to consumer because the higher the price, the 

fewer people will buy. On the other hand, if the price is below 

market expectation, people will purchase more. Price matters 

more than anything else when it comes to how people shop, 

according to (Albari and Safitri, 2020) price is one of the key 

variables that motivates consumers to purchase a particular 

product. The more attractive the price, the more people will 

buy it. Based on (Akdogan, 2021), price positively affects the 

consumer’s decision-making process. According to Utomo and 

Amrison (2018) promotion is effective and positively affects 

purchasing decisions. Advertising activities encourage consumers 

to make purchasing decisions by providing information that will 

encourage them to purchase. Research has shown that there is a 

strong relationship between price and purchasing behaviour, and 

that reasonable prices make consumer more likely to purchase 

(Asrida et al., 2024). Prices of product are additional supportive 

factors that when combined with product expertise and social 

media marketing, can boost prospective consumer purchasing 

behaviour (Wijayanto et al., 2023). According to Prasetyo and Zen 

(2019), price of products have an impact on consumer purchasing 

behaviour, with the advent of this online marketplace in the era of 

technology, people are now more price sensitive. 

 

2.5. User-friendly Social Media Features and 
Consumer Purchasing Behaviour 
User-specific models influence the perception of ease of use and 

how the user’s initial needs can be realized. Based on Sullivan 

and Kim (2018), consumers’ perception of online trust and their 

intention to purchase more from the same store are affected by 

perceived value. Sullivan and Kim (2018) argued that trust, social 

norms, and product reviews are important factors in predicting 

repeat intentions. For example, price competition and the website’s 

reputation may affect approval, which in turn may affect approval. 

Additionally, TikTok offers vendors a plethora of advantages, 

including live selling and video promotion. According (Liao et al., 

2024) social media sites like Tiktok significantly influence the way 

people behave on social media. The most addicting social media 

platform is Tiktok, which is likewise backed by an advanced 

algorithm (Qin et al., 2022). Starkey (2022) stated that TikTok 

users have a propensity to be persuaded to spend more money when 

it comes to their purchasing habits. Information system encourages 

consumers to use social media constantly and makes it easier for 

them to move about on a regular basis. Although psychological 

influences on buying decisions must also be considered, these 

influences will be satisfied if consumers find shopping to be easy 

and comfortable (Nguyen et al., 2024). 

2.6. Price of Product and Social Media Influencer 
Price is a measurement of the exchange rate that can be used to 

compare the benefits of one commodity or service for an individual 

or group at a certain time and place with money or other goods 

(Cakranegara et al., 2022). The word “social media” refers to 

a category of media that revolves around online dialogue and 

interpersonal communication (Fahmi et al., 2020). Social media 

influencer, on the other hand, refers to any direct or indirect 

marketing strategy that uses social media tools such as blogging, 

microblogging, social networking, social bookmarking, and 

content sharing to increase awareness, recognition, recall, and 

action toward a brand, company, product, person, or other entity 

(Kambali and Masitoh, 2021). TikTok social media influencer is 

used as a business tool to market products directly to consumers 

(Margaretha et al., 2024). Nasution et al. (2024) research indicates 

that prices have a significant relationship with social media 

influencer. When it comes to making purchases, people consider 

price to be very important, often because they believe it to be 

a motivator for impulsive purchases (Margaretha et al., 2024). 

In order for it to become a factor for customers when making 

purchases from online retailers in the marketplace, such retailers 

must offer competitive prices to gain market share. 

 

2.7. User-Friendly Social Media Feature and Social 

Media Influencer 
User-friendly social media features foster a positive experience for 

users, encouraging them to spend more time on the platform. When 

users feel comfortable and in control, consumer are more likely 

to explore, engage, and share content. Consumers can participate 

in online communities by becoming members (Khajeheian and 

Kolli, 2020) and influence how others see a particular good or 

service. As social media continues to evolve, so will the role of 

social media influencers, and it is essential for them to navigate 

these challenges responsibly, ensuring a positive and constructive 

online environment for their followers and the wider digital 

community (Keles et al., 2023). Utilizing social networking sites 

can help businesses communicate more effectively and strengthen 

consumer relationships with clients (Park et al., 2021). Users are 

given the ability to produce user-generated content and publish 

it on social media platforms (Moghadamzadeh et al., 2020) 

in order to participate in the market by interacting with other 

consumers and developing a consumer-to-consumer market. 

