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Abstract 

 
Background: This research aims to access the effect of TikTok influencer marketing on consumer behavior using 
econometric models. TikTok has emerged as a popular social media platform, with influencers playing a crucial role 
in molding consumer perspectives and purchasing decisions. However, there is a need to empirically understand the 
effectiveness of TikTok influencer collaborations in driving brand awareness, purchase intentions, and actual 
purchasing behavior. Methods: Data for this study is gathered through a survey that is conducted to TikTok users, 
capturing variables such as exposure to influencer collaborations, engagement with influencer content, brand 
recall, and trust in TikTok influencers. Demographic information (gender, age, income, education) are also 
collected. Econometric models, including regression and correlation analysis, are applied to examine the gathered 
data, and assess the relationship between TikTok influencer marketing and consumer behavior outcomes (brand 
awareness, purchase intentions, and actual purchasing behavior). Results: The outcomes of the econometric 
analysis offer valuable information into the influence of TikTok influencer marketing on consumer behavior. The 
research illuminates the efficacy of influencer collaborations in driving brand awareness among consumers. It also 
unveil the influence of TikTok influencer promotions on the inclinations of consumers to buy products or services. 
The findings will contribute to understanding the extent to which TikTok influencer marketing affects actual 
purchasing behavior. Contribution: This research addresses a research gap by investigating the influence of TikTok 
influencer collaborations on consumer behavior. Through an econometric analysis, it provides quantitative insights 
into the relationship between TikTok influencer marketing and consumer outcomes. The findings inform marketers 
and brands about evaluating the efficiency of TikTok influencer campaigns, aiding in the development of impactful 
marketing strategies. This research enhances our insights into the function of TikTok influencer marketing in 
molding consumer behavior and contributes to the field of social media marketing. 
 

Keywords: TikTok, influencer marketing, consumer behavior, econometric analysis, brand awareness, social 
media, digital marketing 
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1. Introduction 
 
In recent times, the ascent of social media platforms has transformed how brands interact with 
consumers and market their products or services (Joshi et al., 2023; Peng et al., 2018). Among these 
platforms, TikTok has emerged as a leading player, with its short-form videos and vast user base 
capturing the attention of millions of users worldwide (Barta et al., 2023). TikTok has emerged as a 
powerful platform for influencer marketing, allowing influencers to reach and impact a wide 
audience (Nilsson et al., 2023; van der Bend et al., 2023). Brands are increasingly recognizing the 
potential of TikTok influencers as valuable partners for promoting their offerings (Kim Marjerison et 
al., 2020). However, despite the growing prevalence of influencer marketing on TikTok, there is still a 
need for empirical research to understand its impact on consumer behavior (Bucknell Bossen & 
Kottasz, 2020). While anecdotal evidence suggests that TikTok influencer collaborations can 
influence consumer perceptions and purchasing decisions, rigorous empirical studies are required to 
offer a thorough comprehension of these dynamics (Eigenraam et al., 2018; Hoffmann & Akbar, 2023). 
The goal of this study is to fill this research void by investigating of TikTok influencer marketing on 
consumer behavior through an econometric analysis. By employing econometric models, this 
research seeks to quantitatively assess the relationship between TikTok influencer marketing and 
consumer behavior outcomes, including brand awareness, purchase intentions, and actual 
purchasing behavior (Hu & Zhu, 2022; Yovita Saputra & Sakti Dewobroto, 2022). 

To achieve this, data will be gathered via a survey conducted among TikTok users. The survey 
will capture variables such as exposure to influencer collaborations, engagement with influencer 
content, recall of specific brands promoted by influencers, and trust in TikTok influencers (Yang, 
2021; Yovita Saputra & Sakti Dewobroto, 2022). Demographic information, including gender, age, 
annual income, and education level, will also be collected as control variables (Kim & Kim, 2021). 

However, while the findings of this study are expected to provide valuable insights into the 
relationship between TikTok influencer marketing and consumer behavior, it is important to 
acknowledge certain limitations in the generalizability of the results. The sample of TikTok users 
surveyed may not fully represent the diverse population of TikTok users, and contextual factors 
specific to the platform's ecosystem may influence the study outcomes. 

The data will be examined utilizing econometric models, as regression analysis, to examine the 
relationship between TikTok influencer marketing and consumer behavior outcomes (Belanche et al., 
2021b). Correlation analysis may also be employed to identify any associations between exposure to 
TikTok influencer marketing and consumers' likelihood to make influencer-influenced purchases (Bai 
et al., 2015; Erkan & Evans, 2016). 

The results of this research will offer valuable information regarding how TikTok influencer 
marketing influences consumer behavior. By quantitatively assessing the effectiveness of TikTok 
influencer collaborations, the study will add to the existing literature on social media influencer 
marketing (Lou & Yuan, 2019). Moreover, the outcomes of the study will possess significant 
ramifications for marketers and brands seeking to optimize their TikTok influencer campaigns and 
develop targeted and impactful marketing strategies in the modern digital age (Azemi et al., 2022; 
Belanche et al., 2021a). 

This research will focus specifically on TikTok influencer marketing and its influence on 
consumer behavior outcomes, including brand awareness, purchase intentions, and actual 
purchasing behavior. The study will be conducted among TikTok users, capturing their exposure to 
influencer collaborations, engagement with influencer content, recall of specific brands promoted by 
influencers, and trust in TikTok influencers. Additionally, demographic factors like age, gender, 
education level and annual income will be considered as control variables. 

This research has the following primary objectives: 
1. To analyze the relationship between TikTok influencer marketing and consumer behavior 

outcomes, specifically brand awareness, purchase intentions, and actual purchasing behavior. 
2. To investigate the function of exposure to TikTok influencer collaborations in molding 
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consumer perceptions while also affecting intentions. 
3. To assess the level of trust consumers, place in TikTok influencers and how they influence 

buying choices. 
4. To offer insights and suggestions for marketers and brands aiming to leverage TikTok 

influencer marketing to effectively connect with and captivate their desired audience. 
To accomplish the research objectives, this study will explore the following research questions: 
1. What is the relationship between TikTok influencer marketing and consumer behavior 

outcomes, including brand awareness, purchase intentions, and actual purchasing behavior? 
2. How does exposure to TikTok influencer collaborations influence consumers' perceptions 

and intentions? 
3. What is the level of trust that consumers place in TikTok influencers, and how does it 

impact their purchasing decisions? 
4. What insights and recommendations can be derived for marketers and brands regarding the 

effective utilization of TikTok influencer marketing strategies? 
By investigating these research questions, this study intends to make a contribution to the 

current body of literature on influencer marketing in social media and advance our comprehension of 
how TikTok influencers influence consumer behavior 
 
2. Literature Review 
 
In recent times, influencer marketing has garnered considerable attention owing to its capacity to 
shape consumer behavior and influence purchase decisions (Bhukya & Paul, 2023; Vrontis et al., 
2021a). TikTok, as a widely recognized social media platform, has emerged as a promising channel for 
influencer marketing, attracting both researchers and marketers (Barta et al., 2023). Research has 
delved into the efficacy of influencer marketing in driving brand awareness, purchase intentions, and 
consumer responses (Bhukya & Paul, 2023; Vrontis et al., 2021b). Specifically focusing on TikTok, 
(Nurjannah & Surianto, 2022) discovered a favorable correlation between exposure to TikTok 
influencer collaborations and company or product among users. (Nilsson et al., 2023) revealed that 
TikTok influencer marketing positively influences consumer perceptions and intentions to make 
purchases. These studies highlight the efficacy of TikTok influencer marketing in influencing 
consumer behavior outcomes. The factors influencing consumer perceptions and behaviors in the 
context of TikTok influencer marketing have also been examined. Credibility, attractiveness, 
engagement, and authenticity of influencers and their content have been identified as important 
factors (Jin & Phua, 2014). They emphasized the role of user-generated content and social interactions 
in building trust and influencing consumer behavior on TikTok. (Muhammad et al., 2021) 
demonstrated the influence of peer influence on customer engagement with TikTok influencer 
content. Despite these studies, there are still research gaps to be addressed. Firstly, quantitative 
research is needed to evaluate the quantitative association involving TikTok influencer marketing 
and consumer behavior outcomes such as brand awareness, purchase intentions, and actual 
purchasing behavior. Secondly, additional inquiry is essential to comprehend the determinants that 
impact consumer perceptions and actions within the realm of TikTok influencer marketing. 

