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ABSTRACT 

This study aims to examine the effect of TikTok content and advertising on purchasing deci-

sions mediated by brand awareness in the Polossurabaya fashion brand. In the digital era, 

content and advertising on social media platforms such as TikTok have great potential to 

influence consumer behavior. This study aims to prove the effect of TikTok content and ad-

vertisements on purchasing decisions and understand the mediating role of brand awareness 

in this context. This research uses a quantitative approach with the Structural Equation 

Modeling method and Partial Least Square path analysis (SEM-PLS). The study population 

was all followers of the TikTok Polossurabaya account, with a sample of 338 respondents 

selected using the Simple Random Sampling technique. The results showed that TikTok con-

tent has a significant effect on brand awareness, but does not directly affect purchasing de-

cisions. Conversely, TikTok advertising also has a significant effect on brand awareness 

and, through the mediation of brand awareness, affects purchasing decisions. Brand aware-

ness proved to be a strong mediating factor between TikTok content and advertising on pur-

chasing decisions. This study provides practical implications for Polossurabaya's marketing 

management to improve the quality of content and advertising on TikTok to strengthen brand 

awareness and drive purchasing decisions. The findings also emphasize the importance of 

an integrated digital marketing strategy to achieve optimal results in influencing consumer 

behavior on social media. 
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 INTRODUCTION 

TikTok has had a significant impact on the business world, especially in 

marketing and branding. TikTok has become a digital marketing tool because 

besides being easy to use, it is also attractive to many users. TikTok is a social 

media platform that is famous for its creative and entertaining short video format. 
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Apart from being a popular platform among its users, especially the productive age 

group, TikTok has become an attractive destination for marketers to develop social 

media marketing strategies. TikTok is one of the social media marketing that can 

support marketing, which contains several components, namely communicators 

(merchants), marketed materials or products, marketing support media, 

communicators (buyers), and marketing communication objectives (Veronika, 

2022). 

The potential for advertising on Tiktok comes from several things, including 

which content contains information that you want to convey to the audience, what 

kind of content, and how they respond to the content. Content is any form of 

information presented by marketers in the form of text, images, audio, video, or a 

combination as a whole with the aim of entertaining, conveying information, and 

educating consumers. If marketers are able to present creative content in digital 

marketing that is carried out. These creative contents are also advertisements for 

marketers (Ekaputri et al., 2021). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. polossurabaya TikTok content 

Figure 1 is some Tiktok polossurabaya content that has been viewed and has 

an attachment to consumers. In this case, it is shown that the viewers on the TikTok 

polossurabaya account have an audience of one hundred to thousands of viewers 

for each content post uploaded by the polossurabaya fashion brand account.  

Advertising on social media such as TikTok often occurs unintentionally by 

marketers, because it is intentionally desired by consumer actions that determine 
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the nature and duration of exposure (Gómez-Suárez et al., 2017). The level of au-

dience interaction with the ad is the best measure of the effectiveness of an ad on 

social media. Ads on social media often encourage direct interaction from the au-

dience, whether in the form of comments, likes, or sharing content (Khalifa, 2014). 

The TikTok application has been developing in Indonesia since 2020 

although it has been introduced to people around the world since 2018. At the 

beginning of its appearance, TikTok was blocked by the Ministry of 

Communication and Information Technology (Kominfo) because the application 

had a negative impact on children. But after this incident, TikTok made many 

changes, where the content presented was of higher quality and more creative, even 

now TikTok is developing several features, including short videos, special effects 

(face filters), video editing, duet features, live shopping, social commerce (TikTok 

Shop). These features make TikTok an attractive platform for creating, interacting, 

and sharing content with other users (Dewa & Safitri, 2021). 

One of the MSMEs that uses TikTok as an advertising medium is 

Polossurabaya, which is an agent for plain T-shirts, shirts and jackets.  

 
Figure 2. polossurabaya product collection 

Figure 2 is a photo of some of the products sold by the polossurabaya fashion 

brand. It can be seen that the brand has a large selection of colors and models. Not 

only t-shirts but also additional accessories such as hats with various color choices. 