According to Chaffey (2019), influencer networking refers to 

the use of influencers to help businesses communicate with their 

target audience. As users share content with consumer networks, 

it reaches a broader audience, contributing to higher engagement 

rates (Montag et al., 2019). 

 

2.8. Social Media Influencer and Consumer 

Purchasing Behaviour 
Real product reviews and ads are content that connects with your 

target audience. In addition to influencers serving as ambassadors, 

consumers are more likely to purchase when they feel authentic to 

the product or brand. The originality of the content at the end of 

the video will increase awareness and lead to purchase (Tompkins, 

2024). Individuals who use social media to spread the news and 

see stories about customers’ daily lives, have a large following 

and potentially influence the target audience, are called social 
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media influencers (De Veirman et al., 2019). A good description 

of the product can influence the customer’s intention to purchase 

the product. Information provided by influencers through product 

descriptions, including features, benefits, and uses, can influence 

consumer behaviour and purchase intentions (Peetz et al., 2004). 

Additionally, Lim (2017) study also supports previous research 

that attractiveness is a positive factor in consumer sentiment. Top 

quality influencers are more likely to capture the attention of their 

followers and influence customers. Social media influencer, which 

is defined as the effect of people or groups on one’s ideas, attitudes, 

and behaviours, is a major factor in determining how customers 

behave when making purchases online. This has a favourable 

impact on consumer purchasing behaviour in the context of social 

media influence of TikTik shop app, as peer recommendations 

through social media influencer has a positive relationship on 

consumer purchasing behaviour (Bindah and Gunnoo, 2024). 

 

2.9. Hypotheses Development 
H1: There is positive relationship between price of product in 

TikTok shop app and consumer purchasing behaviour. 

H2: There is positive relationship between user-friendly social 

media features in TikTok shop app and consumer purchasing 

behaviour. 

H3: Social media influencer mediates the relationship between 

price of product and consumer purchasing behaviour. 

H4: Social media influencer mediates the relationship between 

user-friendly social media features and consumer purchasing 

behaviour. 

H5: There is positive relationship between of social media 

influencer in TikTok shop app and consumer purchasing 

behaviour. 

 
3. METHODOLOGY 

 
This research employed a quantitative research design to analyse 

the relationship between variables, specifically examining the 

relationship between independent variables (price of product 

and user-friendly social media features), the dependent variable 

(consumer purchasing behaviour, and the mediating variable 

(social media influencer). According to the Statista Research 

Department as of July 2023, the population of Klang Valley is 

approximately 7.2 million. The choice of Klang Valley enhances 

the likelihood of obtaining reliable data, particularly from TikTok 

users. Following the sample size guidelines by (Krejcie and 

Morgan, 1970), the target respondents for this research were set at 

384 TikTok app users through email and WhatsApp, specifically 

within the Klang Valley region. This research employed the 

simple random sampling. The entire Klang Valley population is 

subdivided into smaller groups based on age, gender, race, years 

of using the TikTok app, and the purpose of using TikTok shop. 

The 384 respondents are drawn from various groups, making 

the sample more representative of the overall population by 

encompassing diversity in terms of the specified characteristics. 

The unit of analysis pertains to individuals residing within the 

Klang Valley who are also active TikTok users. The primary data 

for this research was the questionnaire which were adopted and 

adapted from the following sources. Price of product was measured 

with five items from (Dodds et al., 1991), user-friendly social 

media features four items from (Mangold and Faulds, 2009), 

social media influencer four items from (Majchrzak et al., 2013), 

and consumer purchasing behaviour five items from (Dodds et al., 

1991; Majchrzak et al., 2013). 

 

This study employed the questionnaire for both the pilot and 

main data collection. The questionnaires were distributed to the 

respondents through google forms. The pilot study questionnaire 

was distributed to 30 respondents, all were returned with complete 

answers which led to a return rate of 100%. The data obtained 

were analysed to determine the pilot study Cronbach alpha of 

the research, the results were as follows. Price of product 0.882, 

user-friendly social media features 0.961, social media influencer 

0.939, and consumer purchasing behaviour 0.940. These values 

were between good to excellent (Hair et al., 2020), because of 

biasness the respondents in the pilot study they did not participate 

in the main study. The data collected from 384 respondents were 

computed to analyse descriptive and inferential statistics. The 

SPSS version 29 software was used to analyse the demographic 

profile of the respondents and the Cronbach alpha. The analysis 

of moment structures (AMOS version 29 software) was used to 

analyse the measurement model which is the confirmatory factor 

analysis (CFA) and the structural equation model (SEM). 

