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ABSTRACT

This study aims to examine the effects of marketing mix factors (Product,
Price, Place, and Promotion) on consumers’ purchase intention toward clean food on
the TikTok platform, considering the mediating roles of Trust and Engagement within
the Stimulus—Organism-Response (S-O-R) framework. Data were collected from 400
respondents using quota sampling through an online questionnaire that was validated
for content validity and reliability, and analyzed using Partial Least Squares Structural
Equation Modeling (PLS-SEM). The results reveal that Product (B= 0.34), Price (B= 0.31),
and Place (B= 0.37) positively influence Trust, while Promotion positively influences
Engagement (B= 0.61). Both Trust (B= 0.38) and Engagement (B= 0.43) exert significant
positive effects on Purchase Intention. The model explains 66.20%, 37.309%, and
52.80% of the variance in Trust, Engagement, and Purchase Intention, respectively.
Furthermore, Product, Price, and Place indirectly affect Purchase Intention via Trust
(B = 0.13,0.12, and 0.14), whereas Promotion indirectly affects Purchase Intention via
Engagement (= 0.25). Multi-group analysis indicates structural differences between
prior purchasers and non-purchasers of clean food on TikTok. Purchase intention
among prior purchasers is primarily driven by Trust, whereas non-purchasers are more
strongly influenced by Promotion and Engagement. These findings highlight the distinct
psychological mechanisms underlying purchase intention across consumer segments.
Overall, the study demonstrates that a well-designed marketing mix on the TikTok
platform—emphasizing product quality, value-for-money pricing, convenient
distribution, and promotional activities that stimulate engagement—can enhance Trust
and Engagement, thereby increasing consumers’ purchase intention toward clean food.
The results provide strategic implications for practitioners seeking to retain existing
customers through trust-building and attract new customers through engagement-
oriented marketing initiatives.
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