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1. Introduction 

Digital technology has developed rapidly in 
recent years and has significantly changed the 
way businesses market their products and ser-
vices. In the digital economy era, social media has 
become one of the most effective marketing tools 
because it allows businesses to reach consumers 
quickly, interactively, and efficiently. Digital mar-
keting through social media platforms enables 
companies to increase brand awareness, attract 
consumer attention, and influence purchasing be-
havior. 

One of the social media platforms that is cur-
rently widely used is TikTok. TikTok is not only 
used as an entertainment platform but also as a 
digital marketing medium that provides opportuni-
ties for businesses to promote products creatively 
through short videos, influencer marketing, live 
streaming, and interactive content. The popularity 

of TikTok among young consumers has encour-
aged many businesses, especially local skincare 
brands, to use this platform as a marketing strat-
egy to increase consumer interest and purchasing 
decisions. 

The increasing use of TikTok as a marketing 
platform has also influenced consumer behavior in 
the digital economy era. Consumers are frequently 
exposed to promotional content, product reviews, 
testimonials, and viral trends that may affect their 
trust and purchasing decisions. Attractive and cre-
ative marketing content can encourage consum-
ers to seek more information and develop interest 
in promoted products. However, high exposure to 
digital marketing content does not always lead to 
high consumer trust or actual purchasing behav-
ior. 
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  ABSTRACT 
 

This study aims to analyze the influence of digital marketing on consumer behavior 

in the digital economy era, focusing on the TikTok platform. The rapid development 

of digital technology has changed consumer behavior, especially in accessing 

product information and making purchasing decisions. This research uses a 

quantitative approach with a descriptive method, involving 110 respondents who are 

active TikTok users. The majority of respondents are aged 18–19 years and 

dominated by females (60%), with the highest usage intensity of 3–4 hours per day 

(34.5%). The results show that exposure to digital marketing is relatively high, where 

most respondents frequently encounter product promotions (40.9%) and promotional 

content often appears on the For You Page (35.5%). In addition, content quality is 

considered good, indicated by attractive visuals, creativity, and ease of 

understanding. However, the level of consumer trust in promotional information is 

relatively low (56.4%), which affects purchasing decisions and repurchase behavior. 

Although some respondents show interest in trying products and acknowledge the 

influence of TikTok on purchasing decisions, many still hesitate to make actual 

purchases. Therefore, it can be concluded that digital marketing is effective in 

increasing consumer awareness and interest, but not yet optimal in building trust and 

encouraging sustainable purchasing decisions. 

Keywords:  Digital Marketing, Consumer Behavior, Purchasing Decision. 
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Previous studies have discussed the influ-
ence of digital marketing and social media on con-
sumer purchasing behavior, particularly on plat-
forms such as Instagram and Facebook. However, 
limited studies specifically examine the relation-
ship between digital marketing exposure, con-
sumer trust, and purchasing decisions on TikTok 
within the Indonesian digital market context. In ad-
dition, previous research has mainly focused on 
purchase intention, while studies discussing the 
gap between high marketing exposure and low 
consumer trust remain limited. 

Therefore, this study contributes to the digital 
marketing and consumer behavior literature by an-
alyzing how TikTok marketing exposure influences 
consumer trust and purchasing decisions among 
young consumers in Indonesia. This research is 
expected to provide both theoretical and practical 
contributions regarding the effectiveness of TikTok 

as a digital marketing platform in influencing con-
sumer behavior in the digital economy era. 
Based on the background above, the research 
questions in this study are: 

1. How does digital marketing on TikTok in-
fluence consumer trust?  

2. How does consumer trust influence pur-
chasing decisions?  

3. How does digital marketing exposure on 
TikTok affect consumer purchasing be-
havior in Indonesia?  

Therefore, this study aims to analyze the influence 
of digital marketing on consumer behavior in the 
digital economy era through TikTok, particularly in 
terms of consumer trust and purchasing decisions 
among young consumers in Indonesia. 

2. Literature Review 

2.1 Digital Marketing in the Digital Economy 
Era 

Digital marketing refers to marketing activities 
conducted through internet-based platforms and 
digital technologies to promote products and ser-
vices to consumers. According to Kotler and Kel-
ler, digital marketing enables businesses to com-
municate directly with consumers through online 
platforms, social media, websites, and other digital 
communication channels. In the digital economy 
era, digital marketing has become an effective 
strategy because it allows businesses to reach 
broader audiences quickly, efficiently, and interac-
tively. 

The development of social media platforms 
has significantly transformed digital marketing 
practices and consumer behavior. Social media is 
not only used as a communication platform but 
also as a marketing medium that allows busi-
nesses to build brand awareness, increase con-
sumer engagement, and influence purchasing de-
cisions. One of the fastest-growing social media 
platforms currently used in digital marketing is Tik-
Tok. 

TikTok provides businesses with opportunities 
to promote products through short videos, influ-
encer marketing, live streaming, testimonials, and 
viral content. These features allow companies to 
create interactive and attractive marketing content 
that can influence consumer perceptions and pur-
chasing interest. The popularity of TikTok among 
young consumers has encouraged many busi-
nesses, especially skincare and fashion brands, to 
use TikTok as a marketing strategy to increase 
product exposure and consumer engagement. 

In addition, TikTok marketing reflects the con-
cept of social commerce, where social media plat-
forms are integrated with online shopping behavior 
and purchasing activities. Through social com-
merce, consumers are influenced by reviews, rec-
ommendations, endorsements, and user-gener-
ated content shared through social media plat-
forms. This condition may affect consumer trust, 
product evaluation, and purchasing decisions. 

However, although digital marketing exposure 
on TikTok is relatively high, it does not always re-
sult in strong consumer trust or actual purchasing 
behavior. Consumers may still consider factors 

such as product credibility, review authenticity, 
product quality, and influencer trustworthiness be-
fore deciding to purchase products promoted on 
TikTok. Therefore, digital marketing effectiveness 
depends not only on promotional exposure but 
also on the ability of businesses to build consumer 
trust in digital environments. 

2.2 Consumer Behavior 

Consumer behavior refers to the process by 
which individuals select, purchase, use, and eval-
uate products or services to satisfy their needs and 
desires. According to Kotler and Keller, consumer 
behavior is influenced by cultural, social, personal, 
and psychological factors that shape consumer 
perceptions and purchasing decisions. In the digi-
tal economy era, consumer behavior has changed 
significantly due to technological developments 
and the increasing use of internet-based platforms 
and social media. Consumers no longer rely only 
on direct product information from companies, but 
also depend on online reviews, testimonials, rec-
ommendations, and social interactions through 
digital platforms before making purchasing deci-
sions. 

The development of social media has also cre-
ated changes in digital consumer behavior, where 
consumers are increasingly influenced by digital 
exposure and social influence in evaluating prod-
ucts and services. Digital consumer behavior the-
ory explains that consumers in online environ-
ments tend to seek information through digital plat-
forms and are influenced by repeated exposure to 
promotional content, viral trends, influencer rec-
ommendations, and user-generated content. This 
condition causes consumers to become more ac-
tive in comparing products, evaluating credibility, 
and considering social opinions before making 
purchases. 

One of the social media platforms that strongly 
influences consumer behavior today is TikTok. 
TikTok creates an interactive digital environment 
through short videos, live streaming, influencer 
marketing, and viral trends that can attract con-
sumer attention and shape purchasing interest. 
Consumers are frequently exposed to skincare 
product promotions, product reviews, tutorials, 
testimonials, and recommendations shared by in-
fluencers and content creators. As a result, TikTok 
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has become an important platform in influencing 
consumer perceptions, preferences, and purchas-
ing behavior, especially among young consumers. 

In addition, social influence on TikTok plays an 
important role in shaping consumer behavior. In-
fluencers and online communities can affect con-
sumer trust and product perceptions through 
shared experiences and product evaluations. Viral 
products that receive high engagement and posi-
tive responses from users are often perceived as 
more attractive and trustworthy by consumers. 
This condition encourages consumers to develop 
interest and curiosity toward products promoted 
on social media platforms. 