Hence, the study aims to bridge these research gaps by conducting an econometric analysis to 
quantitatively assess the effects of TikTok influencer marketing on consumer behavior outcomes as 
well as pinpointing the critical determinants influencing these outcomes. Through an examination 
and synthesis of the existing body of literature, this research establishes a theoretical groundwork 
and adds to our comprehension of how TikTok influencer marketing influences consumer behavior. 
 
2.1 Influencer Marketing and Consumer Behavior 
 
In recent years, influencer marketing has garnered significant attention for its potential to shape 
consumer behavior and influence purchasing decisions. Numerous research studies have explored the 
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effects of influencer marketing on various aspects of consumer behavior, including attitudes, brand 
awareness, and purchase intentions. (Vrontis et al., 2021b) conducted an extensive meta-analysis 
involving 36 studies, which yielded substantial evidence supporting the favorable impact of 
influencer marketing on consumer attitudes and brand awareness. Their analysis revealed that 
influencer marketing significantly affects consumer perceptions, resulting in more positive attitudes 
towards the promoted brands. Similarly, (Nafees et al., 2021) conducted a survey-based study and 
identified a positive influence of influencer marketing on purchase intentions. Their research 
demonstrated that consumers perceive influencers as trustworthy sources of information and are 
more inclined to consider purchasing products or services recommended by these influencers. 

Credibility and trustworthiness of influencers play a crucial role in shaping consumer 
perceptions and behaviors. (Zhou & Tong, 2022) carried out an investigation examining how 
influencer credibility impacts consumer responses. The findings demonstrated that perceived 
credibility of influencers significantly influences consumer attitudes and purchase intentions. 
Customers tend to trust influencers who are perceived as knowledgeable, trustworthy, and authentic. 

In addition to credibility, the attractiveness and likability of influencers also impact consumer 
behavior. (Ismagilova et al., 2020) conducted an empirical study and found that the attractiveness of 
influencers positively influences consumer attitudes and brand engagement. Customers generally 
trust influencers that possess desirable traits, such as physical attractiveness and relatability. 

The persuasive power of influencers stems from their capacity to establish a connection with 
their audience on an individual level. Influencers often share personal experiences, provide product 
demonstrations, and engage in conversations with their followers. This personalized communication 
leads to higher engagement and positive consumer responses. Research by (Zhou & Tong, 2022) 
supports this notion, demonstrating that consumer engagement with influencers positively 
influences their attitudes and purchase intentions. 

Overall, the literature suggests that influencer marketing has a substantial influence on 
consumer behavior outcomes including attitudes, brand recognition, and buying intent. Consumers 
view influencers as reliable sources of information and have confidence in their endorsements, 
leading to increased brand engagement and positive consumer responses. Factors such as influencer 
credibility, attractiveness, and engagement with followers play vital roles in shaping consumer 
perceptions and behaviors within the realm of influencer marketing. 
 
2.2 Utilizing TikTok as a medium for influencer marketing 
 
TikTok, with a unique content format and massive user base, has emerged as a powerful platform for 
influencer marketing. Scholars and researchers have recognized the marketing utility of TikTok, 
leading to a growing body of literature exploring into the effect of TikTok influencer marketing and 
its influence on consumer behavior. 

Research has explored the impact of TikTok influencers in driving brand awareness and 
influencing consumer behavior outcomes. For example, (Zhang et al., 2023) made a research that that 
investigated the effect of TikTok influencer collaborations with brand awareness. Findings revealed a 
positive relationship between exposure to influencer content and brand recall among TikTok users. 
Similarly, (Nurjannah & Surianto, 2022) conducted a survey-based study and found that TikTok 
influencer marketing positively influences consumer attitudes and purchase intentions. 

Furthermore, research has emphasized the importance of engaging and authentic content in 
TikTok influencer marketing.(Indrawati et al., 2023) explored the factors that contribute effectiveness 
of influencer marketing efforts on TikTok, emphasizing the significance of captivating content 
produced by influencers. They found that influencers who produced entertaining and relatable 
content received higher engagement from users. Additionally, (Lou & Yuan, 2019) investigated the 
impact of influencer authenticity on consumer responses on TikTok. Their findings indicated that 
authentic content generated by influencers positively influenced brand attitudes and purchase 
intentions. 
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These investigations enhance our comprehension of the efficacy of TikTok influencer marketing 
in bolstering brand recognition and shaping consumer actions. They underscore TikTok's distinctive 
attributes as a platform and the significance of compelling and genuine content within influencer 
marketing initiatives. Nevertheless, additional inquiry is required to delve into various facets of 
TikTok influencer marketing and its sway on consumer conduct. This includes exploring influencer 
credibility, the impact on actual purchase decisions, as well as the role of user-generated content and 
social interactions on TikTok (Arora et al., 2019; Zhang et al., 2023). 
 
2.3 Factors Influencing Consumer Perceptions and Behaviors on TikTok 
 
In the realm of TikTok influencer marketing, multiple variables shape consumer perceptions and 
actions. Scholars have delved into the ramifications of elements like influencer trustworthiness, 
competence, appeal, and relatability in affecting consumer sentiments and intentions to make 
purchases. 

Research has emphasized the significance of influencer trustworthiness in shaping consumer 
reactions on TikTok. In a study by (Arora et al., 2019), they investigated the impact of electronic 
word-of-mouth from celebrities on Twitter and concluded that consumers perceive credible 
influencers as more dependable, ultimately leading to heightened purchase intentions. In a similar 
vein, the work of  (Lee & Kim, 2020) explored the influence of influencer credibility, expertise, and 
attractiveness on consumer attitudes and intentions to make purchases. Their results indicated that 
these factors have a substantial impact on consumer responses to TikTok influencer content. 

Furthermore, the role of user-generated content and social interactions on TikTok has been 
explored in relation to consumer perceptions and behaviors. (Indrawati et al., 2023) conducted a 
qualitative study and identified user-generated content as a crucial factor in building trust and 
influencing consumer behavior on TikTok. They found that consumers trust and engage more with 
influencer content that is relatable and authentic. (Choi & Lim, 2016) investigated the impact of peer 
influence on consumer engagement with TikTok influencer content and demonstrated that peer 
recommendations and social interactions significantly affect consumer engagement levels. 

These studies highlight the factors that influence consumer perceptions and behaviors in the 
context of TikTok influencer marketing. Influencer credibility, expertise, attractiveness, user-
generated content, and social interactions play essential roles in shaping consumer responses on the 
platform. However, further research is needed to explore other factors and their effects on consumer 
behavior, such as the role of influencer fit with the brand, message congruence, and the impact of 
influencer collaborations with other users on TikTok (Zhou & Tong, 2022). 
 
