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Abstract 
The objective of this study is to examine the effect of TikTok social media 

marketing on purchase intention through the mediating roles of brand awareness, 

customer brand engagement, and perceived value among consumers of local 

fashion brands. As digital communication platforms continue to influence 

consumer behavior, the psychological mechanisms through which social media 

marketing shapes purchase intention remain insufficiently understood. Using a 

quantitative approach, data were collected from 200 respondents and analyzed 

using Partial Least Squares Structural Equation Modeling (PLS-SEM). The 

results reveal that social media marketing significantly influences purchase 

intention both directly and indirectly through brand awareness, customer brand 

engagement, and perceived value. Among the three mediating variables, brand 

awareness emerged as the strongest mediator, followed by perceived value and 

customer brand engagement. These findings indicate that TikTok-based 

communication activities play an important role in helping consumers recognize, 

remember, and evaluate brands, which subsequently strengthens their purchase 

intention. This study contributes to digital communication and consumer 

behavior literature by explaining how social media marketing influences purchase 

intention through brand awareness, customer brand engagement, and perceived 

value in the context of Indonesian local fashion brands. 
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1. Introduction 
The development of information and communication technology has 

not only facilitated the rapid and easy sharing of information but also 
changed the ways brands and customers interact with each other. Thus, in 

a user-centric digital world, business organizations have shifted their 
marketing communication from traditional one-way communication 

toward more interactive and participatory communication through digital 
platforms. Social media has become an important communication channel 

that enables brands and consumers to exchange information and build 
relationships in digital environments. By February 2025, Indonesia had 

more than 140 million active social media users, making it one of the 
biggest digital markets in Southeast Asia and third in the Asia Pacific 

region, after China and India. (Statista, 2025). In 2025, TikTok emerged as 
one of the world’s most popular social media platforms, reaching 1.59 

billion global users. The United States recorded the largest number of 
TikTok users with 135 million users, followed by Indonesia with 107 

million and Brazil with 92 million. During the same period, TikTok also 

became the second most downloaded mobile application worldwide, 
surpassing platforms such as WhatsApp, Facebook, and Instagram (Slotta, 

2026). TikTok enables brands to deliver persuasive marketing messages 
while encouraging audience participation and interaction, making it an 

increasingly important marketing communication channel.  
The fashion industry, which continuously adapts to digital marketing 

transformation, represents a clear example of this shift, with online sales 
accounting for around 70.13% of customer transactions (Jauhari, 2023). 

Intense competition forces businesses to keep updating their digital 
marketing plans. For instance, local fashion brand Jiniso topped the 

weekly sales rankings on two occasions with over 82, 000 units sold each 
time and also scored the highest TikTok revenue during the same periods 

(Kalodata, 2024). It even indicates how customers become especially 
responsive to digital marketing tactics through social media channels that 

fashion brands use. These outcomes highlight a well-thought-out SMM 
strategy, and one of the key determinants of its effectiveness is how 

skillfully the elements of entertainment, informative content, and the 
brand's capability to facilitate social interaction with customers are 

balanced. 

Using social media marketing has become widely recognized as one of 

the main ways to increase customer purchase intention. Many empirical 
studies have confirmed that social media marketing is a key factor 

influencing customer purchase intentions (Moslehpour et al., 2022; Saraç, 
Irem, et al., 2025). However, empirical findings regarding the relationship 
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between social media marketing and purchase intention remain 

inconsistent. Several studies reported that social media marketing 

significantly increases customer purchase intentions, whereas other studies 
found that its direct effect is relatively weak or statistically insignificant 

(Dulek & Aydin, 2020; Vidyanata, 2022b). Studies explaining how TikTok 
communication activities shape consumers’ psychological responses 

through brand awareness, consumer brand engagement, and perceived 
value are still limited. These inconsistencies suggest that the effectiveness 

of social media marketing may depend on underlying psychological 
mechanisms that explain how marketing stimuli are transformed into 

customer purchase behavior.  
Despite growing research on digital marketing, limited studies have 

jointly examined brand awareness, customer brand engagement, and 
perceived value as mediators between social media marketing and 

purchase intention, particularly in the context of Indonesian local fashion 
brands on TikTok. Therefore, this study investigates the mediating roles of 

these variables in explaining how social media marketing influences 
purchase intention (Thuy et al., 2025). As a result, higher brand awareness, 

deeper interaction with brands, and more positive value perceptions can 
make customer come up with stronger purchase intentions. (Cao, Isa, & 

Perumal, 2025; Mahdieh et al., 2024a; Thuy et al., 2025). 
Uses and Gratifications Theory (UGT) forms the theoretical 

foundation of the current study, stating that people intentionally use media 
to fulfill certain social and psychological needs (Blumler & Katz, 1974). 

UGT explains that customers use interactive platforms such as social 
media to fulfill certain needs, including the need for self-recognition and 

social status seeking (Osei-Frimpong et al., 2022). From this perspective, 
social media functions as a communication channel that enables users to 

obtain informational, entertainment, social interaction, and value-related 
gratifications through interactive content and platform features. On 

TikTok, informational content can increase customer brand awareness, 
interactive features can encourage stronger customer brand engagement, 

while value-oriented content can shape customer perceived value toward 

brands. Accordingly, social media marketing is not merely a tool for 
satisfying users’ needs but also a mechanism that shapes customer 

psychological responses, including brand awareness, engagement, and 

perceived value, which subsequently influence purchase intention.  