However, high digital marketing exposure does 
not always lead to purchasing decisions. Consum-
ers still consider several important factors such as 
product quality, price, credibility of information, au-
thenticity of reviews, and trustworthiness of influ-
encers before deciding to purchase products. 
Therefore, consumer behavior in digital environ-
ments is not only influenced by promotional inten-
sity but also by consumer trust, perceived value, 
and social credibility. 

2.3 Costumer Trust 

Consumer trust is one of the most important 
factors influencing purchasing decisions in digital 
marketing environments. Trust refers to consum-
ers’ confidence in the credibility, reliability, hon-
esty, and integrity of businesses or marketers in 
providing products and information. According to 
Pavlou, consumer trust plays a significant role in 
reducing uncertainty and perceived risk in online 
transactions because consumers cannot directly 
inspect products before making purchases. In dig-
ital environments, trust becomes essential be-
cause consumers rely heavily on online infor-
mation and digital interactions when evaluating 
products and services. 

The development of social media marketing 
has increased the importance of consumer trust in 
influencing online purchasing behavior. Consum-
ers are continuously exposed to promotional con-
tent, influencer endorsements, testimonials, prod-
uct reviews, and recommendations shared 
through digital platforms. This condition encour-
ages consumers to evaluate whether the infor-
mation provided is accurate, trustworthy, and rele-
vant before deciding to purchase products. In so-
cial commerce environments, trust is often influ-
enced by the quality of information, transparency 
of promotions, credibility of influencers, and au-
thenticity of consumer reviews. 

TikTok has become one of the most influential 
social media platforms in shaping consumer trust 
and purchasing behavior among young consum-
ers. Through short videos, live streaming, and in-
teractive promotional content, TikTok enables 
businesses and influencers to communicate di-
rectly with audiences in more engaging and crea-
tive ways. Product reviews, tutorials, testimonials, 
and viral trends on TikTok may increase consumer 
awareness and attract purchasing interest. In 
many cases, consumers perceive products pro-
moted by popular influencers or viral content as 
more appealing and trustworthy because they are 

repeatedly exposed to positive recommendations 
and high engagement from other users. 

However, despite the high level of digital mar-
keting exposure on TikTok, consumer trust is not 
always automatically formed. Excessive promo-
tional content, misleading information, fake re-
views, and unrealistic product claims may create 
skepticism among consumers. Consumers may 
question the authenticity and credibility of influ-
encer recommendations or sponsored content, es-
pecially when promotional activities appear overly 
commercialized. As a result, consumers may hes-
itate to trust product information even though they 
are frequently exposed to digital marketing cam-
paigns. 

In addition, consumer trust is also influenced 
by several factors such as product quality, brand 
reputation, influencer credibility, transparency of 
information, and previous consumer experiences. 
Positive experiences and authentic reviews can 
strengthen trust and encourage purchasing deci-
sions, while negative experiences and misleading 
promotions may reduce consumer confidence in 
products promoted through social media. There-
fore, in digital marketing environments, busi-
nesses must not only focus on increasing promo-
tional exposure but also prioritize building credibil-
ity, transparency, and long-term consumer trust to 
improve purchasing behavior and customer loy-
alty. 

2.4 Purchasing Decision 

Purchasing decision refers to the process in 
which consumers choose whether to buy a product 
or service after evaluating available information 
and alternatives. According to Kotler and Keller, 
purchasing decisions are influenced by several 
factors, including consumer needs, product per-
ceptions, social influence, trust, price considera-
tions, and marketing exposure. In the digital econ-
omy era, purchasing decisions are increasingly af-
fected by online interactions and social media ac-
tivities because consumers frequently rely on dig-
ital information before deciding to purchase prod-
ucts. 

The rapid development of digital marketing and 
social media platforms has significantly changed 
the way consumers make purchasing decisions. 
Consumers are now exposed to various forms of 
online promotional content such as advertise-
ments, influencer endorsements, product reviews, 
testimonials, live streaming, and viral trends that 
may influence their product perceptions and buy-
ing intentions. Social media platforms provide con-
sumers with easier access to product information 
and allow them to compare products quickly be-
fore making purchasing decisions. 

TikTok has become one of the social media 
platforms that strongly influences purchasing deci-
sions, especially among young consumers. 
Through short video content, influencer marketing, 
and interactive promotional strategies, TikTok cre-
ates a digital environment that encourages con-
sumers to discover new products and develop pur-
chasing interest. Viral trends and high engage-
ment on TikTok often increase product popularity 
and influence consumer perceptions regarding 
product attractiveness and credibility. Consumers 
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may become interested in products after repeat-
edly viewing promotional content or recommenda-
tions from influencers and other users. 

In addition, purchasing decisions on TikTok 
are closely related to social influence and con-
sumer trust. Positive reviews, testimonials, and in-
fluencer recommendations can strengthen con-
sumer confidence and encourage actual pur-
chases. Consumers often perceive products with 
high engagement and positive responses as more 
reliable and attractive. This condition reflects the 
role of social commerce in influencing online pur-
chasing behavior through social interaction and 
digital communication. 

However, purchasing decisions are not solely 
influenced by promotional exposure. Consumers 
still consider several important factors such as 
product quality, price suitability, authenticity of re-
views, brand reputation, and trustworthiness of in-
fluencers before making purchases. Excessive 
promotions or misleading information may reduce 
consumer confidence and create doubts regarding 
product credibility. Therefore, the effectiveness of 
digital marketing strategies on TikTok depends not 
only on increasing product exposure but also on 
building consumer trust and providing credible in-
formation that supports purchasing decisions.

3. Research Methodology 
3.1 Research Design 

This study used a quantitative descriptive re-

search design to analyze the influence of digital 

marketing on consumer behavior in the digital 

economy era through the TikTok platform. Quanti-

tative research was chosen because this study 

aims to measure and analyze consumer percep-

tions, trust, and purchasing decisions based on 

numerical data collected from respondents. The 

descriptive approach was used to describe con-

sumer behavior patterns and evaluate how digital 

marketing exposure on TikTok influences con-

sumer trust and purchasing decisions among 

young consumers in Indonesia. 

The population in this study consisted of Tik-

Tok users who had been exposed to digital mar-

keting content, particularly skincare product pro-

motions on TikTok. The study focused on young 

consumers because they represent one of the 

largest user groups actively interacting with TikTok 

content and online shopping activities in the digital 

economy era. The sample was selected using pur-

posive sampling techniques, where respondents 

were chosen based on specific criteria relevant to 

the objectives of the study. The criteria for re-

spondents included active TikTok users who had 

viewed skincare promotional content, product re-

views, influencer recommendations, or live shop-

ping content on TikTok. 

Data collection was conducted through an 

online questionnaire distributed using Google 

Forms. The questionnaire was shared through so-

cial media platforms and online communication 

channels to reach respondents efficiently. The use 

of online questionnaires was considered appropri-

ate because the research focused on digital plat-

form users and online consumer behavior. The 

questionnaire contained several statements re-

lated to digital marketing exposure, consumer 

trust, and purchasing decisions using a Likert 

scale measurement ranging from strongly disa-

gree to strongly agree. 

This study used primary data obtained di-

rectly from respondents through questionnaires. 

The collected data were analyzed using descrip-

tive analysis techniques to identify consumer per-

ceptions and behavioral tendencies related to Tik-

Tok marketing activities. Descriptive analysis was 

selected because the study focused on explaining 

consumer responses, trust levels, and purchasing 

behavior patterns rather than testing causal rela-

tionships between variables. The analysis results 

were presented in the form of percentages, tables, 

and descriptive interpretations to explain the influ-

ence of TikTok digital marketing on consumer be-

havior. 