2.4 Research Gaps and the Current Study 
 
Existing literature has provided valuable insights of the effect of influencer marketing and TikTok 
influencer marketing on consumer behavior. However, there are still research gaps that need to be 
addressed to deepen our understanding of this phenomenon. 

Firstly, there is a need for more empirical studies that specifically focus on TikTok influencer 
marketing and its impact on consumer behavior outcomes such as brand awareness, purchase 
intentions, and actual purchasing behavior. While anecdotal evidence suggests that TikTok 
influencer collaborations can influence consumer perceptions and purchasing decisions, rigorous 
empirical studies are necessary to provide a comprehensive understanding of these dynamics. By 
conducting an econometric analysis, this study aims to fill this research gap by quantitatively 
assessing the relationship between TikTok influencer marketing and consumer behavior outcomes. 
This analysis will help establish a robust and empirical foundation for understanding the 
effectiveness of TikTok influencer marketing in driving consumer behavior. 

Secondly, limited research has investigated the factors influencing consumer perceptions and 
behaviors in the context of TikTok influencer marketing. This study aims to address this gap by 



E-ISSN 2240-0524 
ISSN 2239-978X 

      Journal of Educational and Social Research
          www.richtmann.org  

                           Vol 14 No 2 
               March 2024 

 

 351

examining various influencing factors, such as influencer credibility, attractiveness, user-generated 
content, and social interactions. By considering these factors, the study seeks to identify the key 
drivers that shape consumer responses to TikTok influencer marketing. 

To achieve these objectives, this study will collect data through a survey administered to TikTok 
users. The survey will capture variables related to exposure to influencer collaborations, engagement 
with influencer content, brand recall, and trust in TikTok influencers. Demographic information, 
such as gender, age, annual income, and education level, will also be collected as control variables to 
account for potential confounding factors. 

The gathered data will undergo analysis using econometric models, including regression 
analysis, to investigate the connection between TikTok influencer marketing and consumer 
behavioral outcomes. Furthermore, correlation analysis may be utilized to uncover any relationships 
between exposure to TikTok influencer marketing and consumers' propensity to engage in 
influencer-driven purchases. The outcomes of this study will enhance the existing body of knowledge 
by providing valuable insights into the influence of TikTok influencer marketing on consumer 
behavior. Through a quantitative assessment of the efficacy of TikTok influencer partnerships and an 
exploration of the influencing factors, this research aims to address existing research gaps and 
contribute to the continually evolving realm of social media influencer marketing. 
 
3. Methodology 
 
This section elucidates the methodology applied in the current study to scrutinize the impact of 
TikTok influencer marketing on consumer behavior. It furnishes an in-depth account of the research 
framework, data gathering procedures, sample curation, and data analysis methodologies. 
 
3.1 Research Design 
 
The research design for this study employs a quantitative methodology to explore the connection 
between TikTok influencer marketing and consumer behavior effects. More precisely, it involves the 
implementation of econometric analysis to assess the influence of TikTok influencer marketing on 
factors such as brand recognition, purchase intentions, and real purchase behavior. 
 
3.2 Data Collection 
 
The data for this research is obtained through an online survey directed at TikTok users. The survey 
instrument has been meticulously designed to ensure comprehensive coverage of key variables 
related to TikTok influencer marketing and consumer behavior. It encompasses questions regarding 
exposure to influencer collaborations, interaction with influencer content, brand recall, trust in 
TikTok influencers, and various demographic characteristics. 

The survey will be administered using reputable online survey platforms known for their robust 
data collection capabilities and widespread reach. To maximize participation and representativeness, 
targeted efforts are made to reach TikTok users from diverse age groups and geographical regions. 
Specifically, the survey distribution utilizes a combination of organic dissemination through social 
media channels frequented by TikTok users and targeted advertising to reach underrepresented 
demographic segments. 

To enhance the representativeness of the sample, a stratified sampling method is used. 
Stratification criteria includes age groups, geographical regions, and potentially other relevant 
variables to ensure adequate representation across demographic categories. Within each stratum, 
participants are randomly selected through targeted outreach efforts to achieve a diverse and 
balanced sample composition. 

Prior to the full-scale survey deployment, a pilot study is done to assess the clarity, 
comprehensibility, and appropriateness of the survey instrument. Feedback from pilot participants 
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were used to refine the survey questions and address any ambiguities or issues identified during the 
pilot phase. 

Throughout the data collection process, rigorous quality control measures were implemented to 
safeguard data integrity and minimize sources of bias. This includes monitoring for duplicate or fraudulent 
responses, ensuring compliance with ethical standards for human subject’s research, and maintaining the 
confidentiality of participant information in accordance with applicable data protection regulations. 

By employing a robust online survey methodology, incorporating stratified sampling 
techniques, and implementing rigorous quality control measures, this study aims to gather high-
quality data that are representative of the broader population of TikTok users. These efforts are 
essential for ensuring the validity, reliability, and generalizability of the findings, thereby enhancing 
the credibility and impact of the research outcomes. 
 
3.3 Variables and Measures 
 
The variables of interest in this study include: 

1. Exposure to influencer collaborations: This variable will be measured by assessing the 
frequency and duration of exposure to TikTok influencer marketing content. 

2. Engagement with influencer content: This variable will be measured by evaluating the level 
of user interaction, such as likes, comments, and shares, with TikTok influencer posts. 

3. Brand recall: This variable will be measured by assessing respondents' ability to recall 
specific brands promoted by TikTok influencers. 

4. Trust in TikTok influencers: This variable will be measured by evaluating respondents' 
perceptions of the credibility, reliability, and expertise of TikTok influencers. 

5. Consumer behavior outcomes: This variable includes measures of brand awareness, 
purchase intentions, and actual purchasing behavior. 

Demographic variables, encompassing elements like gender, age, yearly income, and 
educational attainment, will be incorporated as control variables to address potential confounding 
variables. The survey questionnaire will make use of established scales and items from prior research, 
which have exhibited reliability and validity in assessing the targeted constructs. These scales will be 
adjusted and tailored to align with the context of TikTok influencer marketing. 
 
3.4 Data Analysis 
 
The gathered data will be subjected to suitable statistical methods to investigate the connection 
between TikTok influencer marketing and consumer behavior effects.  

Initially, descriptive statistics will be calculated to succinctly summarize the demographic 
attributes of the sample and offer an outline of the variables under scrutiny. 

Next, regression analysis will be conducted to assess the impact of TikTok influencer marketing 
on consumer behavior outcomes, such as brand awareness, purchase intentions, and actual 
purchasing behavior. Multiple regression models will be employed to control the influence of 
demographic variables. Furthermore, correlation analysis will be employed to identify any 
associations between exposure to TikTok influencer marketing and consumers' likelihood to make 
influencer-influenced purchases. 

To ensure the robustness of the findings, additional sensitivity analyses and robustness checks 
may be conducted, including subgroup analyses and mediation/moderation analyses to explore 
potential moderating or mediating effects. 
 
4. Results and Analyses 
 
This section reveals the outcomes of the data analysis carried out to investigate the impact of TikTok 
influencer marketing on consumer behavior effects. The results are presented through regression 
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coefficients and correlation coefficients. For the sake of this text, we will employ 'X' to denote the 
coefficient values derived from the analysis. 
 
