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Abstract

This study aims to investigate the causal effects of advertising, public relations, and sales
promotion on the decision to purchase products on the Pinduoduo application of service users in
Shandong province, China through the mediating variables of customer engagement. The study
population includes individuals residing in Sichuan province, China who have already used the
Pinduoduo application. The sample size was determined to be 400 through purposive sampling.
The data is collected through questionnaires and analyzed using techniques such as frequency
distribution, percentage, mean, standard deviation and hypothesis testing through structural
equation modeling.

The research findings show that the structural equation model fits well with the empirical
data with a Chi-square value of 76.744 and a p-value of .071. The Chi-square/df is 1.279, GFl is
981, AGFlis .935, NFlis .994, CFlis .999, and RMSEA is .026. The hypothesis test shows a statistically
significant positive influence of advertising and sales promotion on the decision to purchase
products through the Pinduoduo application among service users in Shandong province, China,
through customer engagement, with a significance level of .001. The model has a predictive power
of 93.1%, with customer engagement fully mediating the relationship between sales promotion
and purchase decision, but only partially serving as a partial mediator between advertising and

purchase decision.

Keywords: Advertising, Public Relations, Sales Promotion, Purchasing Decision, Customer Engagement
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AUNTUSEVFUNUS (PR) 0.813 0.907
AUNNTENLETUNITUY (SP) 0.889 0.904  0.931
nsdldiusuvesgna (CE) 0912  0.866 0906 0.938
mssnaulageAusULLENNELATY 0.898 0.824 0.875 0.929 0.932

Pinduoduo (Y)
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INANTNI 2 NUIT ANUIZIATITIDILUNTLUIDINANSINNADIVDNRATUDIANULUTUTIY

[

afinla (Square Root of Average Variance Extracted: Y AVE) fif1gendnenanduiusiufiiuysue
a

=b.

(L)%

u 9 fefienfianuiiswsadeduun lnedunaldaanduavieglunumuesyu naduluauinoe

294 Fornell and Larcker (Henseler et al., 2015)

mMsduasumsny

Chi-square = 76.744, df = 60, p-value = 0.071, Chi-square/df = 1.279, GFl = 0.981,
AGFI = 0.935, NFI = 0.994, CFl = 0.999, RMSEA = 0.026

AN 2 NANTITIATIEVLUUIIADIAUNISIATIASS

M1399 3 HANITNAHOUALNFFIY

AUUTHNYR AauUsAY b SE B CR.  p-value
nsildusiuvesgnAn 0420 0.085 0425  4.930  0.000%*
nslalwan 7
nsdnaulate 0.482 0.094 0.512 5121  0.000***
) nsildusiuvesgnAl  0.062  0.106  0.059 0579  0.563
MSUTEUFUIUS

miﬁ@aﬂ%%@ 0.038 0.106 0.038 0.361 0.718
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A1599 3 NANSNAFRUANLRFIY (H0)

AU TELUe AauUInu b S.E. B CR.  p-value
o MsldmsinvesgnAn 0487  0.169 0476  2.883  0.004*
NNIEEINNTTIVIY . T
nsanaulage 0004 0.171 -0004 -0.025  0.980
N3RS o
. nsinaulave 0.419 0096 0440 4352  0.000%*
anAN

e

** QUd1AUNIEDRNIEAU .001

INAITIN 3 WU NITIIYEUT AZNISALASUNNSVIYLDNTNANNTITIUINAD N15HUAIU

'
° v aad U

SwvegnAtutunaIun Ussmedu egrelidedAyneadfansedu 0.004 wag 0.000 lneduna

Y a

lunsnensaliosas 89.9 waznislavan Lagn1sddIUTINYRRNANLENTNAN NI AT UINABNNT

1%
v a CY

A a v a 1y . Y a = 1 = o w
AndulaPeduAuuLeUNALAYY Pinduoduo veliusnislunnmagung Useinaiy egrdidudeny

'
a

MIEDRANIEAU 0.001 Tnedlonuialumsnensalsesay 93.1

AN519% 4 LERIANDNSNANNTI (DE) dnSnan190eu (IE) kasdnswasiy (TE)