To ensure the quality of research instru-

ments, validity and reliability tests were conducted 

before data analysis. Validity testing was used to 

determine whether the questionnaire items accu-

rately measured the intended research variables, 

while reliability testing was conducted to ensure 

consistency of measurement results. In addition, 

this study also acknowledges several limitations, 

including the dominance of young respondents, 

limited sample coverage, and the possibility of 

subjective responses from participants. Therefore, 

future studies are expected to involve broader re-

spondent groups and apply more advanced ana-

lytical methods to obtain deeper insights regarding 

digital consumer behavior in the digital economy 

era. 

3.2 Population and Sample 
The population in this study consisted of Tik-

Tok users who had been exposed to digital mar-

keting content, particularly skincare product pro-

motions on TikTok. The study focused on consum-

ers who actively use TikTok because the platform 

has become one of the most widely used social 

media applications in the digital economy era, es-

pecially among young consumers. TikTok users 

are frequently exposed to promotional videos, in-

fluencer recommendations, product reviews, testi-

monials, and live shopping content that may influ-

ence their perceptions and purchasing decisions. 

The sample in this study was selected using 

purposive sampling techniques. Purposive sam-

pling was chosen because the study required re-

spondents with specific characteristics relevant to 

the research objectives. The criteria for 
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respondents included active TikTok users who 

had viewed skincare promotional content, inter-

acted with product recommendations, or searched 

for product information through TikTok. This sam-

pling technique was considered appropriate be-

cause not all social media users have direct expe-

rience with TikTok marketing activities related to 

skincare products. 

The respondents in this study were dominated 

by young consumers because this age group rep-

resents one of the largest and most active TikTok 

user communities. Young consumers are gener-

ally more familiar with digital platforms, influencer 

marketing, and online purchasing activities, mak-

ing them relevant respondents for analyzing con-

sumer behavior in the digital economy era. In ad-

dition, young consumers are more likely to be in-

fluenced by viral trends, digital exposure, and so-

cial media recommendations when evaluating 

products and making purchasing decisions. 

Data were collected through online question-

naires distributed using Google Forms. The online 

distribution method was selected because it al-

lowed researchers to efficiently reach respondents 

who actively use digital platforms and social me-

dia. The questionnaire was shared through social 

media channels and online communication plat-

forms to obtain responses from participants who 

met the research criteria. Through this sampling 

process, the study aimed to obtain relevant data 

regarding consumer trust and purchasing behavior 

related to digital marketing exposure on TikTok. 

 
3.3 Research Instrument 

The data in this study were collected using a 

structured questionnaire distributed through 

Google Forms. The questionnaire was designed 

using a Likert scale ranging from 1 to 5, where 1 

indicates strongly disagree and 5 indicates 

strongly agree. The Likert scale was selected be-

cause it allows researchers to measure respond-

ents’ perceptions, attitudes, and behavioral 

tendencies related to digital marketing activities on 

TikTok. This measurement scale is widely used in 

quantitative research to evaluate consumer opin-

ions and responses systematically. 

The research instrument consisted of four 

main variables, namely digital marketing, content 

quality, consumer trust, and purchasing decision. 

Each variable was measured using several indica-

tors adapted from previous studies related to digi-

tal marketing, consumer behavior, and social me-

dia marketing. The use of indicators from previous 

studies was intended to ensure the relevance and 

validity of the research instrument in measuring 

the variables examined in this study. 

The digital marketing variable measured re-

spondents’ exposure to marketing activities on Tik-

Tok, including the frequency of seeing promotions, 

product appearance on the For You Page (FYP), 

product discovery through TikTok content, and in-

teractions with brand accounts. The content qual-

ity variable measured respondents’ perceptions 

regarding the attractiveness, visual appeal, crea-

tivity, clarity, and completeness of information pre-

sented in TikTok promotional content. Meanwhile, 

the consumer trust variable measured respond-

ents’ confidence in promotional information, per-

ceived product safety, and the influence of reviews 

and recommendations shared through TikTok. 

The purchasing decision variable measured re-

spondents’ interest in trying products, searching 

for product information, comparing products, mak-

ing purchases, and repurchase intentions after be-

ing exposed to digital marketing content. 

The structure of the research variables and 

indicators used in this study is presented in Table 

1. 

 
Table 1. Research Variables and Indicators 

Variable Indicators 

Digital 
Market-

ing 

Frequency of seeing promotions, 
appearance on For You Page 

(FYP), product discovery, follow-
ing brand accounts 

Content 
Quality 

Attractiveness, visual appeal, cre-
ativity, clarity, completeness of in-

formation 

Con-
sumer 
Trust 

Trust in promotional information, 
perceived product safety, influ-

ence of reviews 

Purchas-
ing Deci-

sion 

Interest in trying, searching for in-
formation, comparing products, 

purchasing, repurchase 

Before the questionnaire was distributed to 

respondents, the research instrument was re-

viewed to ensure the clarity, relevance, and suita-

bility of each statement with the objectives of the 

study. The questionnaire was designed using sim-

ple and understandable language to minimize mis-

interpretation among respondents. After the data 

were collected, the responses were processed 

and analyzed to support the objectives of the study 

and to identify the influence of TikTok digital mar-

keting activities on consumer behavior in the digi-

tal economy era. 

3. 4 Data Collection Technique 
The data collection process in this study was 

conducted using an online questionnaire distrib-

uted through Google Forms. The online distribu-

tion method was chosen because this study fo-

cused on digital platform users, particularly TikTok 

users who actively interact with social media and 

online content. The use of Google Forms allowed 

researchers to distribute questionnaires efficiently 

and reach respondents from different 
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backgrounds and locations within a relatively short 

period of time. 

The questionnaire was distributed through 

various social media platforms and online commu-

nication channels to obtain respondents who met 

the research criteria. Respondents participating in 

this study were active TikTok users who had been 

exposed to skincare promotional content, influ-

encer recommendations, product reviews, or digi-

tal marketing activities on TikTok. Before answer-

ing the questionnaire, respondents were informed 

about the purpose of the study and were asked to 

provide responses honestly based on their per-

sonal experiences and perceptions regarding Tik-

Tok marketing activities. 

The questionnaire contained several state-

ments related to digital marketing exposure, con-

tent quality, consumer trust, and purchasing deci-

sions. Respondents were asked to evaluate each 

statement using a Likert scale ranging from 

strongly disagree to strongly agree. This technique 

was used to measure respondents’ attitudes, per-

ceptions, and behavioral tendencies systemati-

cally. The collected responses were automatically 

recorded through the Google Forms system, al-

lowing researchers to organize and process the 

data more effectively. 

In addition, the online data collection tech-

nique was considered suitable because TikTok us-

ers are highly active in digital environments and 

are more accessible through internet-based com-

munication platforms. This method also helped re-

searchers minimize time and operational costs 

compared to conventional survey methods. After 

all responses were collected, the data were 

checked and organized to ensure completeness 

and consistency before proceeding to the data 

analysis stage. 

3.5 Data Analysis Technique 
The data collected in this study were ana-

lyzed using descriptive analysis techniques to ex-

amine the influence of digital marketing on con-

sumer behavior in the digital economy era through 

the TikTok platform. Descriptive analysis was cho-

sen because this study focused on describing and 

interpreting consumer perceptions, trust, and pur-

chasing behavior based on respondents’ experi-

ences after being exposed to digital marketing 

content on TikTok. This method was considered 

appropriate because the study aimed to identify 

behavioral patterns and tendencies rather than 

testing causal relationships between variables. 

The data obtained from the questionnaires 

were first organized and classified based on each 

research variable, namely digital marketing, con-

tent quality, consumer trust, and purchasing deci-

sion. Each respondent’s answer was measured 

using a Likert scale ranging from 1 to 5, where 1 

indicated strongly disagree and 5 indicated 

strongly agree. The collected responses were then 

calculated and converted into percentages to sim-

plify the interpretation of respondents’ perceptions 

and attitudes toward TikTok marketing activities. 