 
4. FINDINGS 

 
The demographic analysis of the 384 respondents was performed 

on the data, which consisted of gender, race, age, regularity of 

using TikTok app, purpose of using TikTok app, as illustrated in 

Table 1 below. 

 

4.1. Measurement Model 
The proposed model was used to evaluate the measurement model 

and then the structural model (Figure 2). 

 

Confirmatory factor analysis (CFA) was analysed using 18 

questionnaire items. The CFA factor loadings were above 0.5 

 
Table 1: Demographic profile 

Demographic 

factors 

Categories Frequency 

(n=384) 

Percentage 

Gender Male 242 63.0 
 Female 142 37.0 

Race Chinese 40 10.4 
 Indian 116 30.2 
 Malay 227 59.1 
 Other 1 0.3 

Age 15-25 years old 166 43.2 
 26-35 years old 165 43.0 
 36-45 years old 36 9.4 
 46-50 years old 12 3.1 
 More the 50 years old 5 1.3 

Regularity of 

using TikTok 
app 

<1 year 143 37.2 

1-3 years 214 55.3 

4-5 years 20 5.7 
 Above 5 years 7 1.8 

Purpose of 

using TikTok 

app 

Personal use 315 82.0 

Business us 8 2.1 

Both personal and 
business use 

61 15.9 
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Table 2: Findings of confirmatory factor analysis (CFA) 

Construct Item Standardized factor 

loadings (<0.50) 

Cronbach 

alpha (>0.70) 

Mean Standard 

deviation 

Price of product POP1 

POP2 

POP3 

POP4 
POP5 

0.901 

0.904 
0.894 

0.899 
0.870 

0.952 4.08 0.96 

User-friendly social media features UFSMF1 
UFSMF2 

UFSMF3 

UFSMF4 

0.903 
1.095 

0.862 
0.818 

0.959 4.50 0.54 

Social media influencer SMI1 

SMI2 

SMI3 
SMI4 

0.923 

0.923 
0.919 
0.830 

0.942 3.86 1.08 

Consumer purchasing bahaviour CPB1 

CPB2 

CPB3 

CPB4 

CPB5 

0.873 

0.925 

0.911 
0.932 

0.922 

0.962 4.03 0.96 

Source: Author’s own work       

(Hair et al., 2022), ranging from 0.81 8 to 1.095. The Cronbach Table 3: Discriminant validity     

alpha value were between 0.942 and 0 

from 3.86 to 4.50, and standard dev 

.962, the mean va 

iation 0.54-1.08 

lue ranged Constructs 

(Table 2). 
Construct 

reliability (>0.70) 

POP UFSMF SMI CPB 

The internal consistency of the researc h was adequate, indicating POP 0.952 0.799    

a reliability level of excellent accordi ng to (Hair et al., 2020). UFSMF 0.959 0.020 0.857   

  SMI 0.944 0.601 0.035 0.809  

Table 3 depicts the average varian ce extracted (AVE ) which CPB
 0.962 0.731 0.014 0.684 0.833 

explains the convergence validity mea sure, the AVE va lues were AVE values are shown on the diagonal (bold) (>0.50) (Hair et al., 2021)  
 

between 0.799 and 0.857. This finding showed that all the AVE 

values in the research were greater than the square inter construct 

correlation (SIC) (Hair et al., 2021). The construct reliability (CR) 

values of the variables were above >0.7 (Hair et al., 2021), ranging 

from 0.944 to 0.962. This illustrated a sufficient level of consistency 

reliability, convergent validity and discriminate validity. 

 

4.2. Model Fit Indices 
The minimum was achieved, the CMIN value = Chi-square/ 

Degrees of freedom (2/df) = 272.264/125 = 2.178, CMIN value 

(2.178, >2 or <5) (Hair et al., 2022). The P-value (0.000, <0.05), 

GFI (0.928), AGFI (0.902), CFI (0.983), TLI (0.979) and RMSEA 

(0.055). The model fits the data, given that the findings illustrates 

that the rule of thumb that both the goodness and badness of fit 

index have been evaluated (Hair et al., 2022) (Table 4). 

 

4.3. Structural Equation Modeling (SEM) 

The structural equation modelling was used to analyse the 

hypothesized relationship between the independent variables, 

dependent variable and mediating variable (Hair et al., 2022) 

(Figure 3). 