Polossurabaya itself has been established since 2017 and currently has 2,158 

followers on TikTok with sales reaching hundreds of pieces every month. 
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Figure 3. TikTok Polossurabaya account 

Source: TikTok @polossurabaya 

Currently, Polossurabaya has been marketing through several social media 

and marketplaces, such as TikTok, Instagram, Shopee, and Tokopedia. However, 

TikTok social media is more interesting to study considering that TikTok is not 

only present as social media but also as a marketing medium that helps Polossura-

baya to build brand awareness among consumers. Brand Awareness is the level of 

understanding, knowledge, and concern of potential consumers to recognize or re-

call about a brand based on its logo, name, slogan, and other characteristics so that 

it describes the brand's presence in the minds of consumers, because the higher the 

brand awareness that consumers have, the higher the consumer's interest in buying 

the brand (Ameliawaty & Halilah, 2017). 

 
Figure 4. Polossurabaya logo 
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When viewed again, the Polossurabaya logo is a form of brand awareness, 

where the yellow color symbolizes energy, joy, optimism, creativity, and splendor 

considering that Polossurabaya sells plain t-shirts in various colors, then the Latin 

"P" logo shows sustainability and always shines. As for the name "Polossurabaya" 

because this MSME business was started by selling plain t-shirts domiciled in Su-

rabaya City. The better the logo, name, slogan, and other characteristics created by 

Polossurabaya, the higher the brand awareness that consumers have so that the 

higher the consumer's interest in buying the brand (Ameliawaty & Halilah, 2017). 

The form of interest in buying Polossurabaya products is the purchase decision. 

Purchase Decision is consumer behavior in making a decision to buy a prod-

uct with the process of evaluating the product beforehand. The evaluation carried 

out can be in the form of product benefits, product content, price, and product rec-

ommendations from consumers who have used it (Suharto, 2019). Purchase deci-

sions made by consumers are reflected in the number of Polossurabaya sales, espe-

cially in 2023. 

 
Figure 5. Total Sales of Polossurabaya Products in 2023 

Source: Internal Polossurabaya 

The graph shows that Polossurabaya's sales have not been consistent because 

there was a significant increase to 87.86% in April 2023, but a sharp decline again 

in May 2023 to reach 67.52%. This decrease shows a low consumer purchase deci-

sion caused by a decrease in viewers of Content and Ads on TikTok, resulting in a 

decrease in consumer brand awareness. Therefore, through this research, it is hoped 

that it can produce improvements in both TikTok Polosurabaya Content and Ads so 

that consumer brand awareness and purchase decisions increase (Alzaanin, 2020). 

Several previous researchers who also studied Content, Advertising, Brand 

Awareness, and Purchase Decision are research gaps in this study, where the first 

research gap belongs to Khalifa (2014)who obtained research results that although 

electronic advertising is considered a revolution in terms of commercial communi-

cation, there are still many questions raised about its effectiveness. Many conditions 
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must be satisfied. The advantages of this new form of communication are numerous 

including mainly time and money advantages and interactivity with customers (Jo-

han et al., 2021). However, the Internet can be considered a double-edged weapon. 

Advantages should not obscure disadvantages especially in cases of falsification or 

rumors. Due to the speed of information circulation, advantages can turn into dis-

advantages. 

Furthermore, the second research gap belongs to Mafael et al. (2021)who ob-

tained research results that uniqueness and consistency are important aspects of cre-

ativity that lead to buzz, but they also suggested that creating buzz-generating ads 

is more complex than simply balancing the tradeoffs of running ads that have high 

uniqueness compared to other ads, yet are consistent from year to year. 

Then the second research gap belonging to Ameliawaty & Halilah 

(2017)obtained research results that the influence of brand awareness on making 

purchasing decisions is very large. Consumers do not make a product their choice 

in terms of brands if their brand awareness is not said to be good, as evidenced by 

people who prefer more well-known brands. Therefore, based on the three research 

gaps, further research will be carried out by raising the title "The Effect of Tiktok 

Content and Advertising on Purchase Decision Mediated by Brand Awareness at 

Fashion Brand Polossurabaya". 

