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he exponential growth of e-commerce, particularly through social commerce platforms such as TikTok, has 
reshaped global consumption patterns, offering greater convenience, accessibility, and product diversity 
compared to traditional retail formats (Alqahtani et al., 2023; Hsu et al., 2024). TikTok, through short-form 

videos, live selling, and algorithm-driven content, has become a dominant platform influencing purchasing 
behavior among young consumers. 
 
College students represent one of the most active digital consumer segments due to their high technological 
literacy and frequent engagement with online platforms (Adeniran et al., 2022; Pham & Le, 2023). However, their 
purchase intention is shaped not only by functional platform attributes but also by social influences, personal 
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confidence, and contextual factors such as internet reliability and access to delivery (Lee et al., 2024). In rural areas, 
where infrastructure and services are often less stable, trust and service quality become critical to reducing 
uncertainty and encouraging transactions. Although widely applied, previous integrated models often overlook 
trust and service quality, even though these factors can weaken intention when platform performance is 
inconsistent (Bhati et al., 2022; Kamboj et al., 2021). Furthermore, most studies are conducted in urban or 
developed contexts, leaving gaps in understanding how these constructs operate in rural settings. 
 
This study addresses these gaps by examining online purchase intention among college students in Cateel, Davao 
Oriental—a rural municipality with limited connectivity and logistics infrastructure. By integrating TAM and TPB 
and including perceived trust and service quality, it aims to determine which factors most strongly influence 
intention and how local conditions affect their relative importance. The findings will contribute to theory 
validation in developing regions and provide practical guidance for improving digital commerce access, trust, 
and responsible consumer behavior. 
 
Given these gaps and research inquiries, this study aims to examine online purchase intention among rural college 
students in Cateel, Davao Oriental, by integrating the TPB and TAM frameworks. By analyzing how technological 
perceptions (usefulness, ease of use, enjoyment) and behavioral constructs (attitude, norms, control) interact 
within rural digital contexts, and accounting for trust, service quality, and demographic differences, this study 
contributes to the growing literature on consumer technology adoption in developing regions. The findings will 
provide valuable insights for e-commerce practitioners, educators, and policymakers in promoting digital 
inclusion, consumer trust, and responsible online shopping behaviors among the youth. 
 
Methodology  
Research Design 
A quantitative descriptive-correlational design was used to describe variable levels and test associations, suitable 
for establishing baseline relationships in an understudied rural context (Creswell & Creswell, 2021). This cross-
sectional design identifies statistical relationships but does not confirm causality; future studies using Structural 
Equation Modeling (SEM) are recommended to explore complex pathways. 
 
Research Locale 
The study was conducted at Davao Oriental State University – Cateel Campus (DOrSU-CC), a rural area 
characterized by intermittent internet access, limited delivery services, and cash-on-delivery as the preferred 
payment method (Melchor, 2023). This setting allows examination of how infrastructure constraints shape 
consumer perceptions and behavior. 
 
Respondents and Sampling Procedure 
The sample consisted of 324 officially enrolled students during the Academic Year 2025–2026, selected via 
stratified random sampling to ensure representation across disciplines. The inclusion criteria include full-time 
undergraduate students with at least one experience using TikTok, while the exclusion criteria include students 
without prior exposure to TikTok or those unwilling to participate. The data collection period was September 15 
to October 15, 2025. 
 
Research Instrument 
A structured survey adapted from Nguyen et al. (2023) used a 5-point Likert scale (1 = Strongly Disagree to 5 = 
Strongly Agree). Additional items for trust and service quality were added based on Bhati et al. (2022) and Wu et 
al. (2024). Content validity was confirmed by three experts, yielding a Content Validity Index (CVI) of 0.92. 
Reliability was tested via a pilot study (n = 30), with Cronbach’s alpha values ranging from 0.85 to 0.91, exceeding 
the recommended threshold of 0.70 (Hair et al., 2019). 
 