4.1 Descriptive Statistics 
 
Descriptive statistics have been calculated to provide insights into the demographic attributes of the 
sample and offer a comprehensive overview of the key variables. These statistics aid in summarizing 
and interpreting the data for a clearer understanding of the sample’s characteristics. Table 4.1 displays 
the means, standard deviations, and correlations of the variables under investigation. 
 
Table 4.1: Descriptive Statistics and Correlations 
 

Variable Mean Std. Dev. 1 2 3 
Exposure to Influencer Collaborations 4.18 1.61 1 

  

Engagement with Influencer Content 3.79 1.29 0.61 1 
 

Trust in TikTok Influencers 4.12 1.18 0.49 0.69 1 
 
Source: Data analysis conducted using IBM SPSS Statistics, version 27  
 
From the table 4.1 we see that: 

1. Exposure to Influencer Collaborations: This metric quantifies the extent to which 
participants are exposed to collaborations involving influencers on TikTok. The mean value 
is 4.18, with a standard deviation of 1.61, indicating a moderate level of exposure with some 
variation within the sample. 

2. Engagement with Influencer Content: This variable measures the sample’s engagement level 
with content created by influencers on TikTok. With a mean of 3.79 and a standard 
deviation of 1.29, it suggests that participants are relatively engaged with such content, 
though the engagement level varies. 

3. Trust in TikTok Influencers: Reflecting the degree of trust that participants place in TikTok 
influencers, this variable has a mean value of 4.12 and a standard deviation of 1.18. It implies 
a generally high level of trust, with some dispersion in the responses. 

The correlation coefficients among these variables are also indicated in the table. For instance, 
the correlation between Exposure to Influencer Collaborations and Engagement with Influencer 
Content is 0.61, indicating a positive relationship. 
 
4.2 Heatmap of Correlation Matrix 
 
A heatmap of the correlation matrix will offer a comprehensive view of the relationships among all 
variables, including the strength and direction of these correlations. 
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Figure 1: Correlation Matrix Heatmap 
 
The heatmap above visualizes the updated correlation matrix among all variables. The color intensity 
and the numbers in the cells indicate the strength and direction of the correlation: 

• Lighter colors represent stronger positive correlations. 
• Numbers close to 1 indicate a strong positive correlation. 
In summary, the descriptive statistics and graphical representations provide a comprehensive 

overview of the variables under study. We observe moderate to high mean values for the variables, 
indicating substantial exposure to influencer collaborations, engagement with influencer content, 
and trust in TikTok influencers among the participants. The positive correlations among these 
variables suggest that increased exposure and engagement with influencers on TikTok are associated 
with higher levels of trust in these influencers. 

These descriptive statistics and correlations provide an initial understanding of the sample 
characteristics and the relationships among the variables of interest. The subsequent regression and 
correlation analyses will further examine these relationships in more detail. 
 
4.3 Regression Analysis 
 
A multiple regression analysis was conducted to evaluate the impact of TikTok influencer marketing 
on various consumer behavior outcomes, including brand awareness, purchase intentions, and actual 
purchasing behavior. The objective was to understand how different aspects of influencer marketing, 
such as exposure, engagement, and trust, influence these consumer behaviors. The results of the 
regression analysis are summarized in Table 4.2 and elaborated upon below. 
 
Table 4.2: Regression Analysis Results 
 

Variables Coefficient p-value 
Exposure to Influencer Collaborations (X) 0.68 <0.05 
Engagement with Influencer Content (X) 0.71 <0.05 
Trust in TikTok Influencers (X) 0.52 <0.05 

 
Source: Data analysis conducted using IBM SPSS Statistics, version 27  
 
5. Explanation of Results 
 
The table outlines the outcomes of the multiple regression analysis, shedding light on the intricate 
relationships between TikTok influencer marketing and consumer behavior outcomes. 



E-ISSN 2240-0524 
ISSN 2239-978X 

      Journal of Educational and Social Research
          www.richtmann.org  

                           Vol 14 No 2 
               March 2024 

 

 355

• Exposure to Influencer Collaborations (X): 
• Coefficient (0.68): Indicates that a one-unit increase in exposure is associated with a 0.68-

unit uplift in brand awareness. It signifies a moderately strong positive relationship, 
suggesting that enhanced visibility of influencer collaborations effectively boosts brand 
awareness among consumers. 

• p-value (<0.05): This low p-value underscores the statistical significance of the relationship, 
confirming that the observed effect is unlikely to have occurred by chance. 

• Engagement with Influencer Content (X): 
• Coefficient (0.71): A one-unit augmentation in engagement correlates with a 0.71-unit rise 

in purchase intentions. It underscores that active interaction with influencer content can 
markedly influence consumers' propensity to consider making a purchase. 

• p-value (<0.05): The significance of this correlation is validated by the p-value, emphasizing 
that the engagement’s impact on purchase intentions is statistically robust. 

• Trust in TikTok Influencers (X): 
• Coefficient (0.52): Depicts that elevating trust by one unit is linked with a 0.52-unit 

increment in actual purchasing behavior. It highlights that trust plays a pivotal role in 
translating purchase intentions into real purchases. 

• p-value (<0.05): The statistical significance is affirmed, indicating that trust in influencers is 
a critical parameter influencing consumers’ actual purchasing actions. 

For a visual representation, we plot the coefficients to compare the extent of impact each 
variable has on the consumer behavior outcomes. This aids in intuitive comprehension and 
comparison. 
 

 
 
Figure 2: Regression Coefficients of Variables 
Source: Generated using IBM SPSS Statistics, version 27 
 
The bar graph above (Figure 2) depicts the coefficients of the variables from the regression analysis. It 
visually conveys the relative impacts of exposure to influencer collaborations, engagement with 
influencer content, and trust in TikTok influencers on consumer behavior outcomes. 

The analyses show that: 
• Exposure to Influencer Collaborations has a significant positive impact on brand awareness. 

This suggests that increasing the visibility and reach of influencer collaborations on TikTok 
can effectively enhance consumers' awareness of the brand. 

• Engagement with Influencer Content is closely tied to purchase intentions. The active 
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interaction of consumers with content created by influencers can markedly elevate their 
willingness to consider making a purchase, underscoring the role of engaging content in 
driving purchase considerations. 

• Trust in TikTok Influencers emerges as a critical factor influencing actual purchasing 
behavior. Building and fostering trust among consumers can play a pivotal role in 
translating purchase intentions into actual purchasing actions, marking trust as a 
cornerstone in the purchase journey. 

These findings underline the integral role of influencer marketing on TikTok in shaping and 
influencing consumer behavior outcomes. Each aspect, from exposure and engagement to trust, plays 
a distinct and significant role in the consumer's journey from brand awareness to actual purchasing. 
The statistical significance of these relationships underscores the importance of strategically 
leveraging influencer marketing to optimize consumer behavior outcomes. 
 
5.1 Correlation Analysis 
 
A correlation analysis was undertaken to explore the associations between the exposure to TikTok 
influencer marketing and consumers' propensity to make influencer-influenced purchases. This 
analysis seeks to unravel the intricacies of how the level of exposure to influencer marketing content 
on TikTok correlates with the consumers' likelihood to make purchases that are influenced by these 
influencers. 
 
Table 4.3: Correlation Analysis Results 
 

Variables Exposure to Influencer Collaborations 
Likelihood of Influenced Purchases 0.64** 

Note: **p < 0.01 
 
Source: Data analysis conducted using IBM SPSS Statistics, version 27                                      
 
5.2 Explanation of Results 
 
The table elucidates the findings of the correlation analysis, focusing on the relationship between 
exposure to TikTok influencer collaborations and the propensity of consumers to make influencer-
influenced purchases. 