 

RESEARCH METHOD 

This research is a type of quantitative research. This study is designed to 

prove the truth of the hypothesis of the influence of TikTok Content and Ads on 

purchase decisions mediated by brand awareness of the Polossurabaya fashion 

brand by using SmartPLS statistical tools to prove many relationships between var-

iables (multivariate) as described in the conceptual framework (Priadana & Sunarsi, 

2021). This study uses a population of all followers of the TikTok fashion brand 

Polossurabaya account of 2,158 followers. The research sample was selected using 

the Simple Random Sampling technique, which is a random sampling technique 

without certain criteria. The research sample was calculated using the Slovin for-

mula from a population of 2,158 followers so that a minimum sample calculation 

of 338 respondents was obtained (Gümüş, 2018). In accordance with the conceptual 

framework, the analysis technique used in this research is Stuctural Equation Mod-

eling with Partial Least Square (SEM-PLS) path analysis.  The data analysis tech-

niques used in this study are outer model, inner model and hypothesis testing.  

 

RESULT AND DISCUSSION 

In accordance with the conceptual framework, the analysis technique used in 

this research is Stuctural Equation Modeling with Partial Least Square path analysis 

(SEM-PLS), which is a statistical method used to model and test complex 
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relationships between variables in a model (Hamid & Anwar, 2019). In SEM-PLS 

there are several analysis procedures including:  

 

Convergent Validity 

 

Table 1. Loading Factors Convergent Validity 

Indicator 
Content 

(X1) 

Advertising 

(X2) 

Brand Awareness 

(Z) 

Purchase Decision 

(Y) 

X1.1 0.698    

X1.2 0.680    

X1.3 0.750    

X1.4 0.684    

X2.1  0.726   

X2.2  0.721   

X2.3  0.767   

X2.4  0.711   

X2.5  0.711   

Y.1    0.731 

Y.2    0.714 

Y.3    0.743 

Y.4    0.748 

Y.5    0.748 

Y.6    0.746 

Y.7    0.743 

Z.1   0.734  

Z.2   0.731  

Z.3   0.785  

Z.4   0.770  

Source: SmartPLS Data Processing, 2024 

Convergent Validity is the initial stage to ensure that all data is valid or valid 

by looking at the Loading Factors value. Data is said to be valid or valid, if the 

Loading Factors value is greater than 0.6. When viewed from table 4.10, all indica-

tors have met the validity requirements because they have a value of more than 0.6, 

it can be concluded that all indicators are valid. 
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Discriminant Validity 

 

Table 2. Loading Factors Convergent Validity 

Indicator 
Content 

(X1) 

Advertisin

g (X2) 

Brand Awareness 

(Z) 

Purchase Decision 

(Y) 

X1.1 0.698 0.378 0.236 0.247 

X1.2 0.680 0.378 0.304 0.162 

X1.3 0.750 0.469 0.266 0.162 

X1.4 0.684 0.421 0.281 0.227 

X2.1 0.501 0.726 0.281 0.226 

X2.2 0.399 0.721 0.325 0.264 

X2.3 0.458 0.767 0.403 0.255 

X2.4 0.388 0.711 0.337 0.185 

X2.5 0.390 0.711 0.374 0.256 

Z.1 0.277 0.385 0.734 0.360 

Z.2 0.292 0.348 0.731 0.323 

Z.3 0.290 0.371 0.785 0.421 

Z.4 0.313 0.343 0.770 0.474 

Y.1 0.186 0.250 0.428 0.731 

Y.2 0.167 0.223 0.443 0.714 

Y.3 0.207 0.292 0.370 0.743 

Y.4 0.239 0.274 0.373 0.748 

Y.5 0.221 0.271 0.347 0.748 

Y.6 0.188 0.163 0.357 0.746 

Y.7 0.277 0.225 0.389 0.743 

Source: SmartPLS Data Processing, 2024 

Discriminant Validity is the second stage to ensure that all data is valid or 

valid by looking at the Cross Loading value. Data is said to be valid or valid, if the 

Cross Loading value is greater than 0.6. When viewed from table 2, all indicators 

have met the validity requirements because they have a value of more than 0.6, it 

can be concluded that all indicators are valid. 

 

Composite Reliability 

Table 3. Composite Reliability 

 Cronbach's Alpha Composite Reliability 

Content (X1) 0.660 0.797 

Advertising (X2) 0.778 0.849 

Brand Awareness (Z) 0.750 0.842 

Purchase Decision (Y) 0.862 0.894 

Source: SmartPLS Data Processing, 2024 
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Composite Reliability is the third stage to ensure that all data is reliable or 

feasible by looking at the Cronbach's Alpha and Composite Reliability values. Data 

is said to be reliable or feasible, if the Cronbach's Alpha and Composite Reliability 

values are greater than 0.6 (Hair & Alamer, 2022). When viewed from table 4.12, 

all indicators have met the reliability requirements because they have a value of 

more than 0.6, it can be concluded that all indicators are reliable. 