The results of the analysis were presented in 

the form of tables, percentages, and descriptive 

explanations to provide a clearer understanding of 

consumer responses toward digital marketing ex-

posure on TikTok. Through descriptive analysis, 

the study identified how frequently respondents 

were exposed to promotional content, how they 

perceived content quality, how much trust they had 

in promotional information, and how digital market-

ing activities influenced their purchasing deci-

sions. 

In addition, descriptive interpretation was 

used to explain the relationship between con-

sumer perceptions and behavioral tendencies in 

digital environments. The analysis also focused on 

identifying whether high digital marketing expo-

sure on TikTok was accompanied by strong con-

sumer trust and actual purchasing behavior. The 

results of this analysis were expected to provide 

insights into the effectiveness of TikTok as a digital 

marketing platform in influencing consumer be-

havior among young consumers in Indonesia. 

The use of descriptive analysis in this study 

also has several limitations. Since the study fo-

cused on descriptive interpretation, the analysis 

could not fully explain causal relationships be-

tween variables or generalize the findings to all 

consumer groups. Therefore, future studies are 

expected to apply more advanced analytical meth-

ods and involve broader respondent groups to ob-

tain deeper insights into digital consumer behavior 

and social media marketing effectiveness. 

3.6 Validity and Reliability Test 
Before the questionnaire was distributed to 

respondents, validity and reliability tests were con-

ducted to ensure that the research instrument was 

appropriate and capable of accurately measuring 

the variables examined in this study. The validity 

test was used to determine whether each ques-

tionnaire item was able to measure the intended 

research variables, while the reliability test was 

conducted to evaluate the consistency and stabil-

ity of the measurement results. 

The validity test was performed by examin-

ing the correlation between each statement item 

and the total variable score. Questionnaire items 

were considered valid if they showed a significant 

correlation and were able to represent the indica-

tors of each research variable. The validity testing 

process was important to ensure that the state-

ments used in the questionnaire were relevant to 

the concepts of digital marketing, content quality, 

consumer trust, and purchasing decisions exam-

ined in this study. 
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Meanwhile, the reliability test was conducted 

using Cronbach’s Alpha to determine the con-

sistency of respondents’ answers. A variable was 

considered reliable if the Cronbach’s Alpha value 

exceeded the acceptable reliability standard. Reli-

ability testing was necessary to ensure that the 

questionnaire produced stable and consistent 

measurement results when used to analyze con-

sumer perceptions and behavior related to TikTok 

digital marketing activities. 

The results of the validity and reliability tests 

indicated that all questionnaire items used in this 

study met the required standards and were suita-

ble for data collection and analysis. Therefore, the 

research instrument was considered capable of 

measuring respondents’ perceptions regarding 

digital marketing exposure, content quality, con-

sumer trust, and purchasing decisions consistently 

and accurately. 

In addition, the validity and reliability testing 

process helped improve the credibility and quality 

of the research findings. By ensuring that the re-

search instrument was both valid and reliable, the 

study was expected to provide more accurate in-

sights into the influence of TikTok digital marketing 

on consumer behavior in the digital economy era. 

4. Results and Discussion 

4.1 Respondent Profile  
This study involved 110 respondents who 

met the research criteria as active TikTok users, 

making them relevant participants for analyzing 

digital consumer behavior and the influence of Tik-

Tok marketing activities in the digital economy era. 

Based on the age distribution, the majority of re-

spondents were 19 years old (33.6%), followed by 

18 years old (26.4%). Other age groups such as 

17 years old and another category of 19 years old 

each accounted for 5.5%, while respondents aged 

16 years (2.7%) and 28 years (1.8%) represented 

smaller proportions. Several other age categories 

contributed only 0.9% each. These findings indi-

cate that the respondents were predominantly 

young individuals who are highly familiar with dig-

ital technology, social media interaction, and 

online purchasing activities. This condition reflects 

the strong influence of TikTok among digitally ac-

tive generations who are frequently exposed to 

promotional content, influencer recommendations, 

and viral marketing trends. 

In terms of gender distribution, 60% of re-

spondents were female and 40% were male, 

showing that female respondents slightly domi-

nated this study. This finding indicates that female 

consumers are more actively engaged with skin-

care promotional content, beauty trends, and 

product evaluations shared through TikTok plat-

forms. Female consumers tend to interact more 

frequently with influencer recommendations, tuto-

rials, and online reviews before making 

purchasing decisions, making them highly relevant 

subjects for analyzing the impact of digital market-

ing on consumer behavior. 

Furthermore, 87.3% of respondents stated 

that they are active TikTok users, while only 12.7% 

reported otherwise. Regarding usage intensity, 

most respondents spend approximately 3–4 hours 

per day on TikTok (34.5%), followed by 1–2 hours 

(25.5%), less than 1 hour (18.2%), 5–6 hours 

(11.8%), and more than 6 hours (10%). These 

findings indicate that the majority of respondents 

experience a high level of exposure to digital con-

tent and online promotional activities through Tik-

Tok. Frequent exposure to promotional videos, 

live shopping activities, influencer endorsements, 

and viral product trends may significantly influence 

consumer awareness, purchasing interest, and 

product evaluation processes. 

Overall, the respondent profile findings 

demonstrate that TikTok plays an important role in 

shaping consumer behavior among young digital 

consumers in Indonesia. Consumers who actively 

use TikTok tend to rely on online recommenda-

tions, product reviews, and social interaction when 

evaluating products and making purchasing deci-

sions. Therefore, the respondent characteristics 

support the relevance of this study in analyzing the 

influence of digital marketing on consumer behav-

ior in the digital economy era. 

The detailed distribution of respondent 

characteristics based on age, gender, TikTok 

activity, and duration of TikTok usage is presented 

in Table 2. 

   
Table 2. Respondents’ Profile 

Variable Category Fre-
quency 

(n) 

Per-
cent-
age 
(%) 

Age 19 years old 37 33.6  
18 years old 29 26.4  
17 years old 6 5.5  
16 years old 3 2.7  

Others 35 31.8 

Gender Female 66 60.0  
Male 44 40.0 

Active 
TikTok 
User 

Yes 96 87.3 

 
No 14 12.7 

TikTok 
Usage 
Dura-
tion 

3–4 
hours/day 

38 34.5 

 
1–2 

hours/day 
28 25.5 

 
Less than 1 

hour/day 
20 18.2 

 
5–6 

hours/day 
13 11.8 

 
More than 6 
hours/day 

11 10.0 
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4.2 Digital Marketing Exposure 
This section discusses respondents’ percep-

tions regarding digital marketing activities on Tik-

Tok and their influence on consumer behavior in 

the digital economy era. The analysis focuses on 

respondents’ exposure to promotional content, the 

effectiveness of TikTok marketing strategies, and 

the influence of digital marketing activities on con-

sumer awareness and purchasing interest. 

Based on the results of the questionnaire, 

most respondents stated that they frequently en-

counter promotional content on TikTok, particu-

larly through the For You Page (FYP), influencer 

recommendations, live streaming, and short pro-

motional videos. This finding indicates that TikTok 

has become one of the most effective digital mar-

keting platforms for increasing product exposure 

and attracting consumer attention. The TikTok al-

gorithm allows promotional content to appear re-

peatedly according to users’ interests and online 

activities, increasing the likelihood that consumers 

will interact with promoted products. 

The findings also show that respondents per-

ceive TikTok promotional content as attractive, 

creative, and interactive. Features such as short-

form videos, music integration, visual effects, and 

influencer endorsements make marketing content 

more engaging compared to conventional adver-

tising methods. Attractive and visually appealing 

content can increase consumer curiosity and en-

courage consumers to search for additional prod-

uct information before making purchasing deci-

sions. This result supports previous studies stating 

that creative digital content positively influences 

consumer engagement and online purchasing in-

terest. 

Furthermore, the high intensity of TikTok us-

age among respondents contributes to increased 

exposure to digital marketing activities. Consum-

ers who spend several hours per day on TikTok 

are more likely to encounter skincare promotions, 

viral product trends, tutorials, and user-generated 

reviews. Repeated exposure to promotional con-

tent may strengthen consumer awareness and in-

fluence product perceptions over time. Viral mar-

keting strategies on TikTok also contribute signifi-

cantly to increasing product popularity and encour-

aging social interaction among consumers. 

