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descriptive approach with a total of 88 respondents obtained through purposive
sampling. Data were collected using questionnaires and interviews and analyzed
using Partial Least Square (PLS) through SmartPLS 4. The data analysis was
conducted using the Structural Equation Modeling—Partial Least Squares (SEM-PLS)
approach with SmartPLS 4, which involved two main stages: evaluation of the
measurement model (outer model) and evaluation of the structural model (inner
model). The measurement model was assessed through convergent validity (outer
loadings and Average Variance Extracted/AVE), discriminant validity (HTMT
criterion), and composite reliability. The structural model was evaluated using path
coefficients, t-statistics obtained through bootstrapping (5,000 resamples), R? values,
and significance levels (p-values). The results show that risk perception significantly
affects online purchasing decisions on TikTok Shop. High perceived risks related to
product quality, transaction security, and delivery time can influence students’
decision-making in online shopping behavior.
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INTRODUCTION

The development of digital technology and the internet has brought significant changes to
consumer behavior worldwide, including in Indonesia (Masood & Javaria, 2021; Zhang et al., 2025).
The increasing use of social media and e-commerce platforms has made it easier for consumers to
purchase products without having to visit physical stores (Mukhlis, 2025a; Mukhlis & Saidah, 2025).
One of the most recent phenomena in digital marketing is the emergence of social commerce
platforms, such as TikTok Shop, which combine entertainment content with buying and selling
activities.

TikTok Shop was launched in 2021 and offers a business model that allows users to make
purchases directly from short videos presented by creators or brands. This feature attracts young
consumers, particularly university students, as it provides an interactive and enjoyable shopping
experience (Mukhlis, Arifin, Ridwan, & Zulbaidah, 2025; Mukhlis, Arifin, Ridwan, Zulbaidah, et al.,
2025). However, despite the convenience it offers, various risk perceptions have emerged that may
influence purchasing decisions, such as concerns regarding product quality, transaction security, and
product authenticity.
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Students majoring in Business Administration, as part of the digital native generation,
represent an active group of consumers in online shopping activities. Nevertheless, observational
findings indicate that they still experience concerns related to digital transactions, particularly
regarding product mismatches, delivery delays, and potential financial losses (Mukhlis, 2025b;
Mukhlis, Suradi, et al., 2023). These factors highlight the importance of understanding how risk
perception influences purchasing decisions on TikTok Shop.

Although previous studies have extensively examined risk perception in conventional e-
commerce contexts, limited research has specifically explored risk perception within social commerce
environments that integrate entertainment-based content, such as TikTok Shop. Most prior studies
treat online shopping platforms as homogeneous, without distinguishing the unique characteristics of
short-video-based social commerce that blends social interaction, influencer marketing, and instant
purchasing features. Consequently, there is still insufficient empirical evidence explaining how
multidimensional risk perception operates in this hybrid digital environment, particularly among
university students who are both digitally literate and economically constrained.

Furthermore, existing literature predominantly focuses on general consumer populations,
leaving a gap in understanding how Business Administration students—who possess academic
knowledge related to marketing, management, and consumer behavior—perceive and respond to
online transaction risks. Their educational background may shape a more critical evaluation process,
which could influence the strength and direction of the relationship between risk perception and
purchasing decisions.

Therefore, this study aims to address these gaps by examining the effect of multidimensional
risk perception on purchasing decisions in the context of TikTok Shop among Business
Administration students. By doing so, this research seeks to clarify whether established theories of
risk perception in traditional e-commerce remain applicable in social commerce settings and to
provide empirical evidence that strengthens the theoretical and practical understanding of consumer
decision-making in emerging digital platforms.

LITERATURE REVIEW

According to Al-Adwan et al., (2019) & Rohden & Zeferino, (2023), risk perception refers to
the uncertainty perceived by consumers regarding the outcomes of purchasing decisions. Risk
perception includes functional, financial, physical, psychological, and time risks (Mukhlis, Janwari, et
al., 2023; Mukhlis & Abdullah, 2025). The greater the perceived risk, the less likely consumers are to
make a purchase .

Purchasing decision, as defined by Kotler and Keller (2016), is the consumer decision-making
process in determining which product to buy (Kumar & Gupta, 2020; Li et al., 2024). This process
includes need recognition, information search, evaluation of alternatives, purchase decision, and post-
purchase behavior.

Several previous studies (Milkoreit, 2023; Sung et al., 2021) indicate that risk perception has
a negative effect on purchasing decisions. When perceived risk is high, consumers tend to delay or
cancel purchases. Conversely, when risk can be minimized, purchasing decisions tend to increase.