 

R-Square 

Table 4. R-Square 

Variables R Square R Square Adjusted 

Brand Awareness (Z) 0.246 0.242 

Purchase Decision (Y) 0.288 0.282 

Source: SmartPLS Data Processing, 2024 

R-Square is a stage to determine the amount of correlation formed between 

the independent variable with the mediating variable and the dependent variable. If 

the percentage obtained exceeds 50%, the correlation formed is large (Hamid & 

Anwar, 2019). 

When viewed from table 4 Brand Awareness (Z) has an R-Square of 0.246, 

meaning that the variables Content (X1) and Advertising (X2) only have a correla-

tion of 24.6% with Brand Awareness (Z). While the remaining 75.4% is influenced 

by other variables not used in this study such as Product Quality and Brand Image.  

Then the Adjusted R-Square is 0.242, meaning that the Content (X1) and Ad-

vertising (X2) variables are able to explain their relationship with Brand Awareness 

(Z) only by 24.2%.  

Furthermore, Purchase Decision (Y) has an R-Square of 0.288, meaning that 

the variables Content (X1) and Advertising (X2) only have a correlation of 28.8% 

to Purchase Decision (Y). While the remaining 71.2% is influenced by other varia-

bles not used in this study such as Product Quality and Brand Image. 

Then the Adjusted R-Square is 0.282, meaning that the variables Content 

(X1) and Advertising (X2) are able to explain their relationship with Purchase De-

cision (Y) only 28.2%. 
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Figure 1. SEM-PLS Framework 

Source: SmartPLS Data Processing, 2024 

 

Path Coefficient 

Table 5. Path Coefficient 

 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Brand Awareness (Z) -> 

Purchase Decision (Y) 
0.470 0.471 0.066 7.132 0.000 

Advertising (X2) -> 

Brand Awareness (Z) 
0.381 0.380 0.068 5.567 0.000 

Advertising (X2) -> 

Purchase Decision (Y) 
0.066 0.067 0.061 1.080 0.280 

Content (X1) -> Brand 

Awareness (Z) 
0.165 0.169 0.057 2.891 0.004 

Content (X1) -> 

Purchase Decision (Y) 
0.065 0.070 0.063 1.026 0.305 

Source: SmartPLS Data Processing, 2024 

Path Coefficient is a stage to prove the truth of the hypothesis directly without 

going through the mediating variable. If the p-value is smaller than 0.05, the hy-

pothesis is accepted. Based on table 4.14, the following analysis can be done: 

1. The first hypothesis on the effect of TikTok content on purchase decision ob-

tained a p-value of 0.305 which is greater than 0.05, so the first hypothesis is 

rejected, meaning that TikTok content does not have a significant effect on pur-

chase decisions on the Polossurabaya fashion brand. 

2. The second hypothesis for the effect of TikTok advertisements on purchase de-

cisions obtained a p-value of 0.280 which is greater than 0.05, so the second 
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hypothesis is rejected, meaning that TikTok advertisements do not have a sig-

nificant effect on purchase decisions in the Polossurabaya fashion brand. 

3. The third hypothesis of the effect of TikTok content on brand awareness ob-

tained a p-value of 0.004 which is smaller than 0.05, so the third hypothesis is 

accepted, meaning that TikTok content has a positive and significant effect on 

brand awareness of the Polossurabaya fashion brand. 

4. The fourth hypothesis of the effect of TikTok advertising on brand awareness 

obtained a p-value of 0.000 which is smaller than 0.05, so the fourth hypothesis 

is accepted, meaning that TikTok advertising has a positive and significant effect 

on brand awareness of the Polossurabaya fashion brand. 

5. The fifth hypothesis for the effect of brand awareness on purchase decisions ob-

tained a p-value of 0.000 which is smaller than 0.05, so the fifth hypothesis is 

accepted, meaning that brand awareness has a positive and significant effect on 

purchase decisions in the Polossurabaya fashion brand. 