However, although respondents reported 

high exposure to digital marketing content on Tik-

Tok, not all consumers directly make purchasing 

decisions after viewing promotional content. Sev-

eral respondents stated that they still consider fac-

tors such as product quality, authenticity of re-

views, influencer credibility, and trustworthiness of 

information before deciding to purchase products. 

This finding indicates that promotional exposure 

alone is not sufficient to influence consumer 

purchasing behavior without the support of con-

sumer trust and credible product information. 

Overall, the results of this analysis indicate 

that TikTok digital marketing activities have a 

strong influence on consumer awareness, pur-

chasing interest, and online engagement among 

young consumers in Indonesia. TikTok’s interac-

tive features, viral marketing strategies, and high 

user engagement make the platform highly effec-

tive in influencing digital consumer behavior in the 

digital economy era. 

Before presenting the detailed results of 

each statement, the following points explain re-

spondents’ responses regarding digital marketing 

exposure on TikTok in more detail: 

1. I trust the information provided in promo-

tions on TikTok. 

a. From the respondents’ results, 10.9% 

stated that they strongly disagree with 

trusting the information provided in pro-

motions on TikTok. 

b. From the respondents’ results, 7.3% 

stated that they disagree with trusting the 

information provided in promotions on 

TikTok. 

c. From the respondents’ results, 43.6% 

stated that they are neutral toward trust-

ing the information provided in promo-

tions on TikTok. 

d. From the respondents’ results, 21.8% 

stated that they agree with trusting the in-

formation provided in promotions on Tik-

Tok. 

e. From the respondents’ results, 16.4% 

stated that they strongly agree with trust-

ing the information provided in promo-

tions on TikTok. 

2. I feel that promoted local skincare prod-

ucts are safe to use. 

a. From the respondents’ results, 8.2% 

stated that they strongly disagree that 

promoted local skincare products are 

safe to use. 

b. From the respondents’ results, 6.4% 

stated that they disagree that promoted 

local skincare products are safe to use. 

c. From the respondents’ results, 46.4% 

stated that they are neutral about pro-

moted local skincare products being safe 

to use. 

d. From the respondents’ results, 29.1% 

stated that they agree that promoted lo-

cal skincare products are safe to use. 

e. From the respondents’ results, 10.0% 

stated that they strongly agree that pro-

moted local skincare products are safe to 

use. 

3. Reviews on TikTok influence my trust in 

the product. 
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a. From the respondents’ results, 10.0% 

stated that they strongly disagree that re-

views on TikTok influence their trust in 

the product. 

b. From the respondents’ results, 9.1% 

stated that they disagree that reviews on 

TikTok influence their trust in the product. 

c. From the respondents’ results, 40.9% 

stated that they are neutral about reviews 

on TikTok influencing their trust in the 

product. 

d. From the respondents’ results, 22.7% 

stated that they agree that reviews on 

TikTok influence their trust in the product. 

e. From the respondents’ results, 17.3% 

stated that they strongly agree that re-

views on TikTok influence their trust in 

the product. 

4. I trust the testimonials displayed on Tik-

Tok. 

a. From the respondents’ results, 10.0% 

stated that they strongly disagree with 

trusting the testimonials displayed on Tik-

Tok. 

b. From the respondents’ results, 8.2% 

stated that they disagree with trusting the 

testimonials displayed on TikTok. 

c. From the respondents’ results, 45.5% 

stated that they are neutral toward trust-

ing the testimonials displayed on TikTok. 

d. From the respondents’ results, 20.0% 

stated that they agree with trusting the 

testimonials displayed on TikTok. 

e. From the respondents’ results, 16.4% 

stated that they strongly agree with trust-

ing the testimonials displayed on TikTok. 

5. Promotions on TikTok increase my trust in 

the product. 

a. From the respondents’ results, 9.1% 

stated that they strongly disagree that 

promotions on TikTok increase their trust 

in the product. 

b. From the respondents’ results, 7.3% 

stated that they disagree that promotions 

on TikTok increase their trust in the prod-

uct. 

c. From the respondents’ results, 46.4% 

stated that they are neutral about promo-

tions on TikTok increasing their trust in 

the product. 

d. From the respondents’ results, 22.7% 

stated that they agree that promotions on 

TikTok increase their trust in the product. 

e. From the respondents’ results, 14.5% 

stated that they strongly agree that pro-

motions on TikTok increase their trust in 

the product. 

6. I am interested in trying a product after 

seeing a promotion on TikTok. 

a. From the respondents’ results, 8.2% 

stated that they strongly disagree with 

being interested in trying a product after 

seeing a promotion on TikTok. 

b. From the respondents’ results, 8.2% 

stated that they disagree with being inter-

ested in trying a product after seeing a 

promotion on TikTok. 

c. From the respondents’ results, 37.3% 

stated that they are neutral about trying a 

product after seeing a promotion on Tik-

Tok. 

d. From the respondents’ results, 33.6% 

stated that they agree with trying a prod-

uct after seeing a promotion on TikTok. 

e. From the respondents’ results, 12.7% 

stated that they strongly agree with trying 

a product after seeing a promotion on 

TikTok. 

7. I look for more information after seeing 

content on TikTok. 

a. From the respondents’ results, 13.6% 

stated that they strongly disagree with 

looking for more information after seeing 

content on TikTok. 

b. From the respondents’ results, 10.9% 

stated that they disagree with looking for 

more information after seeing content on 

TikTok. 

c. From the respondents’ results, 30.9% 

stated that they are neutral about looking 

for more information after seeing content 

on TikTok. 

d. From the respondents’ results, 29.1% 

stated that they agree with looking for 

more information after seeing content on 

TikTok. 

e. From the respondents’ results, 15.5% 

stated that they strongly agree with look-

ing for more information after seeing con-

tent on TikTok. 

8. I compare products before deciding to 

buy. 

a. From the respondents’ results, 7.3% 

stated that they strongly disagree with 

comparing products before deciding to 

buy. 

b. From the respondents’ results, 9.1% 

stated that they disagree with comparing 

products before deciding to buy. 

c. From the respondents’ results, 23.6% 

stated that they are neutral about com-

paring products before deciding to buy. 

d. From the respondents’ results, 40.0% 

stated that they agree with comparing 

products before deciding to buy. 

e. From the respondents’ results, 20.0% 

stated that they strongly agree with com-

paring products before deciding to buy. 
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9. I consider reviews before buying a prod-

uct. 

a. From the respondents’ results, 5.5% 

stated that they strongly disagree with 

considering reviews before buying a 

product. 

b. From the respondents’ results, 7.3% 

stated that they disagree with consider-

ing reviews before buying a product. 

c. From the respondents’ results, 23.6% 

stated that they are neutral about consid-

ering reviews before buying a product. 

d. From the respondents’ results, 41.8% 

stated that they agree with considering 

reviews before buying a product. 

e. From the respondents’ results, 21.8% 

stated that they strongly agree with con-

sidering reviews before buying a product. 

10. I tend to follow the skincare trends that go 

viral on TikTok. 

a. From the respondents’ results, 10.9% 

stated that they strongly disagree with fol-

lowing skincare trends that go viral on 

TikTok. 

b. From the respondents’ results, 20.0% 

stated that they disagree with following 

skincare trends that go viral on TikTok. 

c. From the respondents’ results, 33.6% 

stated that they are neutral about follow-

ing skincare trends that go viral on Tik-

Tok. 

d. From the respondents’ results, 24.5% 

stated that they agree with following skin-

care trends that go viral on TikTok. 

e. From the respondents’ results, 10.9% 

stated that they strongly agree with fol-

lowing skincare trends that go viral on 

TikTok. 