Therefore, this study contributes to the literature on digital 
communication and customer behavior by examining the mediating roles 

of brand awareness, customer brand engagement, and perceived value in 
the relationship between social media marketing and purchase intention 
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within the context of Indonesian local fashion brands on TikTok. Building 

upon these contributions, this study further develops several hypotheses to 

explain the relationships among social media marketing, brand awareness, 
customer brand engagement, perceived value, and purchase intention in 

the context of Indonesian local fashion brands on TikTok. This study 
contributes to interdisciplinary communication research by explaining 

how communication activities on TikTok influence purchase intention 
through brand awareness, consumer brand engagement, and perceived 

value. 
Social media marketing through platforms such as TikTok provides a 

strategic environment for brands to build initial impressions and strengthen 
brand associations through engaging visual content. Prior studies confirm 

that continuous exposure to branded content increases customers' ability 
to identify and remember brands, thereby enhancing brand awareness  

(Kaiwa et al., 2024; Karuehni et al., 2024; Zeqiri et al., 2025). 

H1: Social media marketing has a positive and significant effect on 

brand awareness. 
Social media marketing enables two-way interactions through 

interactive, personalized, and participatory digital content, fostering 

deeper customer-brand relationships. Dimensions including 
entertainment, trendiness, personalization, and e-WOM have been shown 

to encourage customer active engagement with brands (Huang et al., 2024; 
Ibrahim et al., 2025; Mathai et al., 2025; Zeqiri et al., 2025). 

H2: Social media marketing has a positive and significant effect on 

customer brand engagement. 
Social media marketing shapes perceived value by providing 

customers with simultaneous access to product information, brand 
experiences, and social interactions. When a customer assesses that the 

benefits obtained from a brand exceed the costs involved, perceived value 
is formed, further reinforced through perceptions of price value, product 

quality, and brand reputation (Bushara, Abdou, Hassan, Sobaih, Saleh, et 
al., 2023; Hanaysha & Alhyasat, 2025; Kaiwa et al., 2024; Vidyanata, 

2022b). 

H3: Social media marketing has a positive and significant effect on 

perceived value. 
Social media marketing serves as a digital stimulus that shapes 

customer evaluation processes prior to purchase decisions. Authentic 

content, community-driven strategies, and the intensity of brand marketing 
activities on social media significantly influence customer willingness to 



1879  

 

purchase (Bushara, Abdou, Hassan, Sobaih, Albohnayh, et al., 2023; K S 

& Massand, 2025; Saraç, Erdoğmuş, et al., 2025; Zeqiri et al., 2025). 

H4: Social media marketing has a positive and significant effect on 

purchase intention. 
Brand awareness represents an initial stage in the customer decision-

making process, enabling a brand to enter the customer consideration set. 
Customer with stronger brand awareness are more psychologically 

prepared to choose a product over competing alternatives, thereby 
increasing their likelihood of forming purchase intention (Al Aufa & 

Sipahutar, 2022; Tan et al., 2021; Ying et al., 2025; Zeqiri et al., 2025). 

H5: Brand awareness has a positive and significant effect on purchase 

intention. 
A high level of customer brand engagement indicates not only brand 

recognition but also a psychological connection that fosters positive brand 

attitudes. Intensive interactions and active participation in brand-related 
activities on social media create emotional bonds between customers and 

brands, ultimately strengthening purchase intention (Agnihotri et al., 2025; 
Cao, Isa, Perumal, et al., 2025; Zeqiri et al., 2025; Zheng et al., 2022). 

H6: Customer brand engagement has a positive and significant effect on 

purchase intention. 
Perceived value is regarded as a key factor influencing purchase 

intention, as customer evaluate whether a product's benefits align with 
their expectations. When customer perceive that a product offers greater 

benefits relative to the sacrifices involved, their likelihood of making a 
purchase tends to increase (Bushara, Abdou, Hassan, Sobaih, Albohnayh, 

et al., 2023; Chen & Lin, 2019; Vidyanata, 2022) 

 H7: Perceived value has a positive and significant effect on purchase 

intention. 
Social media marketing often influences purchase intention indirectly 

through brand awareness as a cognitive mechanism. Marketing strategies 

that successfully enhance brand recognition form the initial foundation in 
the customer information-processing stage, which subsequently 

encourages the formation of purchase intention (Ayu Sintha Permata Sari 
et al., 2024; Ying et al., 2025; Zeqiri et al., 2025). 

H8: Social media marketing has a significant effect on purchase 

intention through brand awareness as a mediating variable. 
The influence of social media marketing on purchase intention is often 

mediated by customer brand engagement, reflecting the psychological 
relationship between customers and brands. Engagement goes beyond 

mere interaction and involves customer perceptions and preferences that 
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subsequently strengthen purchase intention (Cao, Isa, Perumal, et al., 

2025; Mathai et al., 2025; Meki Munawar et al., 2024; Simbolon & Law, 

2022)  

H9: Social media marketing has a significant effect on purchase 

intention through customer brand engagement as a mediating variable. 
Social media marketing enhances customer perceived value through 

digital brand experiences, which in turn increases purchase intention. The 

more effective social media marketing activities are in shaping customer 
value evaluations, the greater the likelihood that purchase intentions will 

be formed (Bushara, Abdou, Hassan, Sobaih, Albohnayh, et al., 2023; 
Moslehpour et al., 2020; Vidyanata, 2022). 

H10: Social media marketing has a significant effect on purchase 

intention through perceived value as a mediating variable. 

 
A clearer conceptual understanding of the proposed relationships 

among the variables and the direction of the developed hypotheses is 

illustrated through the theoretical framework presented in Figure 1. 