 

Specific Indirect Effect 

Table 6. Specific Indirect Effect 

 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Advertising (X2) -> 

Brand Awareness (Z) 

-> Purchase Decision 

(Y) 

0.179 0.178 0.038 4.706 0.000 

Content (X1) -> Brand 

Awareness (Z) -> 

Purchase Decision (Y) 

0.078 0.080 0.030 2.579 0.010 

Source: SmartPLS Data Processing, 2024 

Specific Indirect Effect is a stage to prove the truth of the hypothesis indi-

rectly or through mediating variables. If the p-value is smaller than 0.05, the hy-

pothesis is accepted. Based on table 4.15, the following analysis can be done: 

1) The sixth hypothesis of the effect of TikTok content on purchase decisions me-

diated by brand awareness obtained a p-value of 0.010 which is smaller than 

0.05, so the sixth hypothesis is accepted, meaning that TikTok content has a 

positive and significant effect on purchase decisions mediated by brand aware-

ness in the Polossurabaya fashion brand. 

2) The seventh hypothesis of the effect of TikTok advertising on purchase decisions 

mediated by brand awareness obtained a p-value of 0.000 which is smaller than 

0.05, so the seventh hypothesis is accepted, meaning that TikTok advertising has 
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a positive and significant effect on purchase decisions mediated by brand aware-

ness on the Polossurabaya fashion brand. 

 

Discussion  

The influence of TikTok content on purchase decisions for the fashion 

brand Polossurabaya. 

Based on the results of the path coefficient analysis, it is found that TikTok 

content does not have a significant effect on purchase decisions on the Polossura-

baya fashion brand because it has a p-value of 0.305 which is greater than 0.05. The 

results of this analysis contradict the research by Li et al. (2022) which explains 

that content has a positive effect on purchase decisions. 

Content in Digital Marketing is a form of marketing strategy development because 

content is a form of interactive marketing designed to enable consumer engagement 

both directly and indirectly so as to generate brand awareness, brand image, and 

sales (Silaban, 2023). Interesting content supported by digital speed will provide 

valuable information for consumers while providing a larger audience reach, so that 

a close relationship between consumers and brands can continue to be created 

through the content delivered. Quality and informative digital marketing content 

can help build trust between brands and consumers. When consumers feel that the 

brand can provide honest and useful information, consumer confidence in the brand 

increases so that they choose to buy the product or service (Li et al., 2022). 

The results of this study contradict this statement because Purchase Decision 

(Y) has an R-Square of 0.288, meaning that the Content variable (X1) only has a 

28.8% correlation with Purchase Decision (Y). This small correlation shows that 

TikTok Polossurabaya content has not been able to influence the purchase decision 

of followers on the TikTok Polossurabaya account so that content improvements 

need to be made so that consumer decisions to buy Polossurabaya products continue 

to increase. In this case, TikTok content does not provide the right information re-

garding the product to encourage buyers to make purchasing decisions, the quality 

of TikTok content is less attractive than competitors so that buyers are not directly 

interested in purchasing decisions and TikTok content has no direct interaction to 

invite buyers to buy products in making purchasing decisions. 

 

The influence of TikTok advertising on purchase decisions for the fashion 

brand Polossurabaya 

Based on the results of the path coefficient analysis, it is found that TikTok 

advertising does not have a significant effect on purchase decisions on the Po-

lossurabaya fashion brand because it has a p-value of 0.280 which is greater than 

0.05. The results of this analysis contradict the research of Mafael et al. (2021) 

which explains that advertising has a positive effect on purchase decisions. 
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Measuring creativity is important in advertising but it is important to under-

stand that many companies are skeptical of advertising creativity, as there is limited 

research on the impact of creativity on brand advertising results. However, creative 

ads tend to stand out and attract consumers' attention. When consumers are attracted 

to the creative ad, they are more likely to pay attention to the brand and its products. 

This makes it possible to create a positive initial impression and influence the deci-

sion-making process in purchasing the advertised product or service. 

The results of this study contradict this statement because Purchase Decision 

(Y) has an R-Square of 0.288, meaning that the Advertising variable (X2) only has 

a 28.8% correlation with Purchase Decision (Y). This small correlation shows that 

TikTok Polossurabaya advertisements have not been able to influence purchase de-

cisions on followers on the TikTok Polossurabaya account so that it is necessary to 

improve the advertisements or promos offered so that consumer decisions to buy 

Polossurabaya products continue to increase. In this case, advertising has no effect 

on purchasing decisions because TikTok advertisements do not have a call to action 

to click on an advertisement to make a purchase decision, TikTok advertisements 

are not easy to remember and make buyers not make purchasing decisions directly 

when TikTok advertisements are displayed, and the large number of TikTok adver-

tisements circulating makes the level of buyer interest not make purchasing deci-

sions at the polossurabaya fashion brand. 