RESEARCH METHODS

This study was conducted at the Department of Business Administration, Politeknik Negeri
Ujung Pandang, from June to August 2025 (Daly, 2007; Longhofer et al., 2012). The research
population consisted of 714 students, with a sample of 88 respondents selected using a purposive
sampling technique. The purposive sampling technique was employed because the study required
respondents who met specific criteria relevant to the research objectives, namely students who had
prior experience in purchasing products through online platforms within the last six months. This
criterion ensured that respondents possessed sufficient knowledge and direct experience related to risk
perception and purchasing decision behavior. However, it is acknowledged that purposive sampling
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may limit the generalizability of the findings, as the sample may not fully represent the entire student
population.

Primary data were collected through questionnaires and interviews, while secondary data
were obtained from literature and academic documents (Hillman & Radel, 2018; Migdal, 2018). The
guestionnaire was developed based on established constructs from previous studies on risk perception
and purchasing decisions, and was structured using a five-point Likert scale ranging from 1 (strongly
disagree) to 5 (strongly agree). The instrument consisted of two main sections: (1) demographic
information of respondents and (2) measurement items reflecting dimensions of risk perception (e.g.,
financial risk, product risk, and security risk) and purchasing decisions. Prior to data collection, the
guestionnaire was reviewed by two experts in marketing research to ensure content validity and
clarity of items.

In addition, semi-structured interviews were conducted with selected respondents to obtain
deeper insights into their perceptions and decision-making processes. An interview guide was
prepared to ensure consistency across sessions, focusing on themes related to perceived risk factors,
trust considerations, and determinants of purchasing decisions. Each interview lasted approximately
20-30 minutes and was recorded with the participants’ consent to ensure accuracy in data
interpretation.

The data were analyzed using a descriptive quantitative approach with the Partial Least
Squares (PLS) technique (Borcsa & Rober, 2015), employing the SmartPLS 4 application to examine
the relationship between the risk perception variable and purchasing decisions.

RESULTS AND DISCUSSION

The results of the analysis indicate that students’ risk perception falls into the high category,
particularly in the indicators of functional and financial risk. Students’ purchasing decisions are
categorized as moderately high, meaning that despite existing concerns, they continue to make
purchases due to needs and prevailing social trends.

Student purchasing decisions

Cons

High risk perception

Follows trends Moderately high decisions

Hypothesis testing using PLS shows that risk perception has a significant effect on online
purchasing decisions on TikTok Shop (Algahtani et al., 2019; Katib et al., 2025). A t-statistic value
greater than 1.96 and a p-value below 0.05 confirm that the hypothesis is accepted. Specifically, the
path coefficient indicates a statistically significant relationship at the 5% level, demonstrating that risk
perception is not only statistically meaningful but also substantively relevant in explaining variations
in students’ purchasing decisions. The higher the perceived risk, the greater its influence on
purchasing decisions.

Furthermore, the effect size (f2) indicates a moderate contribution of risk perception to the
model, suggesting that risk perception explains a meaningful proportion of variance in purchasing
decisions rather than a trivial statistical association. This strengthens the interpretation that risk
perception plays an important predictive role within the structural model. The R2 value for purchasing
decisions also reflects that risk perception contributes substantially to the explanatory power of the
model, although other factors beyond this study may also influence purchasing behavior.
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These findings are consistent with the theory proposed by Kotler and Keller (2016), which
states that risk perception is an important factor in purchase decision-making (Han, 2019). Concerns
regarding product authenticity and seller transparency make students more cautious (Mukhlis,
Maryam, et al., 2023; Mukhlis et al., 2024). However, trust in brands and the attractiveness of TikTok
Shop promotions are able to reduce perceived risk by providing an enjoyable shopping experience.

CONCLUSION

Risk perception has a significant effect on online purchasing decisions on TikTok Shop.
Students with a high level of perceived risk tend to be more selective and cautious when shopping.
Sellers need to enhance consumer trust through transparent product information, secure payment
systems, and timely delivery. For universities and business practitioners, these findings can serve as a
reference for understanding students’ shopping behavior and for developing marketing strategies that
emphasize trust and transaction security. However, this study is not without limitations. First, the
sample was limited to students within a specific institutional and demographic context, which may
restrict the generalizability of the findings to broader consumer populations. Second, the study
focused solely on risk perception as a predictor variable, without incorporating other potentially
influential factors such as brand image, electronic word-of-mouth, promotional strategies, or platform
usability.Future research is therefore recommended to expand the sample to different age groups,
regions, and socio-economic backgrounds in order to improve external validity. Further studies could
also adopt longitudinal or mixed-method approaches to gain deeper insights into how risk perception
evolves over time and interacts with other psychological and technological variables. Practically,
platform developers and policymakers may use these findings to design consumer protection
mechanisms, strengthen dispute resolution systems, and develop digital literacy programs aimed at
reducing perceived risk and increasing sustainable online purchasing behavior.