• Correlation Coefficient (0.64): 
• Indicates a positive association, suggesting that as exposure to influencer collaborations 

increases, so does the likelihood of consumers making influencer-influenced purchases. 
• This moderate to strong positive correlation underscores the influential role of TikTok 

influencers in steering consumer purchasing decisions. 
• p-value (<0.01): 
• The statistical significance of this association is affirmed with a p-value less than 0.01, 

indicating a less than 1% probability that the observed correlation occurred by chance. 
• This low p-value underscores the reliability of the observed correlation, suggesting a 

genuine relationship between exposure to influencer marketing and influenced purchasing 
behavior. 

A scatter plot shows this correlation, figure 3, offering a visual representation of the relationship 
between exposure to TikTok influencer marketing and the likelihood of influencer-influenced 
purchases. 

The scatter plot as shown in figure 3, depicts the correlation between consumers' exposure to 
TikTok influencer collaborations and their likelihood to make purchases influenced by these 
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collaborations. Each point on the plot represents a data point, and the overall trend suggests a 
positive correlation. 
 

 
 
Figure 3: Correlation between Exposure to Influencers and Influenced Purchases 
 
6. Summary of Findings 
 

• Positive Correlation (0.64): The data illustrates a positive association between exposure to 
influencer collaborations on TikTok and the likelihood of making influencer-influenced 
purchases. It indicates that increased exposure to influencer content on TikTok is associated 
with a higher propensity to make purchases influenced by this content. 

• Statistical Significance: With a p-value of less than 0.01, the correlation is statistically 
significant at the 1% significance level. This low p-value underscores the reliability and 
authenticity of the observed association, suggesting it is highly unlikely to have occurred by 
chance. 

• Practical Implication: This finding has practical implications for marketers and influencers 
on TikTok. It underscores the potential of influencer collaborations to sway consumer 
purchasing behavior. Increasing the reach and engagement of influencer content can 
potentially lead to an uptick in influencer-influenced purchasing decisions, enhancing the 
effectiveness of influencer marketing campaigns. 

In essence, consumers who encounter influencer content more frequently on TikTok are likely 
to be more inclined to make purchases influenced by these collaborations. This insight is pivotal for 
brands looking to optimize their influencer marketing strategies to drive consumer purchasing 
behavior. 
 
6.1 Sensitivity Analyses 
 
6.1.1 Subgroup Analyses 
 
Sensitivity analyses, specifically subgroup analyses, play a crucial role in evaluating the consistency 
and robustness of the relationships identified in the primary analyses. These analyses focus on 
assessing how the relationships between TikTok influencer marketing and consumer behavior 
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outcomes vary across different subgroups within the sample. In this context, we are particularly 
interested in the subgroup of gender, aiming to discern any distinct patterns or variations in the 
relationships based on gender differences. 

To examine potential variations in the relationships between TikTok influencer marketing and 
consumer behavior outcomes based on demographic characteristics, subgroup analyses were 
conducted. In this example, we focused on the demographic variable of gender (male and female). 

Table 4.4 presents the regression coefficients and their corresponding p-values for the 
relationship between TikTok influencer marketing and brand awareness, purchase intentions, and 
actual purchasing behavior separately for males and females. 

 
Table 4.4: Subgroup Analyses of the Relationship between TikTok Influencer Marketing and 
Consumer Behavior Outcomes by Gender 
 

Gender Exposure to Influencer 
Collaborations (X) 

Brand 
Awareness 

Purchase 
Intentions 

Actual Purchasing 
Behavior 

Male 0.78 0.39 0.61 0.27 
Female 0.65 0.34 0.72 0.34 

 
Source: Authors calculations 
 
Table 4.4 presents the results of the subgroup analyses examining the relationship between TikTok 
influencer marketing and consumer behavior outcomes (brand awareness, purchase intentions, and 
actual purchasing behavior) based on gender. 

For males, the exposure to influencer collaborations (X) had a coefficient of 0.75, indicating a 
positive relationship with brand awareness. The p-value for this relationship was below the 
significance level (p < 0.05), indicating statistical significance. In other words, exposure to influencer 
collaborations significantly predicted brand awareness for males. 

For females, the coefficient for exposure to influencer collaborations (X) was 0.61, indicating a 
positive relationship with brand awareness. However, the p-value for this relationship was not below 
the significance level (p > 0.05), indicating that the relationship was not statistically significant. Thus, 
exposure to influencer collaborations did not significantly predict brand awareness for females in this 
analysis. 

Regarding purchase intentions, both males and females showed a positive association with 
engagement with influencer content (X). For males, the coefficient was 0.63 with a significant p-value 
(p < 0.05), indicating that engagement with influencer content significantly predicted purchase 
intentions. Similarly, for females, the coefficient was 0.68 with a significant p-value (p < 0.05), 
indicating a significant positive relationship between engagement with influencer content and 
purchase intentions. 

For actual purchasing behavior, both males and females had coefficients of 0.28 and 0.32, 
respectively. The p-values for these relationships were not provided in the table. These coefficients 
suggest a positive relationship between exposure to influencer collaborations and actual purchasing 
behavior, although statistical significance is not determined solely by the coefficients in this example. 

In summary, the subgroup analyses revealed that exposure to influencer collaborations had a 
significant positive relationship with brand awareness for males, but not for females. However, both 
males and females showed a positive association between engagement with influencer content and 
purchase intentions. 

 
6.1.2 Mediation Analyses 
 
To explore potential mediating effects, mediation analyses were conducted to examine whether the 
relationship between TikTok influencer marketing and actual purchasing behavior was mediated by 
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trust in TikTok influencers. The analysis involved assessing the indirect effect of TikTok influencer 
marketing on actual purchasing behavior through trust in TikTok influencers. 

Table 4.5 presents the results of the mediation analyses, including the direct effect of TikTok 
influencer marketing on actual purchasing behavior, the indirect effect through trust in TikTok 
influencers, and their corresponding p-values. 

 
Table 4.5: TikTok Influencer Marketing and Actual Purchasing Behavior Mediation Analysis 
 

Mediating Variable Path Coefficient (β) Indirect Effect (β) p-value 
Brand Awareness 0.61 0.29 0.01 
Purchase Intentions 0.46 0.23 0.05 

 
Source: Authors calculations 
 
Table 4.5 presents the results of the mediation analysis examining the mediating effects of brand 
awareness and purchase intentions on the relationship between TikTok influencer marketing and 
actual purchasing behavior. 

The mediating variable in this analysis is split into two categories: brand awareness and 
purchase intentions. 

For the path from TikTok influencer marketing to brand awareness, the path coefficient (β) is 
0.60. This indicates a positive relationship between TikTok influencer marketing and brand 
awareness. The indirect effect (β) is calculated by multiplying the path coefficient of TikTok 
influencer marketing to brand awareness by the path coefficient of brand awareness to actual 
purchasing behavior, which results in 0.30. The p-value associated with this indirect effect is 0.01, 
indicating that the indirect effect is statistically significant at the chosen significance level (p < 0.05). 
This suggests that brand awareness partially mediates the relationship between TikTok influencer 
marketing and actual purchasing behavior. 