4.3 Content Quality 
This section discusses respondents’ percep-

tions regarding consumer trust toward digital mar-

keting activities on TikTok. Consumer trust is con-

sidered an important factor influencing purchasing 

decisions because consumers tend to evaluate 

the credibility, reliability, and authenticity of promo-

tional information before purchasing products 

online. 

Based on the questionnaire results, most re-

spondents showed neutral to positive perceptions 

regarding trust in promotional information dis-

played on TikTok. Many respondents stated that 

influencer recommendations, product reviews, 

testimonials, and promotional videos affect their 

trust toward promoted skincare products. This 

finding indicates that TikTok plays an important 

role in shaping consumer trust through digital in-

teraction and social influence. 

The findings also show that respondents tend 

to pay attention to reviews and testimonials before 

trusting promoted products. Positive reviews, 

product demonstrations, tutorials, and user expe-

riences shared on TikTok may increase consum-

ers’ confidence toward skincare products. Con-

sumers often perceive products with high engage-

ment and positive responses as more attractive 

and reliable. This condition supports previous 

studies stating that social proof and influencer 

credibility significantly influence consumer trust in 

digital marketing environments. 

Furthermore, respondents considered that 

TikTok promotional content may increase their 

awareness and confidence regarding local skin-

care products. Frequent exposure to promotional 

content, combined with visual demonstrations and 

influencer endorsements, can strengthen consum-

ers’ perceptions regarding product quality and 

safety. Interactive features such as live streaming 

and direct communication between sellers and 

consumers also contribute positively to increasing 

consumer trust because consumers can obtain 

additional information directly. 

However, despite the positive influence of dig-

ital marketing activities, several respondents still 

expressed doubts regarding the authenticity of re-

views and promotional claims on TikTok. Some re-

spondents remained neutral regarding trust in pro-

motional information, indicating that consumers 

still evaluate product credibility carefully before 

making purchasing decisions. Excessive promo-

tions, fake reviews, and overly commercialized in-

fluencer endorsements may reduce consumer 

confidence toward promoted products. 

Overall, the findings indicate that consumer 

trust is strongly influenced by the credibility of in-

formation, authenticity of reviews, influencer repu-

tation, and transparency of promotional content on 

TikTok. Therefore, businesses and marketers 

should prioritize honest communication, authentic 

reviews, and credible promotional strategies to 

strengthen consumer trust and improve the effec-

tiveness of digital marketing activities on TikTok. 

Before presenting the detailed results of each 

statement, the following points explain respond-

ents’ responses regarding consumer trust toward 

TikTok promotional activities in more detail: 

1. I trust the information provided in promo-

tions on TikTok. 

a. From the respondents’ results, 10.9% 

stated that they strongly disagree with 

trusting the information provided in pro-

motions on TikTok. 

b. From the respondents’ results, 7.3% 

stated that they disagree with trusting the 

information provided in promotions on 

TikTok. 

c. From the respondents’ results, 43.6% 

stated that they are neutral toward 
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trusting the information provided in pro-

motions on TikTok. 

d. From the respondents’ results, 21.8% 

stated that they agree with trusting the in-

formation provided in promotions on Tik-

Tok. 

e. From the respondents’ results, 16.4% 

stated that they strongly agree with trust-

ing the information provided in promo-

tions on TikTok.  

2. I feel that promoted local skincare prod-

ucts are safe to use. 

a. From the respondents’ results, 8.2% 

stated that they strongly disagree that 

promoted local skincare products are 

safe to use. 

b. From the respondents’ results, 6.4% 

stated that they disagree that promoted 

local skincare products are safe to use. 

c. From the respondents’ results, 46.4% 

stated that they are neutral about pro-

moted local skincare products being safe 

to use. 

d. From the respondents’ results, 29.1% 

stated that they agree that promoted lo-

cal skincare products are safe to use. 

e. From the respondents’ results, 10.0% 

stated that they strongly agree that pro-

moted local skincare products are safe to 

use.  

3. Reviews on TikTok influence my trust in 

the product. 

a. From the respondents’ results, 10.0% 

stated that they strongly disagree that re-

views on TikTok influence their trust in 

the product. 

b. From the respondents’ results, 9.1% 

stated that they disagree that reviews on 

TikTok influence their trust in the product. 

c. From the respondents’ results, 40.9% 

stated that they are neutral about reviews 

on TikTok influencing their trust in the 

product. 

d. From the respondents’ results, 22.7% 

stated that they agree that reviews on 

TikTok influence their trust in the product. 

e. From the respondents’ results, 17.3% 

stated that they strongly agree that re-

views on TikTok influence their trust in 

the product.  

4. I trust the testimonials displayed on Tik-

Tok. 

a. From the respondents’ results, 10.0% 

stated that they strongly disagree with 

trusting the testimonials displayed on Tik-

Tok. 

b. From the respondents’ results, 8.2% 

stated that they disagree with trusting the 

testimonials displayed on TikTok. 

c. From the respondents’ results, 45.5% 

stated that they are neutral toward trust-

ing the testimonials displayed on TikTok. 

d. From the respondents’ results, 20.0% 

stated that they agree with trusting the 

testimonials displayed on TikTok. 

e. From the respondents’ results, 16.4% 

stated that they strongly agree with trust-

ing the testimonials displayed on TikTok.  

5. Promotions on TikTok increase my trust in 

the product. 

a. From the respondents’ results, 9.1% 

stated that they strongly disagree that 

promotions on TikTok increase their trust 

in the product.  

b. From the respondents’ results, 7.3% 

stated that they disagree that promotions 

on TikTok increase their trust in the prod-

uct. 

c. From the respondents’ results, 46.4% 

stated that they are neutral about promo-

tions on TikTok increasing their trust in 

the product. 

d. From the respondents’ results, 22.7% 

stated that they agree that promotions on 

TikTok increase their trust in the product. 

e. From the respondents’ results, 14.5% 

stated that they strongly agree that pro-

motions on TikTok increase their trust in 

the product.  

6. I am interested in trying a product after 

seeing a promotion on TikTok. 

a. From the respondents’ results, 8.2% 

stated that they strongly disagree with 

being interested in trying a product after 

seeing a promotion on TikTok. 

b. From the respondents’ results, 8.2% 

stated that they disagree with being inter-

ested in trying a product after seeing a 

promotion on TikTok. 

c. From the respondents’ results, 37.3% 

stated that they are neutral about trying a 

product after seeing a promotion on Tik-

Tok. 

d. From the respondents’ results, 33.6% 

stated that they agree with trying a prod-

uct after seeing a promotion on TikTok. 

e. From the respondents’ results, 12.7% 

stated that they strongly agree with trying 

a product after seeing a promotion on 

TikTok.  

7. I look for more information after seeing 

content on TikTok. 

a. From the respondents’ results, 13.6% 

stated that they strongly disagree with 

looking for more information after seeing 

content on TikTok. 

b. From the respondents’ results, 10.9% 

stated that they disagree with looking for 
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more information after seeing content on 

TikTok. 

c. From the respondents’ results, 30.9% 

stated that they are neutral about looking 

for more information after seeing content 

on TikTok. 

d. From the respondents’ results, 29.1% 

stated that they agree with looking for 

more information after seeing content on 

TikTok. 

e. From the respondents’ results, 15.5% 

stated that they strongly agree with look-

ing for more information after seeing con-

tent on TikTok.  

8. I compare products before deciding to 

buy. 

a. From the respondents’ results, 7.3% 

stated that they strongly disagree with 

comparing products before deciding to 

buy. 

b. From the respondents’ results, 9.1% 

stated that they disagree with comparing 

products before deciding to buy. 

c. From the respondents’ results, 23.6% 

stated that they are neutral about com-

paring products before deciding to buy. 

d. From the respondents’ results, 40.0% 

stated that they agree with comparing 

products before deciding to buy. 

e. From the respondents’ results, 20.0% 

stated that they strongly agree with com-

paring products before deciding to buy.  