 

The influence of TikTok content on brand awareness of the Polossurabaya 

fashion brand. 

Based on the results of the path coefficient analysis, it is found that TikTok 

content has a positive and significant effect on brand awareness in the Polossura-

baya fashion brand because it has a p-value of 0.004 which is smaller than 0.05. 

The results of this analysis are in line with the research of Ekaputri et al. (2021) 

which explains that content has a positive effect on brand awareness. 

Content is any form of information presented by marketers in the form of text, 

images, audio, video, or a combination as a whole with the aim of entertaining, 

conveying information, and educating consumers. If marketers are able to present 

creative content in digital marketing, it will result in an increase in brand awareness 

of the brand. Digital content presented by marketers can add new value to consum-

ers to introduce quality content so that it can meet their needs and brand awareness 

(Ekaputri et al., 2021).  

The results of this study are in line with this statement because TikTok Po-

lossurabaya content has been able to create brand awareness in followers on the 

TikTok Polossurabaya account but not optimally, so it is necessary to improve the 

content in order to create brand awareness in the minds of consumers, if you want 

to buy a plain t-shirt, the quality brand is Polossurabaya. 
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The effect of TikTok advertising on brand awareness of the Polossurabaya 

fashion brand. 

Based on the results of the path coefficient analysis, it is found that TikTok 

advertising has a positive and significant effect on brand awareness in the Po-

lossurabaya fashion brand because it has a p-value of 0.000 which is smaller than 

0.05. The results of this analysis are in line with the research of Setiawan & Rabuani 

(2019) which explains that advertising has a positive effect on brand awareness. 

Advertising on social media often occurs unintentionally by marketers, be-

cause it is intentionally desired by consumer actions that determine the nature and 

duration of exposure. The level of audience interaction with the ad is the best meas-

ure of the effectiveness of an ad on social media. Ads on social media often encour-

age direct interaction from the audience, whether in the form of comments, likes, 

or sharing content. These interactions can help strengthen brand awareness because 

the audience will be more engaged with the brand and more likely to remember it 

in the future (Setiawan & Rabuani, 2019). 

The results of this study are in line with this statement because TikTok Po-

lossurabaya advertisements have been able to create brand awareness in followers 

on the TikTok Polossurabaya account, so it needs to be maintained so that Po-

lossurabaya's positioning in the minds of consumers is maintained. 

 

The effect of brand awareness on purchase decisions on the Polossurabaya 

fashion brand. 

Based on the results of the path coefficient analysis, it is found that brand 

awareness has a positive and significant effect on purchase decisions on the Po-

lossurabaya fashion brand because it has a p-value of 0.000 which is smaller than 

0.05. The results of this analysis are in line with the research of Ameliawaty & 

Halilah (2017) which explains that brand awareness has a positive effect on pur-

chase decisions. 

Brand Awareness is the level of understanding, knowledge, and concern of 

potential consumers to recognize or recall about a brand based on logos, names, 

slogans, and other characteristics so that describes the existence of the brand in the 

minds of consumers, because the higher the brand awareness that consumers have, 

the higher the consumer's interest in buying the brand (Azad & Roshan, 2014). 

The results of this study are in line with this statement because the brand 

awareness created by Polossurabaya has been able to generate purchase decisions 

in followers on the Polossurabaya TikTok account, so it needs to be maintained to 

help increase the number of Polossurabaya sales, especially in plain t-shirt products. 
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The effect of TikTok content on purchase decisions mediated by brand 

awareness in the Polossurabaya fashion brand. 

Based on the results of the specific indirect effect analysis, it is found that 

TikTok content has a positive and significant effect on purchase decisions mediated 

by brand awareness on the Polossurabaya fashion brand because it has a p-value of 

0.000 which is smaller than 0.05. The results of this analysis are in line with the 

research of Ekaputri et al. (2021) and Ameliawaty & Halilah (2017) which explain 

that content has a positive effect on purchase decisions mediated by brand aware-

ness. 