 
Figure 1. Theoretical Framework 

 

2. Method 

A cross-sectional survey was conducted using primary data collected 
from TikTok users who demonstrated interest in the Jiniso brand as the 

target population of the study. A purposive sampling method was used; the 
selected participants were people aged 17 years and above residing in the 
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Yogyakarta area who had come across the Jiniso brand and were keen on 

purchasing the product. Yogyakarta was selected because the region is 

dominated by productive-age populations with high levels of internet and 
social media usage, making it relevant for studies related to digital 

customer behavior (Badan Pusat Statistik, 2025). The data gathering 
method was an online questionnaire through WhatsApp and Instagram, 

which was implemented by Google Forms, and the measurement for the 
collected data was on a five-point Likert scale. A total of 200 respondents 

were included in the final analysis. The sample size was considered 
adequate for PLS-SEM analysis because it met the recommended 

threshold of 100–200 respondents for multivariate analysis and structural 
model testing (Ghozali, 2017). 

Data analysis was conducted through PLS-SEM using SmartPLS 4. 
The whole process of PLS-SEM consisted of checking the measurement 

and structural models. Measurement model evaluation mainly targeted 
convergent validity study (via outer loadings and AVE), construct 

reliability (Cronbach’s alpha and CR), and discriminant validity 
establishment by the HTMT criterion. The structural model was evaluated 

through R², Q², and f²; on the other hand, bootstrapping was employed in 
hypothesis testing with a significance level set at t-statistic > 1.96 and p-

value < 0.05 (Ghozali & Kusumadewi, 2023). 
This study was conducted systematically, starting from identifying 

research problems and research gaps, followed by theoretical development, 
data collection, data analysis using PLS-SEM, and concluding with the 

interpretation of findings and research implications. The stages of the 
research are illustrated in the following Figure 2: 

 
Figure 2. Research Stages Diagram of the Study 
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3. Results  

3.1. Data Analysis Results  
Descriptive analysis was separated by gender, age, educational 

background, job, and income level of the respondents. Respondents were 

female (75.5%, N = 151), aged between 21 and 30 years (52%, N = 104), 
and had senior secondary or undergraduate educational backgrounds 

(38.5% each, N = 77). In terms of occupation, students comprised the 
largest group (44.5%, N = 89), while most respondents indicated a monthly 

income amounting to IDR 3,000,001–5,000,000 (38.5%, N = 77). This 
distribution indicates that the respondents are predominantly young 

customers with emerging purchasing power, which aligns with the target 
market of the Jiniso fashion brand on TikTok. 

3.2. Quality of the Instrument 
Instrument quality was assessed via validity and reliability 

examinations. Outer loadings (>0.70) and AVE (>0.50) substantiated 
convergent validity, with Cronbach's alpha and CR values surpassing 0.70, 

confirming construct reliability (Ghozali & Kusumadewi, 2023). The 
measurement of Social Media Marketing (SMM) consists of six items 

adapted from Zeqiri et al., (2025)Brand Awareness (BA) is measured using 
four items adapted from Emini & Zeqiri, (2021), Customer Brand 

Engagement (CBE) with four items adapted from Zeqiri et al.,(2025), 

Perceived Value (PV) with five items adapted from Bushara et al., (2023), 
and Purchase Intention (PI) with four items adapted from Salhab et al., 

(2023). Discriminant validity was examined using the HTMT criterion 
with a threshold of <0.90. Referring to Table 1, all constructs meet the 

required criteria for both validity and reliability. 
 

Table 1. Assessing construct validity and reliability 

Variable Item 
Loading 

Factor 

Cronbach's 

alpha 
CR AVE 

Social Media 

Marketing 
(SMM) 

SMM1 0.859   

0.926 

 

0.927  

 

0.729 SMM2 0.849  
SMM3 0.858  

SMM4 0.839  
SMM5 0.871  

SMM6 0.848  
Brand 

Awareness (BA) 

BA1 0.877  0.883 0.883  0.716  

BA2 0.857  
BA3 0.843  
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BA4 0.863  

Customer Brand 

Engagement 
(CBE) 

CBE1 0.835  0.868 0.861 0.637  

CBE2 0.828  
CBE3 0.867  

CBE4 0.855  
Perceived Value 

(PV) 

PV1 0.797   

0.857 

 

0.861 

 

0.637  PV2 0.782  
PV3 0.847  

PV4 0.796  
PV5 0.764  

Purchase 
Intention (PI) 

PI1      0.896     
PI2      0.905    
P13 0.884  0.921 0.921 0.808 

P14 0.910     

 

Discriminant validity was assessed via the HTMT criterion, whereby 
values below 0.90 confirm the empirical distinctiveness of the constructs. 

(Ghozali & Kusumadewi, 2023). Table 2 demonstrates that all HTMT 
values remain below 0.90, confirming satisfactory discriminant validity 

across all constructs. 
 

Table 2. Discriminant Validity with HTMT Criterion 
 1  2  3  4  5  

1-Brand Awareness       

2-Customer Brand 
Engagement  

0.830      

3-Perceived Value  0.767  0.820     

4-Purchase Intention  0.771  0.791  0.838    

5-Social Media 
Marketing  

0.661  0.706  0.694  0.679   

 
R-square values reflect the proportional variance within endogenous 

constructs attributable to exogenous constructs embedded within the 
research model. R² values of 0.75, 0.50, and 0.25 indicate substantial, 

moderate, and weak predictive power, respectively. (Ghozali & 
Kusumadewi, 2023). Based on the results, Brand Awareness (R² = 0.358), 

Customer Brand Engagement (R² = 0.402), Perceived Value (R² = 0.389), 
and Purchase Intention (R² = 0.658) generally demonstrate moderate 

predictive power. 
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The Q² values were assessed using the blindfolding procedure to 

evaluate the predictive relevance of the model. The results showed that 

Brand Awareness (Q² = 0.259), Customer Brand Engagement (Q² = 
0.282), and Perceived Value (Q² = 0.242) demonstrated moderate 

predictive relevance. Meanwhile, Purchase Intention exhibited large 
predictive relevance with a Q² value of 0.522. 