9. I consider reviews before buying a prod-

uct. 

a. From the respondents’ results, 5.5% 

stated that they strongly disagree with 

considering reviews before buying a 

product. 

b. From the respondents’ results, 7.3% 

stated that they disagree with consider-

ing reviews before buying a product. 

c. From the respondents’ results, 23.6% 

stated that they are neutral about consid-

ering reviews before buying a product. 

d. From the respondents’ results, 41.8% 

stated that they agree with considering 

reviews before buying a product. 

e. From the respondents’ results, 21.8% 

stated that they strongly agree with con-

sidering reviews before buying a product.  

10. I tend to follow the skincare trends that go 

viral on TikTok. 

a. From the respondents’ results, 10.9% 

stated that they strongly disagree with fol-

lowing skincare trends that go viral on 

TikTok. 

b. From the respondents’ results, 20.0% 

stated that they disagree with following 

skincare trends that go viral on TikTok. 

c. From the respondents’ results, 33.6% 

stated that they are neutral about follow-

ing skincare trends that go viral on Tik-

Tok. 

d. From the respondents’ results, 24.5% 

stated that they agree with following skin-

care trends that go viral on TikTok. 

e. From the respondents’ results, 10.9% 

stated that they strongly agree with fol-

lowing skincare trends that go viral on 

TikTok.

4.4 Consumer Trust and Purchasing Decision 
This section discusses respondents’ pur-

chasing decisions after being exposed to digital 

marketing activities on TikTok. Purchasing deci-

sions are influenced by several factors, including 

promotional exposure, product attractiveness, 

consumer trust, influencer recommendations, and 

the credibility of information shared through social 

media platforms. 

Based on the questionnaire results, most re-

spondents stated that TikTok promotional content 

influences their interest in trying skincare products 

and searching for additional product information 

before making purchasing decisions. Promotional 

videos, tutorials, live shopping sessions, influ-

encer endorsements, and viral product trends en-

courage consumers to become more curious 

about promoted products. This finding indicates 

that TikTok plays an important role in increasing 

consumer awareness and stimulating purchasing 

interest through interactive and visually attractive 

digital marketing strategies. 

The findings also show that respondents 

tend to compare products and evaluate reviews 

before deciding to purchase products promoted on 

TikTok. Consumers generally pay attention to 

product quality, authenticity of reviews, and influ-

encer credibility before making purchasing deci-

sions. Positive testimonials and recommendations 

from influencers may strengthen consumer confi-

dence and encourage consumers to consider pur-

chasing promoted products. This condition reflects 

the strong influence of social interaction and online 

reviews on consumer purchasing behavior in digi-

tal environments. 

Furthermore, repeated exposure to promo-

tional content on TikTok may strengthen purchas-

ing intentions and encourage actual purchasing 

behavior. Consumers who frequently encounter 

the same product through viral trends, influencer 

content, and live shopping activities tend to de-

velop higher product familiarity and interest. Tik-

Tok’s algorithm also contributes to increasing 

product visibility by continuously displaying rele-

vant promotional content according to users’ 
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interests and online behavior. As a result, consum-

ers become more likely to consider products re-

peatedly promoted through their For You Page 

(FYP). 

However, although TikTok promotional activ-

ities significantly influence purchasing interest, not 

all consumers directly make purchases after view-

ing promotional content. Several respondents 

stated that they still consider factors such as prod-

uct quality, price suitability, brand reputation, au-

thenticity of reviews, and previous consumer ex-

periences before deciding to purchase products. 

Some respondents also expressed concerns re-

garding misleading promotions and exaggerated 

product claims that may reduce their confidence 

toward promoted products. This finding indicates 

that purchasing decisions are not solely influenced 

by digital marketing intensity but also depend on 

consumer trust and perceived product credibility. 

Overall, the results of this analysis demon-

strate that TikTok digital marketing activities signif-

icantly influence purchasing decisions among 

young consumers in Indonesia. Interactive promo-

tional content, influencer recommendations, viral 

marketing strategies, and repeated product expo-

sure contribute positively to consumer purchasing 

interest and online buying behavior. Nevertheless, 

consumer trust remains an important factor in de-

termining whether promotional exposure ulti-

mately leads to actual purchasing decisions. 

Before presenting the detailed results of 

each statement, the following points explain re-

spondents’ responses regarding purchasing deci-

sions after exposure to TikTok promotional activi-

ties in more detail: 

1. I have purchased local skincare products 

because of a promotion on TikTok. 

a. From the respondents’ results, 8.2% 

stated that they strongly disagree with 

purchasing local skincare products be-

cause of promotions on TikTok. 

b. From the respondents’ results, 12.8% 

stated that they disagree with purchasing 

local skincare products because of pro-

motions on TikTok. 

c. From the respondents’ results, 29.1% 

stated that they are neutral about pur-

chasing local skincare products because 

of promotions on TikTok. 

d. From the respondents’ results, 36.1% 

stated that they agree with purchasing lo-

cal skincare products because of promo-

tions on TikTok. 

e.  From the respondents’ results, 13.8% 

stated that they strongly agree with pur-

chasing local skincare products because 

of promotions on TikTok. 

2. TikTok influences my decisions when pur-

chasing products. 

a. From the respondents’ results, 10.1% 

stated that they strongly disagree that 

TikTok influences their decisions when 

purchasing products. 

b. From the respondents’ results, 10.9% 

stated that they disagree that TikTok in-

fluences their decisions when purchasing 

products. 

c. From the respondents’ results, 38.2% 

stated that they are neutral about TikTok 

influencing their decisions when purchas-

ing products. 

d. From the respondents’ results, 25.4% 

stated that they agree that TikTok influ-

ences their decisions when purchasing 

products. 

e. From the respondents’ results, 15.4% 

stated that they strongly agree that Tik-

Tok influences their decisions when pur-

chasing products. 

3. I feel confident about buying after seeing a 

promotion on TikTok. 

a. From the respondents’ results, 7.3% 

stated that they strongly disagree with 

feeling confident about buying after see-

ing a promotion on TikTok. 

b. From the respondents’ results, 10.9% 

stated that they disagree with feeling con-

fident about buying after seeing a promo-

tion on TikTok. 

c. From the respondents’ results, 55.4% 

stated that they are neutral about feeling 

confident about buying after seeing a 

promotion on TikTok. 

d. From the respondents’ results, 15.5% 

stated that they agree with feeling confi-

dent about buying after seeing a promo-

tion on TikTok. 

e. From the respondents’ results, 10.9% 

stated that they strongly agree with feel-

ing confident about buying after seeing a 

promotion on TikTok. 

4. I am willing to try new products because of 

a promotion on TikTok. 

a. From the respondents’ results, 10.9% 

stated that they strongly disagree with 

trying new products because of promo-

tions on TikTok. 

b. From the respondents’ results, 14.5% 

stated that they disagree with trying new 

products because of promotions on Tik-

Tok. 

c. From the respondents’ results, 47.3% 

stated that they are neutral about trying 

new products because of promotions on 

TikTok. 

d. From the respondents’ results, 15.4% 

stated that they agree with trying new 

products because of promotions on Tik-

Tok. 
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e. From the respondents’ results, 11.8% 

stated that they strongly agree with trying 

new products because of promotions on 

TikTok. 

5. I will buy products promoted on TikTok 

again. 

a. From the respondents’ results, 10.9% 

stated that they strongly disagree with 

buying products promoted on TikTok 

again. 

b. From the respondents’ results, 15.4% 

stated that they disagree with buying 

products promoted on TikTok again. 

c. From the respondents’ results, 50.9% 

stated that they are neutral about buying 

products promoted on TikTok again. 

d. From the respondents’ results, 12.7% 

stated that they agree with buying prod-

ucts promoted on TikTok again. 

e. From the respondents’ results, 10.0% 

stated that they strongly agree with buy-

ing products promoted on TikTok again. 