 

4.4. SEM Hypothesis Testing 

The structural equation model (SEM) evaluates the hypotheses of 

the research in Table 5 below; the findings illustrated that there 

was a positive relationship between price of product and consumer 

purchasing behaviour (0.000, P < 0.05). However, the relationship 

between user-friendly social media features and consumer 

purchasing behaviour was not significant (0.820, P > 0.05). Social 

media influencer meditates the relationship between price of 

 

product and consumer purchasing behaviour (0.000, P < 0.05), 

indicating a positive relationship between price of product and 

social media influencer. Social media influencer does not mediate 

the relationship between user-friendly social media features and 

consumer purchasing behaviour (0.116, P > 0.05), this illustrates 

that there is no significant relationship between user-friendly 

social media features and social media influencer. Furthermore, 

there was a positive relationship between social media influencer 

and consumer purchasing behaviour (0.000, P < 0.05). The 

findings of the standardized estimate for price of product to 

consumer purchasing behaviour was (0.53), user-friendly social 

media features to consumer purchasing behaviour (−0.01), price 

of product to social media influencer (0.90), user-friendly social 

media features to social media influencer (0.13) and social media 

influencer to consumer purchasing behaviour (0.35) respectively. 

The findings from the Amos output illustrated that the R-squared 

value was (0.605), indicating that price of product, user-friendly 

social media features and social media influencer can explain 

60.5% of the variation of consumer purchasing behaviour. 

 

5. DISCUSSION 
 

The research framework proposed earlier is to find out the 

relationships between TikTok Shop app consumer purchasing 

behaviours. The independent variables namely, price of products 

and user-friendly social media features, the dependent variable 

namely consumer purchasing behaviour and the mediating variable 

namely, social media influencer. These variables are mapped into 

the model framework and hypothesis. The findings of the research 
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Table 5: SEM hypotheses testing and mediating effect 

 Hypothesis Estimate S.E. C.R. P Findings 

H1 Consumer Purchasing Behaviour <--- Price of product 0.530 0.049 10.797 0.000 Supported 

H2 Consumer purchasing behaviour <--- User-Friendly social media features -0.012 0.054 -0.228 0.820 Not supported 

H3 Social media influencer <--- price of product 0.895 0.050 17.839 0.000 Supported 

H4 Social media influencer <--- user-friendly social media features 0.133 0.085 1.570 0.116 Not supported 

H5 Consumer Purchasing Behaviour <--- Social Media Influencer 0.349 0.041 8.584 0.000 Supported 

Estimate of regression weight (Estimate), Standard error of regression weight (S.E.), Critical ratio for regression weight (C.R)    

 

Figure 2: Measurement model 

Source: Author’s own work 

Table 4: Model fit index    

Model fit index Criteria Result Decision 

Chi-square/degree of freedom (CMIN) <2 to<5 (Hair et al., 2021). 2.178 Fit 

Probability of significance (P-value) P<0.05 (Hair et al., 2022) 0.000 Fit 

Goodness of fit index (GFI) >0.90 (Hair et al., 2022) 0.928 Fit 

Adjusted goodness of fit index (AGFI) >0.80 to>0.90 (Hair et al., 2021) 0.902 Fit 

Comparative fit index (CFI) >0.90 (Hair et al., 2022) 0.983 Fit 

Tucker–lewis index (TLI) >0.90 (Hair et al., 2022) 0.979 Fit 

Root mean square error of approximation (RMSEA) <0.08 (Hair et al., 2022) 0.055 Fit 
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Figure 3: Structural model 

Source: Author’s own work 

 

answered the research questions and illustrated the relationships 

between the constructs. The findings of this research indicated 

that there was a positive relationship between price of product 

and consumer purchasing behaviour (0.000, P < 0.05) H1 was 

supported. These findings emphasized that the price of a product 

is considered by consumers when deciding whether to buy the 

product, when to do so, and how important the product is to 

them, all these factors determines the consumer purchasing 

behaviour. This relationship is supported by research carried 

out by Huo et al. (2021) and Djunaidi et al. (2020) whereby the 

price of products is one of the factors that consumer determines 

to purchase the products. There was no significant relationship 

between user-friendly social media features and consumer 

purchasing behaviour (0.100, P > 0.05) H2 not supported. 