CONFLICT OF INTEREST

The authors declare that there is no conflict of interest regarding the publication of this article.
The research was conducted independently without any financial, commercial, or personal
relationships that could be construed as a potential conflict of interest.

REFERENCES

Al-Adwan, A. S., Alrousan, M., Al-Soud, A., & Al-Yaseen, H. (2019). Revealing the black box of
shifting from electronic commerce to mobile commerce: The case of Jordan. Journal of
Theoretical and Applied Electronic Commerce Research, 14(1), 51-67. Scopus.
https://doi.org/10.4067/S0718-18762019000100105

Algahtani, A. S., Althimiri, N. A., & BinDhim, N. F. (2019). Saudi Hajj pilgrims’ preparation and
uptake of health preventive measures during Hajj 2017. Journal of Infection and Public
Health, 12(6), 772—776. Scopus. https://doi.org/10.1016/j.jiph.2019.04.007

Borcsa, M., & Rober, P. (2015). Research perspectives in couple therapy: Discursive qualitative
methods (p. 176). Springer International Publishing; Scopus. https://doi.org/10.1007/978-3-
319-23306-2

Daly, K. J. (2007). Qualitative methods for family studies & human development (p. 293). SAGE
Publications Inc.; Scopus. https://doi.org/10.4135/9781452224800

Han, M. C. (2019). Social media commerce: Next frontier in online shopping focused on Chinese
consumers.  Global Business and Finance Review, 24(1), 80-93. Scopus.
https://doi.org/10.17549/gbfr.2019.24.1.80

Journal Homepage : https://journals.ai-mrc.com/jmri 574



Journal of Multidisciplinary Research and Innovation
Vol. 2 No. 1 Maret 2026

Hillman, W., & Radel, K. (2018). Qualitative methods in tourism research: Theory and practice (p.
294). Channel View Publications; Scopus. https://www.scopus.com/inward/record.uri?eid=2-
§2.0-85050434848&partnerD=40&md5=7eale3f0b2027993b53f6a795804ee51

Katib, I., Albassam, E., Sharaf, S. A., & Ragab, M. (2025). Safeguarding loT consumer devices: Deep
learning with TinyML driven real-time anomaly detection for predictive maintenance. Ain
Shams Engineering Journal, 16(2). Scopus. https://doi.org/10.1016/j.asej.2025.103281

Kumar, M., & Gupta, S. (2020). Security perception of e-banking users in India: An analytical
hierarchy  process. Banks and Bank  Systems, 15(1), 11-20.  Scopus.
https://doi.org/10.21511/bbs.15(1).2020.02

Li, S.-Q., Li, Y.-R., Han, J.-C., Qin, P.-F., & Du, K. (2024). Seismic hazard models for typical urban
masonry structures considering optimized regression algorithms. Bulletin of Earthquake
Engineering, 22(6), 2797-2827. Scopus. https://doi.org/10.1007/s10518-024-01879-z

Longhofer, J., Floersch, J., & Hoy, J. (2012). Qualitative Methods for Practice Research (p. 224).
Oxford University Press; Scopus.
https://doi.org/10.1093/acprof:0s0/9780195398472.001.0001

Masood, O., & Javaria, K. (2021). Legal Issues in Implementing E-Commerce in GCC Countries
from the Perspective of Financial Managers. Jurnal Hukum Novelty, 12(1), 14-28. Scopus.
https://doi.org/10.26555/novelty.v12i01.a16808

Migdal, A. B. (2018). Qualitative Methods in Quantum Theory (p. 460). CRC Press; Scopus.
https://doi.org/10.1201/9780429497940

Milkoreit, M. (2023). Social tipping points everywhere?—Patterns and risks of overuse. Wiley
Interdisciplinary Reviews: Climate Change, 14(2). Scopus. https://doi.org/10.1002/wcc.813

Mukhlis, L. (2025a). A Phenomenological Study of Personal Spiritual Experiences in Navigating
Religious Pluralism within Interfaith Communities. Irfana: Journal of Religious Studies, 1(6),
212-220.