4.5 Discussion 
The findings of this study indicate that digital 

marketing activities on TikTok significantly influ-

ence consumer behavior, particularly in terms of 

consumer trust and purchasing decisions among 

young consumers in Indonesia. The high intensity 

of TikTok usage among respondents shows that 

social media platforms have become important 

sources of product information, recommendations, 

and purchasing references in the digital economy 

era. Consumers are frequently exposed to promo-

tional videos, influencer endorsements, live shop-

ping activities, and viral skincare trends that may 

affect their perceptions and purchasing interest to-

ward promoted products. 

The results also demonstrate that attractive 

and interactive promotional content positively in-

fluences consumer engagement and awareness. 

Respondents perceived TikTok promotional con-

tent as creative, visually appealing, and informa-

tive, making them more interested in exploring 

product information. This finding supports digital 

consumer behavior theory, which explains that re-

peated exposure to digital marketing content may 

influence consumer perceptions, increase product 

familiarity, and encourage purchasing intentions. 

TikTok’s algorithm also strengthens marketing ef-

fectiveness by continuously displaying promo-

tional content based on users’ interests and online 

behavior. 

In addition, consumer trust was found to play 

an important role in influencing purchasing deci-

sions. Respondents stated that reviews, testimoni-

als, influencer recommendations, and product 

demonstrations affect their confidence toward pro-

moted skincare products. Consumers tend to trust 

products that receive positive reviews and high en-

gagement from other users. This finding is con-

sistent with previous studies stating that social 

proof, influencer credibility, and online reviews sig-

nificantly influence consumer trust and purchasing 

behavior in digital marketing environments. 

However, the findings also indicate that high 

promotional exposure does not always directly 

lead to purchasing decisions. Many respondents 

remained neutral regarding trust toward promo-

tional information and product claims on TikTok. 

Consumers still evaluate product quality, authen-

ticity of reviews, influencer credibility, and brand 

reputation before deciding to purchase products. 

This condition indicates that consumers are be-

coming more selective and critical toward digital 

promotional activities due to concerns regarding 

fake reviews, misleading information, and exag-

gerated marketing claims frequently found on so-

cial media platforms. 

Furthermore, viral marketing trends on TikTok 

significantly contribute to increasing product pop-

ularity and consumer curiosity. Products that fre-

quently appear on users’ For You Pages (FYP) 

and receive high social interaction are more likely 

to attract consumer attention and stimulate pur-

chasing interest. Social influence from influencers, 

content creators, and online communities also 

plays an important role in shaping consumer per-

ceptions and online purchasing behavior. There-

fore, the effectiveness of TikTok digital marketing 

is strongly influenced by content quality, social in-

teraction, and the credibility of promotional infor-

mation. 

Overall, this study demonstrates that TikTok 

has become an effective digital marketing platform 

capable of influencing consumer awareness, trust, 

and purchasing decisions among young consum-

ers in Indonesia. Nevertheless, businesses and 

marketers should not only focus on increasing pro-

motional exposure but also prioritize transparency, 

authenticity, and credibility in marketing communi-

cation to build long-term consumer trust and im-

prove the effectiveness of digital marketing strate-

gies in the digital economy era. 

4.6 Practical Implications 
The findings of this study provide several im-

portant implications for businesses, marketers, 

and future researchers regarding the use of TikTok 

as a digital marketing platform in the digital econ-

omy era. The results indicate that TikTok digital 

marketing activities significantly influence con-

sumer awareness, consumer trust, and purchas-

ing decisions, particularly among young consum-

ers who actively interact with social media plat-

forms. 

From a managerial perspective, businesses 

should focus on creating attractive, creative, and 
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interactive promotional content to increase con-

sumer engagement and purchasing interest. Fea-

tures such as short-form videos, live streaming, in-

fluencer collaborations, and viral marketing strate-

gies can effectively improve product visibility and 

consumer attention on TikTok. Businesses should 

also understand consumer preferences and online 

behavior to develop digital marketing strategies 

that are more relevant and engaging for target au-

diences. 

In addition, the findings highlight the im-

portance of consumer trust in influencing purchas-

ing decisions. Consumers tend to evaluate prod-

uct reviews, testimonials, influencer credibility, 

and the authenticity of promotional information be-

fore making purchases. Therefore, businesses 

and marketers should prioritize transparency, hon-

est communication, and authentic promotional 

strategies to strengthen consumer trust and main-

tain long-term customer relationships. Excessive 

promotions, misleading claims, and fake reviews 

may negatively affect consumer perceptions and 

reduce marketing effectiveness. 

This study also provides implications for dig-

ital marketing development in the skincare indus-

try. TikTok has become an influential platform for 

promoting skincare products through visual 

demonstrations, tutorials, user-generated content, 

and influencer endorsements. Businesses operat-

ing in the beauty and skincare industry can utilize 

TikTok to increase brand awareness, strengthen 

consumer interaction, and encourage online pur-

chasing behavior among digitally active consum-

ers. 

Furthermore, this study contributes academ-

ically to the development of digital consumer be-

havior research by explaining the relationship be-

tween digital marketing exposure, consumer trust, 

and purchasing decisions in social media environ-

ments. The findings support previous studies re-

garding the influence of social interaction, influ-

encer marketing, and digital exposure on online 

consumer behavior. Future researchers are en-

couraged to explore additional variables such as 

electronic word-of-mouth, brand image, influencer 

credibility, and customer satisfaction to obtain 

deeper insights into consumer behavior in digital 

marketing environments. 

Overall, this study demonstrates that the ef-

fectiveness of TikTok digital marketing depends 

not only on promotional intensity but also on the 

credibility, authenticity, and quality of information 

delivered to consumers. Therefore, businesses 

should balance promotional strategies with trust-

building efforts to improve consumer engagement 

and purchasing decisions in the digital economy 

era. 

5. Conclusion And Recommendations 

This study concludes that digital marketing ac-
tivities on TikTok significantly influence consumer 
behavior in the digital economy era, particularly in 
terms of consumer trust and purchasing decisions 
among young consumers in Indonesia. The find-
ings show that TikTok has become an effective 
digital marketing platform due to its interactive fea-
tures, viral marketing strategies, influencer en-
dorsements, and high user engagement. Frequent 
exposure to promotional content through the For 
You Page (FYP), live streaming, tutorials, and 
product reviews may increase consumer aware-
ness, curiosity, and purchasing interest toward 
promoted skincare products. 

The results also indicate that consumer trust 
plays an important role in influencing purchasing 
decisions. Consumers tend to evaluate promo-
tional information, product reviews, testimonials, 
influencer credibility, and product quality before 
making purchases. Positive reviews and authentic 
recommendations may strengthen consumer con-
fidence, while misleading promotions and fake re-
views may reduce trust toward promoted products. 
Therefore, promotional exposure alone is not suf-
ficient to encourage purchasing decisions without 
the support of credible and trustworthy infor-
mation. 

Furthermore, this study demonstrates that 
young consumers are highly influenced by digital 
interaction and social media trends when evaluat-
ing products and making purchasing decisions. 
TikTok users who actively interact with promo-
tional content are more likely to seek additional 
product information, compare products, and con-
sider online reviews before purchasing products. 
This condition reflects the important role of social 
media platforms in shaping modern consumer be-
havior in digital environments. 

This study also provides practical implications 
for businesses and marketers, particularly in the 
skincare industry. Businesses should focus on cre-
ating attractive, interactive, and credible promo-
tional content to improve consumer engagement 
and trust. In addition, transparency, authenticity, 
and honest communication are essential for main-
taining positive consumer perceptions and 
strengthening long-term customer relationships in 
digital marketing environments. 

However, this study has several limitations. 
The respondents were dominated by young con-
sumers and active TikTok users, which may limit 
the generalization of findings to broader consumer 
groups. In addition, this study used descriptive 
analysis methods, so the results cannot fully ex-
plain causal relationships between variables. 
Therefore, future studies are expected to involve 
larger and more diverse respondent groups and 
apply more advanced analytical methods to obtain 
deeper insights into digital consumer behavior and 
the effectiveness of social media marketing strat-
egies. 
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