Similarly, for the path from TikTok influencer marketing to purchase intentions, the path 
coefficient (β) is 0.45, indicating a positive relationship between TikTok influencer marketing and 
purchase intentions. The indirect effect (β) is calculated by multiplying the path coefficient of TikTok 
influencer marketing to purchase intentions by the path coefficient of purchase intentions to actual 
purchasing behavior, resulting in 0.22. The p-value associated with this indirect effect is 0.05, 
indicating that the indirect effect is marginally statistically significant at the chosen significance level 
(p < 0.05). This suggests that purchase intentions also partially mediate the relationship between 
TikTok influencer marketing and actual purchasing behavior. 

In summary, the mediation analysis results indicate that both brand awareness and purchase 
intentions mediate the relationship between TikTok influencer marketing and actual purchasing 
behavior. The positive path coefficients suggest that TikTok influencer marketing has a direct impact 
on brand awareness and purchase intentions, which in turn influence consumers' actual purchasing 
behavior. The significant indirect effects and associated p-values provide evidence for the mediating 
role of brand awareness and purchase intentions in explaining the relationship between TikTok 
influencer marketing and actual purchasing behavior. 
 
6.1.3 Moderation Analyses 
 
To explore potential moderating effects, moderation analyses were conducted to examine whether 
the relationship between TikTok influencer marketing and purchase intentions was moderated by 
income level. The analysis involved assessing how the strength of the relationship between TikTok 
influencer marketing and purchase intentions varied across different income levels. 

Table 4.6 presents the results of the moderation analyses, including the interaction effect between 
TikTok influencer marketing and income level on purchase intentions and its corresponding p-values. 
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Table 4.6: TikTok Influencer Marketing and Purchase Intentions Moderation Analysis 
 

Moderator Path Coefficient (β) Interaction Effect (β) p-value 
Gender 0.37 0.15 0.029 
Income Level 0.52 0.11 0.119 

 
Table 4.6 presents the results of the moderation analysis examining the moderating effects of gender 
and income level on the relationship between TikTok influencer marketing and purchase intentions. 
The moderator variable in this analysis is split into two categories: gender and income level. 

For the path from TikTok influencer marketing to purchase intentions, the path coefficient (β) 
is 0.35. This indicates a positive relationship between TikTok influencer marketing and purchase 
intentions. The interaction effect (β) represents the additional effect of the moderator variable on the 
relationship between TikTok influencer marketing and purchase intentions. In this case, the 
interaction effect of gender is 0.15, and the p-value associated with this interaction effect is 0.03, 
indicating that the interaction effect is statistically significant at the chosen significance level (p < 
0.05). This suggests that gender moderates the relationship between TikTok influencer marketing 
and purchase intentions, indicating that the influence of TikTok influencer marketing on purchase 
intentions differs based on gender. 

Similarly, for the path from TikTok influencer marketing to purchase intentions, the path 
coefficient (β) is 0.50, indicating a positive relationship. The interaction effect of income level is 0.10, 
and the p-value associated with this interaction effect is 0.12, indicating that the interaction effect is 
not statistically significant at the chosen significance level (p < 0.05). This suggests that income level 
does not significantly moderate the relationship between TikTok influencer marketing and purchase 
intentions. 

In summary, the moderation analysis results indicate that gender moderates the relationship 
between TikTok influencer marketing and purchase intentions. The positive path coefficient for 
TikTok influencer marketing suggests that it has a direct impact on purchase intentions. However, 
the significant interaction effect between gender and TikTok influencer marketing indicates that the 
relationship between these variables differs based on gender. On the other hand, income level does 
not significantly moderate the relationship, indicating that it does not have a substantial impact on 
the relationship between TikTok influencer marketing and purchase intentions. 

 
7. Discussion 
 
7.1 Overview of Findings  
 
This study aimed to examine the impact of TikTok influencer marketing on consumer behavior 
outcomes, including brand awareness, purchase intentions, and actual purchasing behavior. Through 
the analysis of data collected from a survey administered to TikTok users, several key findings 
emerged. 
 
7.2 Impact of TikTok Influencer Marketing on Consumer Behavior  
 
The results of the regression analysis indicated that TikTok influencer marketing has a significant 
impact on consumer behavior outcomes. As presented in Table 4.2, exposure to influencer 
collaborations was found to positively predict brand awareness (β = 0.68, p < 0.05). This finding 
highlights the effectiveness of TikTok influencers in enhancing brand visibility among users. 
Engagement with influencer content was positively associated with purchase intentions (β = 0.71, p < 
0.05), indicating that consumers are more inclined to consider making a purchase when engaged with 
influencer content on TikTok. Moreover, trust in TikTok influencers had a significant positive effect 
on actual purchasing behavior (β = 0.52, p < 0.05), suggesting that the credibility and relatability of 
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influencers are pivotal in consumers' decisions to make a purchase. 
These updated findings align with previous research on influencer marketing and further 

validate the effectiveness of influencer marketing strategies on TikTok. The platform's unique 
content format and vast user base offer brands opportunities to leverage influencer collaborations 
and engage with a diverse audience. 
 
7.3 Factors Influencing Consumer Perceptions and Behaviors on TikTok  
 
Correlation analysis, as shown in Table 4.3, revealed a significant positive correlation between 
exposure to TikTok influencer marketing and the likelihood of making influencer-influenced 
purchases (r = 0.64, p < 0.01). This finding suggests that higher exposure to TikTok influencer 
marketing content is associated with an increased tendency to make purchases influenced by 
influencers. These results highlight the influential role of TikTok influencers in shaping consumer 
behavior and emphasize the importance of strategic collaborations between brands and influencers 
to maximize the impact of influencer marketing campaigns. 

Additionally, the study explored potential variations in the relationships between TikTok 
influencer marketing and consumer behavior outcomes based on demographic characteristics. 
Subgroup analyses revealed that gender moderated the relationship between TikTok influencer 
marketing and purchase intentions (β = 0.15, p < 0.029), indicating that the impact of influencer 
marketing on purchase intentions differs based on gender (Li and Kim, 2023). However, income level 
did not significantly moderate the relationship (β = 0.11, p = 0.119), suggesting that income level may 
have a limited influence on the relationship between TikTok influencer marketing and consumer 
behavior outcomes. 
 
7.4 Theoretical and Practical Implications  
 
This study contributes to the existing literature on influencer marketing and TikTok influencer 
marketing by providing empirical evidence of the impact of TikTok influencer marketing on 
consumer behavior outcomes. The findings reinforce the importance of incorporating TikTok 
influencer marketing strategies into brand marketing efforts and shed light on the underlying 
mechanisms that drive consumer perceptions and behaviors on TikTok. 

Theoretical implications arise from the identification of factors that influence consumer 
responses to TikTok influencer marketing. The positive associations between exposure to influencer 
collaborations, engagement with influencer content, and trust in TikTok influencers with consumer 
behavior outcomes support the theoretical frameworks related to social influence, credibility, and 
engagement (Belanche et al., 2021a; Lou & Yuan, 2019). These findings provide a deeper 
understanding of the psychological processes and mechanisms that underlie the effectiveness of 
TikTok influencer marketing. 

Practically, the study's findings offer guidance to marketers and brands seeking to optimize 
their TikTok influencer campaigns. The significant impact of exposure to influencer collaborations, 
engagement with influencer content, and trust in TikTok influencers on consumer behavior 
outcomes highlights the importance of carefully selecting and partnering with influencers who align 
with the brand's values and target audience. Marketers can leverage the power of TikTok influencer 
marketing to enhance brand awareness, increase purchase intentions, and drive actual purchasing 
behavior among consumers. 
 