Mukhlis, L. (2025b). Spiritual Grounds for Economic Growth: A Qualitative Exploration of Rural
Indonesian Women’s Transformative Journeys Through Mosque-Led Empowerment
Programs. Servina: Jurnal Pengabdian Kepada Masyarakat, 1(8), 289-298.

Mukhlis, L., & Abdullah, M. N. (2025). Hukum Keluarga Islam di Indonesia (1st edn). Mukhlisina
Revolution Center.

Mukhlis, L., Arifin, T., Ridwan, A. H., & Zulbaidah. (2024). Integrating Artificial Intelligenceand
Magqasid al-Syari‘ah: Revolutionizing Indonesia’s Sharia Online Trading System. Computer
Fraud and Security, 2024(11), 301-309. https://doi.org/10.52710/cfs.238

Mukhlis, L., Arifin, T., Ridwan, A. H., & Zulbaidah. (2025). Reorientation of Sharia Stock
Regulations: Integrating Tasarrufat al-Rastil and Maqasid al-Shari‘ah for Justice and
Sustainability. Journal of Information Systems Engineering and Management, 10(10s), 58—
66. https://doi.org/10.52783/jisem.v10i10s.1341

Mukhlis, L., Arifin, T., Ridwan, A. H., Zulbaidah, Rosadi, A., & Solehudin, E. (2025). Reformulation
of Islamic Stock Law: The Application of Tasarrufat al-Rasiil and Magasid al-Syari‘ahto
Develop a Dynamic and Sustainable Islamic Capital Market in Indonesia. Journal of
Posthumanism, 5(3), 1-13. https://doi.org/10.63332/joph.v5i3.913

Mukhlis, L., Janwari, Y. & Syafe’i, R. (2023). INDONESIA STOCK EXCHANGE:
THEORETICAL AND PHILOSOPHICAL ANALYSIS OF MUDHARABAH AND
MUSYARAKAH CONTRACTS. Yurisprudentia: Jurnal Hukum Ekonomi, 9(2), 243-264.
https://doi.org/10.24952/yurisprudentia.v9i2.8466

Mukhlis, L., Maryam, S., & Sormin, S. A. (2023). Model Pembelajaran Living History Berbasis PjBL
Untuk Meningkatkan Keterampilan Histografi Mahasiswa. Jurnal Educatio FKIP UNMA,
9(4), 1800-1809. https://doi.org/10.31949/educatio.v9i4.5595

Journal Homepage : https://journals.ai-mrc.com/jmri 575



Journal of Multidisciplinary Research and Innovation
Vol. 2 No. 1 Maret 2026

Mukhlis, L., & Saidah, Y. (2025). Dynamics of Nature-Based learning in Developing Children’s
Motoricic Skills: Teacher and Parent Perspectives. HUMANISMA: Journal of Gender Studies,
9(1), 64-79. http://dx.doi.org/10.30983/humanisme.v4i2.9366

Mukhlis, L., Suradi, Janwari, Y., & Syafe’i, R. (2023). Sosialisasi Saham Syariah sebagai Instrumen
Pengembangan Ekonomi Masyarakat di Badan Kontak Majelis Taklim (BKMT) Kabupaten
Mandailing Natal. Jurnal Pengabdian Multidisiplin, 3(2), 2-9.
https://doi.org/10.51214/japamul.v3i2.604

Rohden, S. F., & Zeferino, D. G. (2023). Recommendation agents: An analysis of consumers’ risk
perceptions toward artificial intelligence. Electronic Commerce Research, 23(4), 2035-2050.
Scopus. https://doi.org/10.1007/s10660-022-09626-9

Sung, S. W.,, Jang, K., Bargainer, R., Cooper, D. K. C., & Paris, W. (2021). South Korean Theology
Student Opinions About Xenotransplantation. Journal of Evidence-Based Social Work
(United States), 18(5), 519-526. Scopus. https://doi.org/10.1080/26408066.2021.1950999

Zhang, Y., lkonen, I., Eelen, J., & Sotgiu, F. (2025). One size does not fit all: Optimizing size-
inclusive model photography mitigates fit risk in online fashion retailing. Journal of the
Academy of Marketing Science, 53(2), 643-672. Scopus. https://doi.org/10.1007/s11747-024-
01034-9

Journal Homepage : https://journals.ai-mrc.com/jmri 576