F² effect size quantifies how substantially each exogenous variable 
contributes toward endogenous variables, as reflected by the R² change 

upon construct exclusion (Ghozali & Kusumadewi, 2023). F² values 
yielding 0.02, 0.15, and 0.35 reflect small, medium, and large effects, 

respectively. Results are presented within the following Table 3: 
 

Table 3 F-Square 
 F-square 

Brand Awareness → Purchase Intention 0.059 

Customer Brand Engagement → Purchase 
Intention 

0.038 

Perceived Value → Purchase Intention 0.173 

Perceived Value → Purchase Intention 0.557 

Social Media Marketing → Customer Brand 
Engagement 

0.671 

Social Media Marketing → Perceived Value 0.636 

Social Media Marketing → Purchase Intention 0.030 

 

3.3. Hypothesis Testing 
Bootstrapping in SmartPLS 4 was applied for hypothesis testing, 

generating path coefficients, t-statistics, and p-values, with hypotheses 
supported at t>1.96 and p<0.05 (Ghozali & Kusumadewi, 2023). The 

directionality of each relationship is further determined by the sign of the 
corresponding path coefficient. (Ghozali & Kusumadewi, 2023). Structural 

model estimation and hypothesis testing results were comprehensively 
presented through Figure 3 and Table 4: 
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Figure 3. Full Structural Model Output 

Source: processed data with SmartPLS4 

 

Table 4 Hypothesis Testing 

Hypothesis Path 

Coefficie

nt 

T-

Statist

ic 

P-

Valu

e 

Confidence 

Intervals Result 

2.5% 97.5% 

Direct Effect     

H1: Social 

Media 

Marketing → 
Brand 
Awareness 

0.598 11.296 
0.00
0 

0.486 0.691 Accepted 

H2: Social 
Media 

Marketing → 
Customer 
Brand 

Engagement 

0.634 13.131 
0.00

0 
0.533 0.718 Accepted 

H3: Social 

Media 

Marketing → 
Perceived 
Value  

0.624 12.620 
0.00

0 
0.521 0.712 Accepted 
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Hypothesis Path 

Coefficie

nt 

T-

Statist

ic 

P-

Valu

e 

Confidence 

Intervals Result 

2.5% 97.5% 

H4: Social 

Media 

Marketing → 
Purchase 

Intention 

0.140 2.195 
0.02
8 

0.007 0.258 Accepted 

H5: Brand 

Awareness → 
Purchase 

Intention 

0.221 3.038 
0.00
2 

0.078 0.367 Accepted 

H6: 

Customer 
Brand 

Engagement 

→ Purchase 
Intention 

0.191 2.574 
0.01

0 
0.053 0.344 Accepted 

H7: 
Perceived 

Value → 
Purchase 

Intention 

0.377 5.275 
0.00
0 

0.236 0.514 Accepted 

  Indirect Effect 

H8: Social 
Media 

Marketing → 
Brand 

Awareness→ 
Purchase 
Intention 

0.235 4.698 
0.00
0 

0.047 0.223 Accepted 

H9: Social 
Media 

Marketing → 
Customer 
Brand 

Engagement 

→ Purchase 
Intention 

0.121 2.462 
0.01
4 

0.032 0.226 Accepted 
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Hypothesis Path 

Coefficie

nt 

T-

Statist

ic 

P-

Valu

e 

Confidence 

Intervals Result 

2.5% 97.5% 

H10: Social 

Media 

Marketing → 
Perceived 

Value → 
Purchase 

Intention 

0.132 2.954 
0.00

3 
0.142 0.340 Accepted 

Source: processed data with SmartPLS4 (2026) 
 

Bootstrapping outcomes (5,000 resamples) presented in Table 5 
validate empirical support for all hypothesized relationships. Social media 

marketing has a positive and significant effect on brand awareness (T = 
11.296, p = 0.000), customer brand engagement (T = 13.131, p = 0.000), 

perceived value (T = 12.620, p = 0.000), and purchase intention (T = 2.195, 
p = 0.028), supporting H1, H2, H3, and H4. 

Significant effects on purchase intention were established for brand 
awareness (T=3.038, p=0.002), customer brand engagement (T=2.574, 

p=0.010), and perceived value (T=5.275, p=0.000), confirming H5, H6, 
and H7. Mediation analysis confirms that social media marketing 

indirectly influences purchase intention via brand awareness (T=4.698, 
p=0.000), customer brand engagement (T=2.462, p=0.014), and perceived 

value (T=2.954, p=0.003), supporting H8, H9, and H10. Brand awareness, 
customer brand engagement, and perceived value function as partial 

mediators between social media marketing and purchase intention.  
 