7.5 Limitations and Future Directions  
 
While this study contributes valuable insights, it is important to acknowledge its limitations. First, 
the data was collected through a self-reported survey, which may be subject to response biases and 
limitations in capturing actual behavior. Future research could consider incorporating objective 
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measures or behavioral data to validate and complement the findings of this study. 
Second, the study focused on a specific sample of TikTok users, which may limit the 

generalizability of the findings to other populations or platforms. Future studies could explore the 
effectiveness of TikTok influencer marketing across different demographic groups and platforms to 
provide a more comprehensive understanding of its impact on consumer behavior. 

Lastly, this study primarily focused on the direct effects of TikTok influencer marketing on 
consumer behavior outcomes. Future research could delve into the mediating mechanisms or explore 
additional factors that may moderate the relationship between TikTok influencer marketing and 
consumer behavior, providing a more nuanced understanding of the underlying processes. 

Despite these limitations, this study contributes to the growing body of research on TikTok 
influencer marketing and its impact on consumer behavior. By uncovering the relationships between 
TikTok influencer marketing, consumer behavior outcomes, and influencing factors, this study 
provides valuable insights for marketers, brands, and researchers alike. 

 
8. Conclusion 
 
8.1 Summary of Findings 
 
This study aimed to investigate the impact of TikTok influencer marketing on consumer behavior 
outcomes and explore the factors influencing consumer perceptions and behaviors in the context of 
TikTok influencer marketing. Through a comprehensive analysis of data collected from TikTok users, 
several key findings emerged. 

The results of the study indicate that TikTok influencer marketing has a significant impact on 
consumer behavior outcomes. Exposure to influencer collaborations positively predicts brand 
awareness, engagement with influencer content is associated with increased purchase intentions, and 
trust in TikTok influencers positively influences actual purchasing behavior. These findings highlight 
the effectiveness of TikTok influencers in driving brand awareness, influencing purchase intentions, 
and ultimately impacting consumer purchasing behavior. 

Additionally, the study revealed a significant positive correlation between exposure to TikTok 
influencer marketing and the likelihood of making influencer-influenced purchases. This suggests 
that higher exposure to TikTok influencer marketing content is associated with a higher propensity 
to make purchases influenced by influencers. 

Moreover, subgroup analyses indicated that gender moderates the relationship between TikTok 
influencer marketing and purchase intentions, while income level did not significantly moderate the 
relationship. These findings highlight the need to consider demographic variables when designing 
and implementing TikTok influencer marketing campaigns. 
 
8.2 Contributions and Implications 
 
This study contributes to the existing literature on influencer marketing and TikTok influencer 
marketing by providing empirical evidence of the impact of TikTok influencer marketing on 
consumer behavior outcomes. The findings reinforce the importance of incorporating TikTok 
influencer marketing strategies into brand marketing efforts and shed light on the factors influencing 
consumer perceptions and behaviors in the context of TikTok influencer marketing. 

The theoretical implications of this study lie in its support for existing theoretical frameworks 
related to social influence, credibility, and engagement. The positive associations between exposure 
to influencer collaborations, engagement with influencer content, and trust in TikTok influencers 
with consumer behavior outcomes validate and extend these theoretical perspectives. From a 
practical standpoint, the findings offer valuable insights for marketers and brands seeking to leverage 
TikTok influencer marketing as part of their marketing strategies. Marketers can use these insights to 
strategically select and collaborate with TikTok influencers who can effectively enhance brand 
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awareness, increase purchase intentions, and drive actual purchasing behavior among consumers. 
 
8.3 Limitations and Future Research Directions 
 
While this study provides valuable insights, it is important to acknowledge its limitations. The study 
relied on self-reported data, which may be subject to response biases and limitations in capturing 
actual behavior. Future research could consider incorporating objective measures or behavioral data 
to enhance the validity of the findings. 

Additionally, this study focused on a specific sample of TikTok users, which may limit the 
generalizability of the findings to other populations or platforms. Future studies could expand the 
sample to include a more diverse range of users and explore the effectiveness of TikTok influencer 
marketing across different demographic groups and platforms. 

Furthermore, this study primarily examined the direct effects of TikTok influencer marketing 
on consumer behavior outcomes. Future research could delve deeper into the underlying 
mechanisms, such as mediation and moderation effects, to gain a more comprehensive 
understanding of the complex dynamics between TikTok influencer marketing and consumer 
behavior. 

 
8.4 Conclusion 
 
In conclusion, this study provides empirical evidence of the significant impact of TikTok influencer 
marketing on consumer behavior outcomes. It highlights the role of TikTok influencers in driving 
brand awareness, influencing purchase intentions, and impacting actual purchasing behavior. The 
findings underscore the importance of strategically incorporating TikTok influencer marketing into 
brand marketing efforts to effectively engage with consumers on the platform. 

By uncovering the factors that influence consumer perceptions and behaviors in the context of 
TikTok influencer marketing, this study offers valuable insights for marketers, brands, and 
researchers. It contributes to the growing body of research on influencer marketing and provides a 
foundation for future studies to explore the underlying mechanisms and dynamics of TikTok 
influencer marketing further. 
 
References 
 
Arora, A., Bansal, S., Kandpal, C., Aswani, R., & Dwivedi, Y. (2019). Measuring social media influencer index- 

insights from facebook, Twitter and Instagram. Journal of Retailing and Consumer Services, 49, 86–101. 
https://doi.org/https://doi.org/10.1016/j.jretconser.2019.03.012 

Azemi, Y., Ozuem, W., Wiid, R., & Hobson, A. (2022). Luxury fashion brand customers’ perceptions of mobile 
marketing: Evidence of multiple communications and marketing channels. Journal of Retailing and 
Consumer Services, 66, 102944. https://doi.org/https://doi.org/10.1016/j.jretconser.2022.102944 

Bai, Y., Yao, Z., & Dou, Y.-F. (2015). Effect of social commerce factors on user purchase behavior: An empirical 
investigation from renren.com. International Journal of Information Management, 35(5), 538–550. 
https://doi.org/https://doi.org/10.1016/j.ijinfomgt.2015.04.011 

Barta, S., Belanche, D., Fernández, A., & Flavián, M. (2023). Influencer marketing on TikTok: The effectiveness of 
humor and followers’ hedonic experience. Journal of Retailing and Consumer Services, 70, 103149. 
https://doi.org/https://doi.org/10.1016/j.jretconser.2022.103149 

Belanche, D., Casaló, L. V, Flavián, M., & Ibáñez-Sánchez, S. (2021a). Building influencers’ credibility on Instagram: 
Effects on followers’ attitudes and behavioral responses toward the influencer. Journal of Retailing and 
Consumer Services, 61, 102585. https://doi.org/https://doi.org/10.1016/j.jretconser.2021.102585 

Belanche, D., Casaló, L. V, Flavián, M., & Ibáñez-Sánchez, S. (2021b). Understanding influencer marketing: The 
role of congruence between influencers, products and consumers. Journal of Business Research, 132, 186–195. 
https://doi.org/https://doi.org/10.1016/j.jbusres.2021.03.067 

 
 



E-ISSN 2240-0524 
ISSN 2239-978X 

      Journal of Educational and Social Research
          www.richtmann.org  

                           Vol 14 No 2 
               March 2024 

 

 364

Bhukya, R., & Paul, J. (2023). Social influence research in consumer behavior: What we learned and what we need 
to learn? – A hybrid systematic literature review. Journal of Business Research, 162, 113870. https://doi.org/h 
ttps://doi.org/10.1016/j.jbusres.2023.113870 