Data Gathering Procedure 
Approval was obtained from the university administration, and informed consent was secured from all 
participants. Surveys were distributed personally and via official channels, with instructions emphasizing 
anonymity and honest responses. Completed questionnaires were checked for completeness and coded for 
analysis. 
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Data Analysis 
The collected data were processed and analyzed using appropriate statistical tools. The weighted mean described 
the level of agreement for each construct; Pearson Product-Moment Correlation tested relationships between 
variables; multiple regression analysis identified significant predictors, with assumptions of normality, linearity, 
and multicollinearity verified (VIF < 3.0); and One-way ANOVA and independent t-tests assessed differences 
across demographic groups. All tests used a significance level of p < .05. 
 
Ethical Considerations 
Ethical standards were strictly followed in all phases of the research. Participation was entirely voluntary, and 
respondents had the right to withdraw at any time without penalty. All data collected were treated with utmost 
confidentiality and used solely for academic purposes. The study did not involve any deceptive practices, and 
potential risks to participants were minimal. Furthermore, proper acknowledgment and citation were made for 
all sources, adapted instruments, and related literature to uphold academic integrity. 
 
Results and Discussion 
Level of Theory of Planned Behavior (TPB) Constructs 
 

Table 1. Level of Theory of Planned Behavior (TPB) Constructs 
Constructs  Mean SD Interpretation 

Attitude Toward Online Shopping 3.92 0.75 High 
Subjective Norms  3.76 0.75 High 
Perceived Behavioral Control 4.11 0.69 High 
Overall 3.93 0.64 High 

 
Results revealed that college students exhibited a high level of agreement regarding all TPB constructs. 
Specifically, Attitude toward Online Shopping obtained a high mean, indicating that students generally view online 
shopping via TikTok as a positive, beneficial, and convenient activity. They perceive it as an enjoyable way to 
access a wide variety of products and deals. This finding aligns with Santos et al. (2024), who noted that in social 
commerce settings, attitude is largely shaped by the perceived benefits and experiential value of the platform. 
Similarly, Nguyen et al. (2023) emphasized that favorable attitudes strongly drive consumer behavior in digital 
environments, as users form positive evaluations when the platform meets their functional and emotional needs. 
 
Subjective Norms also registered a high level, suggesting that social influences such as recommendations from 
friends, family, peers, and social media influencers significantly shape students’ purchasing decisions. This 
supports the findings of Rahaman et al. (2022), who observed that electronic word-of-mouth and social pressure 
are critical determinants of intention among young consumers. In the context of TikTok, where content is often 
shared and endorsed by known personalities or peers, the social component becomes a powerful driver of 
behavior. This is consistent with Hagger and Ajzen's (2022) view that the perceived expectations of important 
referent groups deeply influence human behavior. 
 
Similarly, Perceived Behavioral Control was rated high, implying that respondents feel capable, knowledgeable, and 
resourceful enough to conduct online transactions. This is particularly meaningful given the rural setting of the 
study. It suggests that despite potential infrastructure challenges, students possess the necessary digital literacy 
and confidence to navigate online shopping. This supports the claim of Sembada and Koay (2021) that confidence 
in one’s ability to perform the behavior increases the likelihood of intention translating into action. It also reflects 
the observation of Lee et al. (2024) that rural youth are rapidly bridging the digital divide through increased 
exposure and learning. 
 
The results confirm that in this rural setting, Perceived Behavioral Control emerged as the strongest predictor, 
consistent with findings in developing economies (Sembada & Koay, 2021). While trust and service quality were 
positively correlated, they did not appear as unique predictors, suggesting they are "foundational conditions" — 
necessary for acceptance but not the main differentiators once basic reliability is established. Demographic 
analysis showed that students with higher allowances and more prior experience reported significantly higher 
intention, aligning with Melchor (2023). 
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Level of Technology Acceptance Model (TAM) Constructs 
 

Table 2. Level of Technology Acceptance Model (TAM) Constructs 
Constructs  Mean SD Interpretation 

Perceived Ease of Use 4.03 0.64 High 
Perceived Usefulness 4.08 0.70 High 
Perceived Enjoyment 4.07 0.78 High 
Overall 4.06 0.63 High 

 
Evaluation of the TAM variables also yielded a high level of acceptance and perception. Perceived Usefulness was 
found to be high, demonstrating that students recognize TikTok as a useful tool that saves time, offers better value 
for money, and enhances their shopping efficiency. Zainol et al. (2023) explained that usefulness remains a core 
predictor of technology adoption because users inherently assess whether a technology improves their 
performance or productivity. Similarly, Israr et al. (2024) highlighted that in emerging markets, the utility of social 
commerce platforms is often measured by their ability to provide access to goods that may not be locally available, 
further justifying the high rating in this study. 
 