4. Discussion 
This study aims to examine the effect of social media marketing on 

purchase intention by considering the mediating roles of brand awareness, 

customer brand engagement, and perceived value. The results indicate that 
social media marketing significantly influences brand awareness, 

suggesting that marketing activities conducted through social media 
platforms enhance customers' ability to recognize and recall a brand. This 

finding is consistent with prior studies that emphasize the important role 
of social media marketing in strengthening customer brand awareness 

(Dwivedi et al., 2021; Karuehni et al., 2024; Zeqiri et al., 2024). 
Furthermore, the findings reveal that social media marketing has a 

significant effect on customer brand engagement. This result indicates that 
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marketing activities on social media platforms can encourage customers to 

interact more actively with brands and develop stronger relational ties with 

them (Huang et al., 2024; Mathai et al., 2025). In addition, this study 
demonstrates that social media marketing significantly affects perceived 

value, suggesting that digital marketing communication can shape 
customer perceptions regarding the value offered by a brand (Hanaysha & 

Alhyasat, 2025; Kaiwa et al., 2024). However, the effectiveness of social 
media marketing in strengthening perceived value may vary depending on 

the quality, relevance, and credibility of the content delivered to the 
audience (Luque-Martínez et al., 2025). 

The findings also indicate that social media marketing positively 
influences purchase intention. (Dulek & Aydin, 2020) argue that social 

media marketing does not always directly increase purchase intention, the 
results of this study are supported by several previous studies 

demonstrating that digital marketing strategies can enhance customer 
intention to purchase through persuasive and engaging product 

communication (Deepika & Massand, 2025; Moslehpour et al., 2022; 
Saraç, Irem, et al., 2025). Brand awareness, customer brand engagement, 

and perceived value significantly enhance purchase intention (Bushara, 
Abdou, Hassan, Sobaih, Saleh, et al., 2023; Chen & Lin, 2020; Minh et al., 

2022).  
Brand awareness, customer brand engagement, and perceived value 

partially mediate the effect of social media marketing on purchase 
intention (Moslehpour, 2020; Munawar et al., 2023; Sari et al., 2024). 

Findings on brand awareness as a mediator remain inconsistent (Mahdieh 
et al., 2024a). Brand familiarity and recall increase purchase intention 

(Yinga et al., 2025). 
Social media marketing influences purchase intention both directly 

and through brand awareness, customer engagement, and perceived value, 
consistent with Uses and Gratifications Theory. These findings highlight 

the role of cognitive and affective mechanisms beyond direct promotion. 
Practically, local fashion brands should strengthen brand awareness, 

deepen customer-brand engagement, and enhance perceived value to drive 

purchase intention. 
 

5. Conclusion 
The present study examines the effect of social media marketing on 

purchase intention through the mediating roles of brand awareness, 
customer brand engagement, and perceived value within the context of the 

local fashion brand Jiniso on TikTok. The findings also contribute to 
digital communication research by demonstrating how TikTok serves as a 
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communication channel that enhances brand awareness, customer brand 

engagement, and perceived value, which subsequently strengthens 

purchase intention. The findings demonstrate that the effectiveness of 
social media marketing extends beyond promotional exposure and 

depends on its ability to shape customer psychological responses toward 
brands. Brand awareness emerged as the strongest mediator, followed by 

perceived value and customer brand engagement. This finding indicates 
that TikTok-based social media marketing is particularly effective in 

helping customers recognize, remember, and develop awareness of the 
Jiniso brand through continuous exposure to brand-related information 

and product characteristics shared on social media platforms. Uses and 
Gratifications Theory (UGT) indicates that informational needs are the 

most influential factor shaping customer purchase intention. TikTok users 
actively seek brand-related information, explore product characteristics, 

and interact with digital content that increases their familiarity with the 
brand before forming purchase intention.  

Therefore, social media marketing strategies should not solely focus 
on entertainment-oriented promotional activities but should also 

emphasize informative, participatory, and value-driven content. 
Practically, Jiniso and other local fashion brands are encouraged to 

implement consistent short-video storytelling, interactive communication, 
live-stream engagement, user-generated content campaigns, and 

informative product presentations that strengthen brand recognition, brand 
recall, and perceived value among customers. Such strategies may help 

enhance purchase intention and strengthen long-term customer brand 
relationships in increasingly competitive digital markets. 

This study has several limitations that should be acknowledged. First, 
the cross-sectional design limits the ability to capture changes in customer 

behavior over time; therefore, future research is encouraged to adopt 
longitudinal approaches to better examine how social media marketing 

influences purchase intention dynamics across different periods. Second, 
the study focuses only on three mediating variables, namely brand 

awareness, customer brand engagement, and perceived value, while other 

relevant factors, such as brand trust and electronic word-of-mouth (e-
WOM), may also play important roles in shaping purchase intention and 

should be incorporated in future studies. 

Third, the study is limited to TikTok users who are interested in the 

Jiniso brand within a specific demographic and geographic context, which 
may reduce the generalizability of the findings. Future research is 

encouraged to expand the scope by involving multiple brands and 
conducting comparative analyses across different industries. In addition, 
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future studies may consider examining multiple social media platforms 

such as Instagram and Facebook, which have different algorithmic 

structures and user engagement patterns compared to TikTok, in order to 
provide a more comprehensive understanding of social media marketing 

effectiveness across digital environments. 

 

Reference 
Agnihotri, D., Chaturvedi, P., Swarup, K., Mathur, A., Tripathi, V., & 

Singh, N. (2025). Does social presence drive customer brand 

engagement and purchase intention in the fashion retail metaverse? 

The moderating role of self-efficacy. Internet Research, 35(6), 2342–

2365. https://doi.org/10.1108/INTR-01-2024-0030 

Al Aufa, B., & Sipahutar, K. Y. (2022). The Effect of Brand Awareness 
and Social Media Marketing on the Intention to Use Medical 

Check-Up Services at the Universitas Indonesia Hospital. 