These findings reveal that when a consumer is not conversant or 

familiar with the features of a particular product, they tend not to 

purchase it. Consumers that do not understand how to navigate 

the social media platforms of a brand in order to make purchase 

would lose interest in the product. This finding is in contrast 

with (Nguyen et al., 2024) which emphasized that information 

systems encourage consumers to use social media constantly, 

making it easier for them to surf the internet daily. Psychological 

influences on buying decisions must also be considered, given 

that consumers would be motivated and satisfied to purchase 

from a platform that they can easily understand which makes 

shopping easier and comfortable. 

 

Social media influencer mediates the relationship between price of 

product and consumer purchasing behaviour H3 supported. When 

brands combine promotional prices of their products to influence 

their consumers purchasing behaviour it leads to increased 

revenue. The finding of this research is supported (Wijayanto 

et al., 2023) which stated that TikTok social media influencer 

increases the consumer purchasing behaviour of products through 

price during flash sales. Social media influencer is a strategy that 

brand uses to remain relevant in the marketplace which maintain 

a good competitive advantage. TikTok is one of the programs that 

can be utilized for social media marketing, among the plethora of 

social media platforms that are available today. Currently more 

popular and extensively used by the public than other social 

media, this application is one of the social media-based social 

networks and platforms for music videos (Khair et al., 2023). 

The research findings illustrated that social media influencer 

does not mediate the relationship between user-friendly social 

media features and consumer purchasing behaviour, H4 was not 

supported. This indicated that social media influencers should 

identify the rightful audience for each content that they create, this 

will help the consumers to access the product purchase features 
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easily. This finding is in contrast to (Park et al., 2021; Khajeheian 

and Kolli, 2020) social media platforms provide businesses and 

marketers a number of benefits, despite being a social media 

platform, TikTok also has a tool for online buying and selling of 

goods and services. User-friendly platforms make content sharing 

effortless, leading to the swift spread of information and ideas 

(Montag et al., 2019). The findings from this research indicate 

that there was a positive relationship between social media 

influencer and consumer purchasing behaviour (0.000, P < 0.05) 

H5 supported. Consumers’ decisions are understood not only 

from their thoughts and perceptions of products or services, but 

also from other relationships that consumers consider as reference 

material. This finding emphasizes that social media influencer 

can attract consumer and influenced consumer purchasing 

behaviour. This relationship is supported by study carried out by 

(Sreejesh et al., 2020) which advanced that the product-related 

User Generic Content is highly accommodating for consumers to 

develop understanding and perception about the products before 

engendering on the purchase intent. 

 

6. CONCLUSION 
 

Consumer purchasing behaviour of TikTok Shop App was 

examined as it relates to price of product, user-friendly social 

media features, and social media influencer. The research revealed 

that consumer purchasing behaviour had a positive relationship 

with price of product, user-friendly app has no significant 

relationship with consumer purchasing behaviour, this indicated 

that users might experience some difficulty during purchase. 

TikTok shop can integrate the process of purchasing while using 

their App alongside the product advertisement to encourage 

convenient shopping experience for their consumers. Brands often 

collaborate with TikTok influencer to promote their products and 

also influencer the culture and trending products. Furthermore, 

social media influencer mediates the relationship between price 

of products and consumer purchasing behaviour. However, social 

media influencer does not mediate the relationship between user- 

friendly social media features and consumer purchasing behaviour. 

 

The presence of TikTok Shop can make it easier for consumers 

to directly purchase products recommended by their favourite 

TikTok creators, influencing their purchasing decisions. User- 

generated content and reviews on TikTok can provide social proof 

for products. Positive reviews and testimonials from fellow users 

can sway consumer purchasing decisions. This would further 

strengthen the relationship between the brand and the consumers, 

by offering consumers user-friendly interface for swift purchase. In 

addition, future studies should carry out mixed method approaches 

such as quantitative and qualitative methods. Since the findings 

showed the relationship between the variables by maintaining all 

those dimensions toward consumer purchasing behaviour in order 

to enhance the level of the purchasing behaviour. 

 

Future studies can adopt the mix method approach, this is due to 

the fact that the findings of qualitative would further strengthen 

and validate the findings of the quantitative. This research only 

covered on Klang Valley users, it is also recommended that the 

sample size should be increased and extended to wider locations. 

Addition of product categories such as home appliance, cosmetics, 

and clothing, in order to get more contexts and give in-depth 

understanding on the consumer purchasing behaviour. The addition 

of brand loyalty and E-brand experience to the independent 

variables other than price of product, and user-friendly social 

media features. Since this research focused on TikTok shop app, 

future studies can focus on other shopping app such as Temu and 

Shein online shopping app. 
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