AU saLun answa i v
’ N13AEIUTINVRIPNAT nsingulade

DE 0.425 0.512

nslaw IE - 0.187

TE 0.425 0.699

DE 0.059 0.038

NMSUTEBEUNUS IE - 0.026

TE 0.059 0.064

DE 0.476 -0.004

NNsELEIUNITUNY IE - 0.209

TE 0.476 0.205

N5HdIUTIMVRIgNAN DE - 0.440
IE - -

TE - 0.440
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NN 4 WU Mslava N1sUSTIAURLS waznsduasUNIIIIE NS HaN19nTs
Weuansiensildiusiuvesgnenludamaniune Usenmedu nedanindu 0.059 0.425 uay 0.476
Tuvaifinslaman MsUszdusiug uazmsildiusiuvesgnéndidvisnanmemsadsuindonisdnduls
YoAuduunaUndindy Pinduoduo vesilduimslusnmaniun Usemedu Tnsfavindu 0.038
0.440 waz 0.512 usn1saaasunNsUeTanENanImsaTsausensiaauled eduduuLoUnEATY
Pinduoduo vasgldusmslunnmaguns Usemedu lnediawinbu -0.004

mslawan nMsUsznduius wasnisauasunsueiansnanadeuduinse nsindulede
auAtuulaUnaAAdY Pinduoduo vaslduinislunamaniune Useimeadu Kuntsildiusinvedgnen
InediA1yinAu 0.026 0.187 wag 0.209

Mnuanineaevi agulddn nsfidausnvesgndndudanusd unanseg1eauy sal
(Full Mediation Variable) sewinanisaaiasunisuiefunsdnaulade wiidusulsdunansunsdiu

(Partial Mediation Variable) s¢11119n15lawainnunisdnaulaie

anUTgNa

nslaaniiBvinanimssominauladeduduuieunaiadu Pinduoduo vaagliuins
Tunamasuns Ussinadu egrsfideddy denndosiuauuigiuiioey esmnnslavandunis
nagmdmamsmanadisjatiudoansiuduslaamedeyaifeafundadust uariiausianssumans
paasine 4 muaiuly ienseduliAnmsdndulate uenani nislavandmerilfuilnaifa
FiauaRfiAdonanSnsiuaz3en Snviedeinlisuienuuannsssninendn fasiveameuieni
Autstulunan Fevhliuismiudarwannsolunmsusduldediedivssaniamuarasounsesdau
LUaensnanaladuniy (Adetunji et al., 2014) Ing1Widuvas Kannan (2017) lena13innis
Uszauanudsalunisnainiavia (Digital Marketing) Huazdosendensnainidaien (Content
Marketing) n15laiwau (Ad) wnluina (Fan Page) n15911 SEO wagn1sliustlevianyusuesulall
wu Aedsnueoulatl unaslosusing q 1udu Inedefiansanandiedsssnuin HADUWUUABUNNY

LY

fianuAauiudenislavantunnsineglusgiuiiunais Funeusuuasunualnginudify

'
=

AulawaunvemniuaUnaiaty Pinduoduo Hieasrausegalaliiuvitudnduladedu uiniign

9

=

desmnmislawaniivszauanudifaiuasdenilifusloaiinanuaulauazsdonislundntosi
fismmsuuieundiedu Snvadsdasfinianssduienagniiiannsoneuaussienufenisves
Juilaaldeg1adusednsain aenndesdunuiseves Alalwan (2018) fivms@nu oy
nslawankudedsaueaulatienisailatovesgndn nansisenuin uuudaesaunislassaie
afduiinruaenndesfuteyadassdng WesnussAninmuasnagnsnisnislavansiiude
Hnuosulatiuaidifoussgslanuuidusmvesgnd wu msldneu mslideya Twdemaliia

nsnslatedun wazdiaennaodiuauideves Hollebeek et al. (2016) MViNsANYITRY NAENSH
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Pinduoduo Tusiumamuns Usewedu eg1adideddny aenndosivauufgiuiiaall ieswinnisly
& 1 a a g (% 6 YV dy J . [ a PN
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s vy A A o ' o a ' | a o A o
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