ICVEAST, 27. https://doi.org/10.3390/proceedings2022083027 

Ayu Sintha Permata Sari, I., Sihombing, I. H. H., & Widawati, I. A. P. 

(2024). The Influence of Social Media Marketing and Brand 
Awareness on Purchase Intention with Brand Image As A 

Mediating Variable On Red Lotus Villa & Property Management 

Bali. Eduvest - Journal of Universal Studies, 4(11), 10343–10360. 

https://doi.org/10.59188/eduvest.v4i11.1445 

Badan Pusat Statistik. (2025). Persentase Penduduk 5 Tahun ke Atas yang 

Menggunakan Internet Menurut Kabupaten/Kota di DIY (Persen), 2024. 

https://yogyakarta.bps.go.id/id/statistics-
table/2/NTU4IzI%3D/persentase-penduduk-5tahun-keatas-yang-

menggunakan-internet-menurut-kabupaten-kota-di-
diy.html?utm_source=chatgpt.com 

Blumler, J. G., & Katz, E. (1974). The Uses of Mass Communications: Current 
Perspectives on Gratifications Research. Sage Annual Reviews of 

Communication Research. Sage Publications Inc. 

Bushara, M. A., Abdou, A. H., Hassan, T. H., Sobaih, A. E. E., 
Albohnayh, A. S. M., Alshammari, W. G., Aldoreeb, M., Elsaed, 

A. A., & Elsaied, M. A. (2023). Power of Social Media Marketing: 
How Perceived Value Mediates the Impact on Restaurant 

Followers’ Purchase Intention, Willingness to Pay a Premium 

Price, and E-WoM? Sustainability, 15(6), 5331. 

https://doi.org/10.3390/su15065331 

Bushara, M. A., Abdou, A. H., Hassan, T. H., Sobaih, A. E. E., Saleh, A., 

Albohnayh, M., Alshammari, W. G., Aldoreeb, M., Elsaed, A. A., 



1891  

 

& Elsaied, M. A. (2023). Power of Social Media Marketing: How 

Perceived Value Mediates the Impact on Restaurant Followers ’ 

Purchase Intention, Willingness to Pay a Premium Price, and E-

WoM ? Sustainability Article, 15(6). 

https://doi.org/https://doi.org/10.3390/su15065331 

Cao, N., Isa, N. M., Perumal, S., & Chen, C. (2025). Perceived Value, 
Consumer Engagement, and Purchase Intention in Virtual 

Influencer Marketing: The Role of Source Credibility and 

Generational Cohort. Journal of Theoretical and Applied Electronic 

Commerce Research, 20(2), 150. 

https://doi.org/10.3390/jtaer20020150 

Cao, N., Isa, N., & Perumal, S. (2025). Perceived Value, Consumer 
Engagement, and Purchase Intention in Virtual Influencer 

Marketing: The Role of Source Credibility and Generational 

Cohort. Journal of Theoretical and Applied Electronic Commerce 

Research, 20(150). 

https://doi.org/https://doi.org/10.3390/jtaer20020150 

Chen, S.-C., & Lin, C.-P. (2019). Understanding the effect of social media 
marketing activities: The mediation of social identification, 

perceived value, and satisfaction. Technological Forecasting and Social 

Change, 140, 22–32. 

https://doi.org/10.1016/j.techfore.2018.11.025 
Chen, S.-C., & Lin, C.-P. (2020). Understanding the effect of social media 

marketing activities: The mediation of social identification, 

perceived value, and satisfaction. Technological Forecasting and Social 

Change, 140, 22–32. 

Deepika, K. S., & Massand, A. (2025). A study on reflective factors of 

social media marketing activities and their influence on the 

purchase intention of Gen Z. Acta Commercii, 259, 1–8. 

https://doi.org/https://doi.org/10.1016/j.actpsy.2025.105459 

Dulek, B., & Aydin, I. (2020). Effect of Social Media Marketing on E-

wom, Brand Loyalty, and Purchase Intention. Bingöl Üniversitesi 

Sosyal Bilimler Enstitüsü Dergisi, (20), 271–288. 

https://doi.org/10.29029/busbed.734350 

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., 
Jacobson, J., Jain, V., Karjaluoto, H., Kefi, H., Krishen, A. S., 

Kumar, V., Rahman, M. M., Raman, R., Rauschnabel, P. A., 
Rowley, J., Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the 

future of digital and social media marketing research: Perspectives 

and research propositions. International Journal of Information 



1892  

 

Management, 59(June 2020), 102168. 

https://doi.org/10.1016/j.ijinfomgt.2020.102168 

Emini, A., & Zeqiri, J. (2021). The Impact of Social Media Marketing on 

Purchase Intention in a Transition Economy: The Mediating Role 
of Brand Awareness and Brand Engagement. ENTRENOVA - 

ENTerprise REsearch InNOVAtion, 7(1), 256–266. 

https://doi.org/10.54820/FDOR9238 

Ghozali, I. (2017). Structural Equation Model: Concepts and Applications with 

AMOS 24 Program (Edisi 7). Diponegoro University Publishing 

Agency. 

Ghozali, I., & Kusumadewi, K. A. (2023). Partial Least Squares: Konsep, 
Teknik, dan Aplikasi Menggunakan Program SmartPLS 4.0 untuk 

Penelitian Empiris. Yoga Pratama. 