Perceived Ease of Use received high ratings, reflecting the students’ agreement that the interface is user-friendly and 
requires minimal effort to operate. Mominzada et al. (2022) posited that simplicity in design and navigation is a 
prerequisite for sustained usage. The algorithmic nature of TikTok, which automatically feeds content based on 
user preference, reduces the cognitive load required to search for products, thereby enhancing the perception of 
ease of use. 
 
Perceived Enjoyment recorded a high mean within the TAM group, highlighting that entertainment value is a 
dominant factor. The engaging content and interactive nature of the platform make shopping an enjoyable activity 
rather than just a functional task. Zhao et al. (2024), in a systematic review, confirmed that intrinsic pleasure 
derived from using a platform strongly influences both attitude and purchase intention. This shifts the perspective 
from purely utilitarian motivation to hedonic motivation, which is highly relevant for younger demographics 
(Pham & Le, 2023). The findings suggest that for this generation, the line between entertainment and shopping 
has become blurred, and platforms that successfully merge the two are preferred. 
 
Level of Online Purchase Intention 
 

Table 3. Level of Online Purchase Intention 
Indicators Mean SD Interpretation 

Purchasing through TikTok is completely under my control 4.03 0.83 High 
I am likely to purchase TikTok in the near future 3.91 0.87 High 
I intend to use TikTok for my future online purchases 3.93 0.88 High 
Overall    3.96 0.75 High 

 
Overall, the findings show that online purchase intention among college students is at a high level. This means 
that respondents have a strong willingness and likelihood to buy products through TikTok in the near future. 
They express intent to browse frequently, consider purchasing recommended items, and prioritize the platform 
for their shopping needs. This high level of intention is a direct reflection of the positive perceptions and attitudes 
measured in the study. 
 
The result is parallel to the integrated model’s premise: combining TAM and TPB constructs provides a robust 
explanation for behavioral intention (Troise et al., 2021). More importantly, this finding challenges the general 
assumption that rural consumers are less receptive to digital commerce. Instead, it aligns with the findings of Lee 
et al. (2024), who argued that, given access and suitable technology, rural youth are active participants in the 
online marketplace. The strong intention observed here indicates that location is no longer a barrier to digital 
consumption, provided the platform meets user needs for ease, utility, and enjoyment. 
 
Relationship Between TPB, TAM Constructs, and Online Purchase Intention 
The analysis revealed significant, positive, and strong relationships between all constructs and purchase intention. 
Among the TPB variables, Attitude toward Online Shopping showed the strongest correlation, followed closely by 
Subjective Norms. This reinforces the theoretical foundation of TPB, which asserts that intention is a direct function 
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of these three factors (Hagger & Ajzen, 2022). 
Table 4. Relationship Between TPB, TAM Constructs, and Online Purchase Intention 

  
 
 
 
 
 
 
For TAM constructs, Perceived Enjoyment and Perceived Usefulness had the highest correlation coefficients. This 
supports the argument by Choudhury and Islam (2023) that in modern social commerce, hedonic factors 
(enjoyment) are equally, if not more, important than utilitarian factors. The strong correlation values imply that 
as perceptions regarding usefulness, ease, enjoyment, attitude, social pressure, and control increase, the intention 
to purchase also significantly increases. 
 
These relationships confirm the theoretical integration of the two models: technological acceptance factors shape 
how users perceive the system, while behavioral factors determine their willingness to act upon those perceptions. 
The results align with Rahi et al. (2020), who emphasized that neither model alone is sufficient; their combination 
captures the full scope of influences on consumer behavior. The high overall correlation (R = 0.814) demonstrates 
that the integrated framework is highly suitable for explaining this specific phenomenon in the context of rural 
college students. All constructs correlated positively and significantly with intention, confirming the relevance of 
the integrated framework (Choudhury & Islam, 2023). 
 