Bucknell Bossen, C., & Kottasz, R. (2020). Uses and gratifications sought by pre-adolescent and adolescent TikTok 
consumers. Young Consumers, 21(4), 463–478. https://doi.org/10.1108/YC-07-2020-1186 

Choi, S. B., & Lim, M. S. (2016). Effects of social and technology overload on psychological well-being in young 
South Korean adults: The mediatory role of social network service addiction. Computers in Human Behavior, 
61, 245–254. https://doi.org/https://doi.org/10.1016/j.chb.2016.03.032 

Eigenraam, A. W., Eelen, J., van Lin, A., & Verlegh, P. W. J. (2018). A Consumer-based Taxonomy of Digital 
Customer Engagement Practices. Journal of Interactive Marketing, 44, 102–121. https://doi.org/https:/ 
/doi.org/10.1016/j.intmar.2018.07.002 

Erkan, I., & Evans, C. (2016). The influence of eWOM in social media on consumers’ purchase intentions: An 
extended approach to information adoption. Computers in Human Behavior, 61, 47–55. https://doi.org/htt 
ps://doi.org/10.1016/j.chb.2016.03.003 

Hoffmann, S., & Akbar, P. (2023). Consumer Behavior Understanding Consumers– Designing Marketing Activities. 
Springer. 

Hu, S., & Zhu, Z. (2022). Effects of Social Media Usage on Consumers’ Purchase Intention in Social Commerce: A 
Cross-Cultural Empirical Analysis. Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.837752 

Indrawati, Putri Yones, P. C., & Muthaiyah, S. (2023). eWOM via the TikTok application and its influence on the 
purchase intention of somethinc products. Asia Pacific Management Review, 28(2), 174–184. 
https://doi.org/https://doi.org/10.1016/j.apmrv.2022.07.007 

Ismagilova, E., Slade, E. L., Rana, N. P., & Dwivedi, Y. K. (2020). The Effect of Electronic Word of Mouth 
Communications on Intention to Buy: A Meta-Analysis. Information Systems Frontiers, 22(5), 1203–1226. 
https://doi.org/10.1007/s10796-019-09924-y 

Jin, S.-A. A., & Phua, J. (2014). Following Celebrities’ Tweets About Brands: The Impact of Twitter-Based Electronic 
Word-of-Mouth on Consumers’ Source Credibility Perception, Buying Intention, and Social Identification 
With Celebrities. Journal of Advertising, 43(2), 181–195. https://doi.org/10.1080/00913367.2013.827606 

Joshi, Y., Lim, W. M., Jagani, K., & Kumar, S. (2023). Social media influencer marketing: foundations, trends, and 
ways forward. Electronic Commerce Research. https://doi.org/10.1007/s10660-023-09719-z 

Kim, D. Y., & Kim, H.-Y. (2021). Trust me, trust me not: A nuanced view of influencer marketing on social media. 
Journal of Business Research, 134, 223–232. https://doi.org/https://doi.org/10.1016/j.jbusres.2021.05.024 

Kim Marjerison, R., Yipei, H., & Chen, R. (2020). The Impact of Social Media Influencers on Purchase Intention 
Towards Cosmetic Products in China. http://www.aabri.com/copyright.html 

Lee, S., & Kim, E. (2020). Influencer marketing on Instagram: How sponsorship disclosure, influencer credibility, 
and brand credibility impact the effectiveness of Instagram promotional post. Journal of Global Fashion 
Marketing, 11(3), 232–249. https://doi.org/10.1080/20932685.2020.1752766 

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and Credibility Affect Consumer Trust of 
Branded Content on Social Media. Journal of Interactive Advertising, 19(1), 58–73. https://doi.org/10.1080 
/15252019.2018.1533501 

Muhammad, S. S., Dey, B. L., Kamal, M. M., & Syed Alwi, S. F. (2021). Consumer engagement with social media 
platforms: A study of the influence of attitudinal components on cutting edge technology adaptation 
behaviour. Computers in Human Behavior, 121, 106802. https://doi.org/https://doi.org/10.1016/j.chb.2021.106 
802 

Nafees, L., Cook, C. M., Nikolov, A. N., & Stoddard, J. E. (2021). Can social media influencer (SMI) power influence 
consumer brand attitudes? The mediating role of perceived SMI credibility. Digital Business, 1(2), 100008. 
https://doi.org/https://doi.org/10.1016/j.digbus.2021.100008 

Nilsson, J., Nilsson, F., & Johansson, E. (2023). TikTok Made Me Buy It : Influencer Marketing on TikTok: What 
Affects Swedish Consumers’ Purchase Intentions? (p. 71). 

Nurjannah, A., & Surianto, M. A. (2022). THE INFLUENCE OF TIKTOK, BRAND AMBASSADOR, AND BRAND 
AWARENESS ON SHOPEE’S PURCHASE INTEREST. 

Peng, S., Zhou, Y., Cao, L., Yu, S., Niu, J., & Jia, W. (2018). Influence analysis in social networks: A survey. Journal of 
Network and Computer Applications, 106, 17–32. https://doi.org/https://doi.org/10.1016/j.jnca.2018.01.005 

van der Bend, D. L. M., Gijsman, N., Bucher, T., Shrewsbury, V. A., van Trijp, H., & van Kleef, E. (2023). Can I 
@handle it? The effects of sponsorship disclosure in TikTok influencer marketing videos with different 
product integration levels on adolescents’ persuasion knowledge and brand outcomes. Computers in Human 
Behavior, 144, 107723. https://doi.org/https://doi.org/10.1016/j.chb.2023.107723 

 



E-ISSN 2240-0524 
ISSN 2239-978X 

      Journal of Educational and Social Research
          www.richtmann.org  

                           Vol 14 No 2 
               March 2024 

 

 365

Vrontis, D., Makrides, A., Christofi, M., & Thrassou, A. (2021a). Social media influencer marketing: A systematic 
review, integrative framework and future research agenda. International Journal of Consumer Studies, 45(4), 
617–644. https://doi.org/https://doi.org/10.1111/ijcs.12647 

Vrontis, D., Makrides, A., Christofi, M., & Thrassou, A. (2021b). Social media influencer marketing: A systematic 
review, integrative framework and future research agenda. International Journal of Consumer Studies, 45(4), 
617–644. https://doi.org/https://doi.org/10.1111/ijcs.12647 

Yang, X. (2021). Understanding Consumers’ Purchase Intentions in Social Commerce through Social Capital: 
Evidence from SEM and fsQCA. Journal of Theoretical and Applied Electronic Commerce Research, 16(5), 
1557–1570. https://doi.org/10.3390/jtaer16050087 

Yovita Saputra, F., & Sakti Dewobroto, W. (2022). The Influence of Social Media Influencers on Purchase Intention 
of Local Personal Care Products. International Journal of Quantitative Research and Modeling, 3(1), 13–17. 
https://journal.rescollacomm.com/index.php/ijqrm/index 

Zhang, W., Zhang, W., & Daim, T. U. (2023). Investigating consumer purchase intention in online social media 
marketing: A case study of Tiktok. Technology in Society, 74, 102289. https://doi.org/https://doi.org/10.1016 
/j.techsoc.2023.102289 

Zhou, R., & Tong, L. (2022). A Study on the Influencing Factors of Consumers’ Purchase Intention During 
Livestreaming e-Commerce: The Mediating Effect of Emotion. Frontiers in Psychology, 13. https://doi.org 
/10.3389/fpsyg.2022.903023 

 
 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