Hanaysha, J. R., & Alhyasat, K. M. K. (2025). Telematics and Informatics 

Reports Examining the Effect of Social Media Advertising Features 
on Customer Perceived Value and Brand Love in the Retail 

Industry. Telematics and Informatics Reports, 18. 

https://doi.org/https://doi.org/10.1016/j.teler.2025.100208 
Huang, M., Saifudin, M., Saleh, M., & Asnira, I. (2024). The moderating 

effect of environmental gamification on the relationship between 
social media marketing and consumer-brand engagement: A case 

study of Ant Forest Gen Z users. Heliyon, 10. 

https://doi.org/https://doi.org/10.1016/j.heliyon.2024.e25948 
Ibrahim, A. A., Ahmad, S. Z., Abu Bakar, A. R., & El-Adly, M. (2025). 

Social media marketing’s impact on brand equity and loyalty in 

higher education: Customer engagement’s role. Journal of 

International Education in Business, 18(4), 527–546. 

https://doi.org/10.1108/JIEB-08-2024-0105 

Jauhari, S. S. (2023). Produk Fashion Jadi Produk yang Paling Banyak Dibeli 

di Online Shop. 

K S, D., & Massand, A. (2025). A study on reflective factors of social 
media marketing activities and its influence on purchase intention 

of gen z. Acta Psychologica, 259, 105459. 

https://doi.org/10.1016/j.actpsy.2025.105459 
Kaiwa, O., Yuliati, L. N., & Nurhayati, P. (2024). The Influence of Social 

Media Marketing on Repurchase Intention through Brand 

Awareness and Perceived Value in Haus Product. ASEAN 

Marketing Journal, 16(1). https://doi.org/10.7454/amj.v16i1.1247 

Kalodata. (2024). Produk Terlaris Tiktok Shop Indonesia Juli 2024. 



1893  

 

Karuehni, I., Peridawaty, Nahan, N., Toendan, R. Y., & Tunjang, H. 

(2024). The Effectiveness of Social Media Marketing in Building 

Brand Awareness for Startups.pdf. Journal of Economic Education and 

Entrepreneurship Studies, 5(4). 

https://doi.org/https://doi.org/10.62794/je3s.v5i4.4582 

Luque-Martínez, T., Faraoni, N., & Doña-Toledo, L. (2025). Do Social 

Media Erode Satisfaction and Perceived Value? The Case of the 

University. Technology, Knowledge and Learning. 

https://doi.org/https://doi.org/10.1007/s10758-025-09882-2 

Mahdieh, O., Mohammadi, S., & Mohammadi, F. (2024a). The Effect of 
Social Media Marketing on Purchase Intention with the Mediating 

Role of Brand Awareness and Consumer Motivation. 

Interdisciplinary Journal of Management Studies (IJMS), 17(4), 1043–

1062. 

https://doi.org/http//doi.org/10.22059/ijms.2024.364512.67615
5 

Mahdieh, O., Mohammadi, S., & Mohammadi, F. (2024b). The Effect of 
Social Media Marketing on Purchase Intention with the Mediating 

Role of Brand Awareness and Consumer Motivation. 

Interdisciplinary Journal of Management Studies, 17(4). 

https://doi.org/10.22059/ijms.2024.364512.676155 

Mathai, S., Kumar, S., Sreen, N., & Jeswani, S. (2025). Are social media 
marketing activities reaping benefits for brands? The moderating 

role of education. Marketing Intelligence & Planning, 43(5), 977–995. 

https://doi.org/10.1108/MIP-02-2024-0137 
Meki Munawar, M., Hurriyati, R., Disman, D., Gaffar, V., Martini, E., 

Hadi, M. I., & Prasetio, A. (2024). Role of Consumer Engagement 
as Mediator Between Social Network Marketing and Consumer 

Purchase Intention. In R. Hurriyati, L. A. Wibowo, A. G. 

Abdullah, Sulastri, Lisnawati, & Y. Murtadlo (Eds.), Proceedings of 
the 7th Global Conference on Business, Management, and 

Entrepreneurship (GCBME 2022) (Vol. 255, pp. 963–974). Atlantis 

Press International BV. https://doi.org/10.2991/978-94-6463-234-

7_100 
Minh, S. V., Huong, G. N., Dang, G., & Ha, N. (2022). The role of social 

brand engagement on brand equity and purchase intention for 

fashion brands The role of social brand engagement on brand equity 

and purchase intention for fashion brands. Cogent Business & 

Management, 9(1). 

https://doi.org/10.1080/23311975.2022.2143308 



1894  

 

Moslehpour, M. (2020). The dynamic stimulus of social media marketing 

on purchase intention of Indonesian airline products and services. 

Asia Pacific Journal of Marketing and Logistics, 33(2), 563–585. 

https://doi.org/10.1108/APJML-07-2019-0442 
Moslehpour, M., Dadvari, A., Nugroho, W., & Do, B.-R. (2020). The 

dynamic stimulus of social media marketing on purchase intention 

of Indonesian airline products and services. Asia Pacific Journal of 

Marketing and Logistics, 33(2), 561–583. 

https://doi.org/10.1108/APJML-07-2019-0442 

Moslehpour, M., Ismail, T., Purba, B., & Wong, W. (2022). What Makes 
GO-JEK Go in Indonesia? The Influences of Social Media 

Marketing Activities on Purchase Intention. Journal of Theoretical 

and Applied Electronic Commerce Research, (17), 89–103. 

https://doi.org/https://doi.org/ 10.3390/jtaer17010005 
Munawar, M. M., Hurriyati, R., Disman, D., Gaffar, V., Martini, E., 

Hadi, M. I., & Prasetio, A. (2023). Role of Consumer Engagement 
as Mediator Between Social Network Marketing and Consumer 

Purchase Intention. Advances in Economics, Business and Management 

Research, 2, 963–974. https://doi.org/10.2991/978-94-6463-234-

7_100 
Osei-Frimpong, K., McLean, G., Islam, N., & Appiah Otoo, B. (2022). 