Content is any form of information presented by marketers in the form of text, 

images, audio, video, or a combination as a whole with the aim of entertaining, 

conveying information, and educating consumers. If marketers are able to present 

creative content in digital marketing, it will result in an increase in brand awareness 

of the brand. Digital content presented by marketers can add new value to consum-

ers to introduce quality content so that it can meet their needs and brand awareness 

(Rancati & Gordini, 2014). Brand Awareness is the level of understanding, 

knowledge, and concern of potential consumers to recognize or recall about a brand 

based on logos, names, slogans, and other characteristics so that it describes the 

brand's presence in the minds of consumers, because the higher the brand awareness 

that consumers have, the higher the consumer's interest in buying the brand (Ame-

liawaty & Halilah, 2017). 

The results of this study are in line with this statement because content is able to 

produce an increase in purchase decisions which is also influenced by an increase 

in brand awareness in the minds of TikTok Polossurabaya followers, meaning that 

the brand awareness created by Polossurabaya through TikTok content has been 

able to generate purchase decisions in followers, so it needs to be maintained to 

help increase the number of Polossurabaya sales, especially in plain t-shirt products. 

 

The effect of TikTok advertising on purchase decisions mediated by brand 

awareness on the Polossurabaya fashion brand. 

Based on the results of the specific indirect effect analysis, it is found that 

TikTok advertising has a positive and significant effect on purchase decisions me-

diated by brand awareness on the Polossurabaya fashion brand because it has a p-

value of 0.000 which is smaller than 0.05. The results of this analysis are in line 

with the research of Setiawan & Rabuani (2019) and Ameliawaty & Halilah (2017) 

who explain that advertising has a positive effect on purchase decisions mediated 

by brand awareness. 

Advertising on social media often occurs unintentionally by marketers, be-

cause it is intentionally desired by consumer actions that determine the nature and 

duration of exposure. The level of audience interaction with the ad is the best 
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measure of the effectiveness of an ad on social media. Ads on social media often 

encourage direct interaction from the audience, whether in the form of comments, 

likes, or sharing content. Such interaction can help strengthen brand awareness be-

cause the audience will be more engaged with the brand and more likely to remem-

ber it in the future (Khalifa, 2014). Brand Awareness is the level of understanding, 

knowledge, and concern of potential consumers to recognize or recall about a brand 

based on logos, names, slogans, and other characteristics so that it describes the 

brand's presence in the minds of consumers, because the higher the brand awareness 

that consumers have, the higher the consumer's interest in buying the brand (Ame-

liawaty & Halilah, 2017). 

The results of this study are in line with this statement because advertising is 

able to produce an increase in purchase decisions which is also influenced by an 

increase in brand awareness in the minds of TikTok Polossurabaya followers, 

meaning that the brand awareness created by Polossurabaya through TikTok adver-

tising has been able to generate purchase decisions in followers, so it needs to be 

maintained to help increase the number of Polossurabaya sales, especially in plain 

t-shirt products. 

 

CONCLUSION 

Based on the research results, several conclusions can be drawn to answer the 

problems in this study. The results show that TikTok content and advertisements 

from Polossurabaya have not been able to make a significant contribution to pur-

chase decisions even though they have created brand awareness among followers. 

To increase purchasing decisions, it is necessary to make improvements to content 

and advertisements to make them more attractive and effective. Brand awareness is 

proven to have a significant influence on purchasing decisions, indicating that ex-

isting brand awareness can support increased sales if maintained and improved. In 

addition, TikTok content and advertisements mediated by brand awareness are able 

to make a significant contribution to purchasing decisions, indicating the im-

portance of synergy between brand awareness and digital marketing strategies to 

maximize their impact on sales of Polossurabaya t-shirt products. Efforts to im-

prove this content and advertising strategy need to be continued so that brand posi-

tioning remains strong and relevant in the minds of consumers. 

 

 

 

 

 

 

 

 



Eduvest - Journal of Universal Studies 

Volume 5, Number 1, January, 2025 

 

 

43  http://eduvest.greenvest.co.id 

REFERENCES 

Alzaanin, R. (2020). A Conceptual Review of Digital Content Marketing Strategy 

as an Effective Practice to Grow Small Business. International Journal of 

Economics, Business, and Entrepreneurship, 3(2), 132–137. 