Predictors of Online Purchase Intention 
 

Table 5. Predictors of Online Purchase Intention 
Predictor B β t p Interpretation 

Perceived Ease of Use 0.14 0.12 2.65 .01 Predictor 
Perceived Usefulness -0.07 -0.07 -1.22 .22 Not Predictor 
Perceived Enjoyment 0.09 0.09 1.62 .11 Not Predictor 
Attitude 0.23 0.23 4.02 < .001 Predictor 
Subjective Norms 0.24 0.24 5.02 < .001 Predictor 
Perceived Behavioral Control 0.37 0.35 7.52 < .001 Predictor 

 
Multiple regression analysis showed that Attitude toward Online Shopping, Subjective Norms, and Perceived Behavioral 
Control emerged as significant predictors, alongside Perceived Ease of Use. Perceived Behavioral Control emerged as 
the strongest predictor (β = 0.35), indicating that the students' belief in their own capability and resource 
availability is the most critical determinant of whether they intend to buy. This is a unique insight in the rural 
context; it highlights that for students in these areas, confidence in their digital skills and access to connectivity is 
the primary driver of intention. This aligns with the findings of Sembada and Koay (2021), who noted that in 
developing economies, behavioral control is a stronger predictor than attitude compared to developed nations. 
 
Attitude toward Online Shopping and Subjective Norms were also significant predictors, consistent with the core 
assumptions of TPB. Interestingly, Perceived Usefulness and Perceived Enjoyment, while significantly correlated, did 
not emerge as unique predictors in the regression model. This implies that while students acknowledge the 
platform is useful and fun, these factors are "hygiene factors", they are necessary for adoption but do not 
differentiate high intention from low intention once basic usability is established. The decision to buy is driven 
more by psychological factors: how they feel about shopping, what others think, and whether they believe they 
can actually do it successfully. 
 
These findings support the conceptual framework and demonstrate that integrating TPB and TAM successfully 
identifies the key drivers of purchase intention. It further refines the theory by suggesting that in rural academic 
settings, the behavioral dimension (TPB) has greater predictive power than the technological dimension (TAM), 
although the latter remains essential as a foundation. 
 
 

Variables r p Interpretation 
Perceived Ease of Use 0.61 < .001 Moderate, Significant 
Perceived Usefulness 0.61 < .001 Moderate, Significant 
Perceived Enjoyment 0.67 < .001 Strong, Significant 
Attitude 0.72 < .001 Strong, Significant 
Subjective Norms 0.70 < .001 Strong, Significant 
Perceived Behavioral Control 0.73 < .001 Strong, Significant 
Overall 0.81 < .001 Strong, Significant 
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Conclusion  
This study validates the integrated TAM–TPB model as an effective framework for understanding online purchase 
intention among rural college students. While all factors were positively associated with intention, the behavioral 
construct, particularly perceived behavioral control, carried greater weight than technological factors. This reflects 
the reality that in rural areas, confidence in skills, connectivity, and logistics is more decisive than the platform's 
usefulness or entertainment value. 
 
The findings demonstrate that the relative importance of model constructs is context-dependent. In rural settings, 
psychological and resource-related factors become the primary drivers, whereas technological attributes serve as 
necessary but not sufficient conditions. This contributes to theory refinement by showing that the model’s 
structure remains consistent, but the strength of its components varies with local infrastructure and socio-
economic conditions. The study also confirms that rural youth are active and willing consumers when basic access 
and support systems are in place. 
 
Based on the findings and conclusions, the following recommendations are proposed: 
 

a) Platforms and Sellers: Focus on building user confidence through clear transaction guides, secure 
payment options, and reliable delivery tracking. Leverage peer and influencer endorsements to 
strengthen social influence.  

 
b) Educators: Integrate digital literacy, financial security, and responsible consumption into the curriculum 

to empower students to navigate online spaces safely.  
 

c) Policymakers: Invest in internet infrastructure and logistics networks to reduce barriers to digital 
commerce in rural communities.  

 
d) Future Researchers: Use Structural Equation Modeling to explore mediating effects, expand to multiple 

locations, and combine qualitative methods to gain deeper insights into decision-making processes. 
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