What drives me there? The interplay of socio-psychological 
gratification and consumer values in social media brand 

engagement. Journal of Business Research, 146, 288–307. 

https://doi.org/10.1016/j.jbusres.2022.03.057 
Salhab, H. A., Al-Amarneh, A., Aljabaly, S. M., Zoubi, M. M. A., & 

Othman, M. D. (2023). The impact of social media marketing on 
purchase intention: The mediating role of brand trust and image. 

International Journal of Data and Network Science, 7(2), 591–600. 

https://doi.org/10.5267/j.ijdns.2023.3.012 

Saraç, H., Erdoğmuş, Z. İ. E., & Dirsehan, T. (2025). Decoding credibility 

signals of social media marketing activities on airline customers: A 

fuzzy set qualitative comparative analysis. Journal of the Air 

Transport Research Society, 5, 100070. 

https://doi.org/10.1016/j.jatrs.2025.100070 

Saraç, H., Irem, Z., & Erdo, E. (2025). Decoding credibility signals of 

social media marketing activities on airline customers: A fuzzy set 

qualitative comparative analysis. Journal of the Air Transport Research 

Society, 5(April). 

https://doi.org/https://doi.org/10.1016/j.jatrs.2025.100070 



1895  

 

Sari, I. A. S. P., Sihombing, I. H. H., & Widawati, I. A. P. (2024). 

Influence of Social Media Marketing and Brand Awareness on 

Purchase Intention with Brand Image As A Mediating Variable On 

Red Lotus Villa &amp; Property Management Bali. Journal Eduvest 

- Journal of Universal Studies, 411. 

https://doi.org/https://doi.org/10.59188/eduvest.v4i11.1445 

Simbolon, F. P., & Law, V. (2022). Social Media Marketing through 
Instagram and Repurchase Intention: The Mediating Role of 

Customer Engagement. Binus Business Review, 13(3), 223–232. 

https://doi.org/10.21512/bbr.v13i3.8576 

Slotta, D. (2026). TikTok—Statistics & facts. 

Statista. (2025). Number of active social media users APAC 2025, by country. 

Tan, Y., Geng, S., Katsumata, S., & Xiong, X. (2021). The effects of ad 

heuristic and systematic cues on consumer brand awareness and 
purchase intention: Investigating the bias effect of heuristic 

information processing. Journal of Retailing and Consumer Services, 63, 

102696. https://doi.org/10.1016/j.jretconser.2021.102696 
Thuy, T., Ngo, A., Khuong, G., Khoa, D., Quynh, N., & Nguyen, N. 

(2025). Leveraging social media marketing activities ( SMMAs ) to 
enhance consumer satisfaction and purchase intention for bio-

cosmetics. Acta Psychologica, 261. 

https://doi.org/https://doi.org/10.1016/j.actpsy.2025.105768 
Vidyanata, D. (2022a). Understanding the Effect of Social Media 

Marketing on Purchase Intention: A Value-based Adoption Model. 

Jurnal Dinamika Manajemen, 13(2), 305–321. 

https://doi.org/10.15294/jdm.v13i2.37878 

Vidyanata, D. (2022b). Understanding the Effect of Social Media 
Marketing on Purchase Intention: A Value-Based Adoption Model 

Memahami Pengaruh Social Media Marketing terhadap Puchase 

Intention Berdasarkan Value-Based Adoption Model. Jurnal 

Dinamika Manajemen, 13(85), 305–321. 

https://doi.org/10.15294/jdm.v13i2.37878 

Ying, L. J., Te Chuan, L., Rashid, U. K., & Abu Seman, N. A. (2025). 
Social Media Marketing in Industry 4.0: The Role of TikTok in 

Shaping Generation Z’s Purchase Intentions. Procedia Computer 

Science, 253, 2176–2185. 

https://doi.org/10.1016/j.procs.2025.01.278 
Yinga, L. J., Chuana, L. Te, Rashidb, U. K., & Seman, N. A. A. (2025). 

Social Media Marketing in Industry 4. 0: The Role of TikTok in 



1896  

 

Shaping Generation Z ’ s Purchase Intentions. Procedia Computer 

Science, 253, 1–10. https://doi.org/10.1016/j.procs.2025.01.278 

Zeqiri, J., Koku, P. S., Dobre, C., Milovan, A.-M., Hasani, V. V., & 

Paientko, T. (2025). The impact of social media marketing on brand 
awareness, brand engagement and purchase intention in emerging 

economies. Marketing Intelligence & Planning, 43(1), 28–49. 

https://doi.org/10.1108/MIP-06-2023-0248 

Zeqiri, J., Koku, P. S., Dobre, C., Milovan, A.-M., Visoka, H. V., & 
Paientko, T. (2024). The impact of social media marketing on brand 

awareness, brand engagement and purchase intention in emerging 

economies. Marketing Intelligence & Planning, 43(1), 28–49. 

https://doi.org/https://doi.org/10.1108/MIP-06-2023-0248 

Zheng, R., Li, Z., & Na, S. (2022). How customer engagement in the live-
streaming affects purchase intention and customer acquisition, E-

tailer’s perspective. Journal of Retailing and Consumer Services, 68, 

103015. https://doi.org/10.1016/j.jretconser.2022.103015 
 

 
 

 
 

 
 

 