Ameliawaty, R., & Halilah, D. I. (2017). Pengaruh Brand Awareness terhadap 

Consumer Decision Making The Influence of Brand Awareness to Consumer 

Decision Making. Jurnal Riset Bisnis & Investasi, 3(2). 

Azad, N., & Roshan, A. (2014). Measuring Purchase‐decision involvement. 

Management Science Letters, 4(8), 1859–1864. 

Dewa, C. B., & Safitri, L. A. (2021). Pemanfaatan Media Sosial Tiktok Sebagai 

Media Promosi Industri Kuliner Di Yogyakarta Pada Masa Pandemi Covid-19 

(Studi Kasus Akun TikTok Javafoodie). Khasanah Ilmu - Jurnal Pariwisata 

Dan Budaya, 12(1), 65–71. https://doi.org/10.31294/khi.v12i1.10132 

Ekaputri, H. E., Nurfadilah, F. A., Rafsanzani, F., & Santy, R. D. (2021). The Effect 

of Creative Content to Increase Brand Awareness: Information Technology-

Based Marketing Strategies. International Journal of Research and Applied 

Technology, 1(2), 410–423. 

Gómez-Suárez, M., Martínez-Ruiz, M. P., & Martínez-Caraballo, N. (2017). 

Consumer-brand relationships under the marketing 3.0 paradigm: a literature 

review. Frontiers in Psychology, 8, 252. 

Gümüş, A. P. D. Ç. (2018). RESEARCH METHODS USED IN MEASUREMENT 

OF ADVERTISING EFFECTIVENESS AND COMPARATIVE 

STRENGTHS. The Online Journal of Communication and Media–April, 4(2). 

Hair, J., & Alamer, A. (2022). Partial Least Squares Structural Equation Modeling 

(PLS-SEM) in second language and education research: Guidelines using an 

applied example. Research Methods in Applied Linguistics, 1(3), 100027. 

Hamid, R. S., & Anwar, S. M. (2019). Structural equation modeling (SEM) berbasis 

varian: Konsep dasar dan aplikasi dengan program SmartPLS 3.2. 8 dalam 

riset bisnis. PT Inkubator Penulis Indonesia. 

Johan, A., Rosadi, B., & Anwar, T. A. (2021). Product Ranking: Measuring Product 

Reviews on the Purchase Decision. Journal of Business Studies and 

Mangement Review, 4(2), 105–110. 

Khalifa, A. H. (2014). Measuring the effectiveness of online advertising: the 

Tunisian context. International Journal of Management Excellence, 3(1). 

Li, C. H., Chan, O. L. K., Chow, Y. T., Zhang, X., Tong, P. S., Li, S. P., Ng, H. Y., 

& Keung, K. L. (2022). Evaluating the effectiveness of digital content 

marketing under mixed reality training platform on the online purchase 

intention. Frontiers in Psychology, 13, 881019. 



Titan Ardyansyah Akasadewa, Wiwik Handayani 

The Influence of Tiktok Content and Advertising on Purchase Decisions Mediated by 

Brand Awareness on Fashion Brand Polossurabaya 

  44 

Mafael, A., Raithel, S., Taylor, C. R., & Stewart, D. W. (2021). Measuring the Role 

of Uniqueness and Consistency to Develop Effective Advertising. Journal of 

Advertising, 50(4), 494–504. https://doi.org/10.1080/00913367.2021.1883488 

Priadana, M. S., & Sunarsi, D. (2021). Metode penelitian kuantitatif. Pascal Books. 

Rancati, E., & Gordini, N. (2014). Content marketing metrics: Theoretical aspects 

and empirical evidence. European Scientific Journal, 10(34). 

Setiawan, B., & Rabuani, C. C. (2019). Pengaruh iklan dan endorser terhadap brand 

awareness serta dampaknya pada keputusan pembelian. Riset: Jurnal Aplikasi 

Ekonomi Akuntansi Dan Bisnis, 1(1), 1–15. 

Suharto. (2019). The Measurement of Purchase Decision Using Service Quality 

Through Brand Equity. International Journal of Management Sciences and 

Business Research, 8(2), 2226–8235. http://www.ijmsbr.com 

Veronika, K. (2022). Pemanfaat Media Sosial Tiktok Sebagai Media Pembelajaran 

Parafrase Bagi Mahasiswa. Jurnal Ilmu Komunikasi Universitas Islam Negeri 

Sultan Syarif Kasim Riau. 

  

 


