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ABSTRACT

The advancement of digital technology has reshaped the way businesses
conduct marketing activities and interact with consumers. The widespread adoption
of social media has provided organizations with new opportunities to communicate
with target markets through engaging and interactive content. Among the growing
number of digital platforms, TikTok Shop has gained considerable popularity as a
social commerce platform, especially among Generation Z, a demographic group
known for its intensive use of social media and online shopping applications. As a
result, social media marketing has become a key element that may affect
consumers’ intentions to purchase products offered through digital channels. This
study investigates the effect of social media marketing on the buying interest of
Generation Z consumers using TikTok Shop. A quantitative research design was
employed, utilizing a survey as the primary data collection method. Data were
obtained through questionnaires administered to Generation Z users of TikTok
Shop. Respondents were selected through purposive sampling based on
predetermined criteria, and the proposed relationship between variables was
analyzed using simple linear regression. The findings are expected to provide
practical insights for companies and digital marketing practitioners regarding the
effectiveness of social media marketing in stimulating consumer buying interest
within social commerce environments. In addition, this study contributes to the
existing body of knowledge in marketing management, particularly in the fields of
digital marketing, social commerce, and consumer behavior in the digital age.

Keywords: buying interest, digital marketing, Generation Z, social media
marketing, TikTok Shop

1. INTRODUCTION

The rapid advancement of digital technology has fundamentally transformed the way
businesses operate and interact with consumers. The widespread adoption of the internet,
smartphones, and digital platforms has created a highly connected environment where
consumers can access information, communicate, and conduct transactions anytime and
anywhere. rapid advancement of digital technology has prompted organizations to move
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beyond conventional marketing practices and adopt digital-oriented strategies that prioritize
consumer interaction, personalized communication, and active engagement (Dwivedi et al.,
2021; Yadav et al.,, 2023). In today's highly competitive business environment, digital
marketing has evolved into a critical instrument for maintaining and enhancing organizational
competitiveness.

Among the numerous digital marketing platforms available, social media has become a
particularly powerful medium for facilitating communication between businesses and
consumers. Social media marketing involves leveraging social networking platforms to deliver
value, disseminate information, and engage customers through interactive and user-oriented
content. Compared with traditional forms of advertising, this approach encourages direct and
continuous interaction between firms and consumers, allowing businesses to strengthen
customer relationships, improve brand visibility, and shape consumer perceptions more
effectively (Alalwan et al., 2022). Furthermore, the broad reach and cost efficiency offered by
social media platforms have motivated organizations, regardless of size, to incorporate social
media marketing into their overall marketing efforts.

The increasing sophistication of social media platforms has also given rise to social
commerce, which combines social networking functions with online purchasing activities.
Through social commerce, consumers can search for products, compare alternatives,
communicate with sellers, and finalize transactions within the same digital environment. This
integration has transformed the purchasing process by providing a more seamless, engaging,
and convenient shopping experience for users (Hajli et al., 2023). Consequently, social
commerce has emerged as one of the most rapidly expanding segments of the digital
marketplace.

One of the most prominent social commerce platforms in recent years is TikTok Shop.
Initially recognized as a short-video entertainment platform, TikTok has evolved into a
powerful commercial ecosystem through the introduction of TikTok Shop, which integrates
content creation, influencer marketing, live-streaming commerce, and in-app purchasing
features. This unique combination of entertainment and commerce enables businesses to engage
consumers more effectively while simplifying the purchasing process. Consequently, TikTok
Shop has experienced substantial growth and has become one of the most popular social
commerce platforms globally, including in Indonesia (Purwaningrum & Pramono, 2024).

The rapid growth of TikTok Shop is strongly associated with the active participation of
Generation Z consumers. Generation Z, generally defined as individuals born between 1997
and 2012, represents the first generation to grow up entirely in a digital environment. This
generation is characterized by intensive internet usage, high social media engagement, and
strong dependence on digital technologies for communication, entertainment, information
seeking, and purchasing decisions (Priporas et al., 2023). Compared to previous generations,
Generation Z consumers are more likely to be influenced by digital content, online reviews,
influencer recommendations, and social media interactions when evaluating products and
making purchase decisions (Kim & Hall, 2023). Therefore, understanding the factors that
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influence Generation Z's buying interest has become increasingly important for businesses
operating in digital marketplaces.

Purchase intention is widely recognized as a key concept in consumer behavior studies
because it represents an individual's tendency or readiness to acquire a particular product or
service. This construct is frequently used as an indicator of future purchasing behavior, as
consumers with stronger purchase intentions are generally more likely to complete actual
transactions. Therefore, understanding the factors that shape purchase intention is essential for
organizations aiming to enhance the effectiveness of their marketing activities and achieve
better sales performance.

Numerous empirical studies have highlighted the significant contribution of social media
marketing to the development of consumer purchase intentions. For instance, Rahmayani et al.
(2022) reported that marketing activities implemented through Instagram had a positive and
significant impact on students’ buying interest, suggesting that social media platforms can
effectively encourage consumers to consider purchasing products. Consistent with these
findings, Utari and Yulida (2023) demonstrated that Instagram-based marketing activities not
only increased consumer purchase intentions but also contributed to strengthening brand image.
These results indicate that social media marketing serves as an important mechanism for
influencing consumer perceptions and stimulating interest in products or services.

Additional support for this relationship was found by Sopia and Muslichah (2024), who
showed that social media marketing activities were able to enhance buying interest by fostering
stronger consumer engagement and improving communication quality. Similarly,
Purwaningrum and Pramono (2024) found that both digital marketing content and social media
marketing exerted positive and significant effects on the purchase intentions of TikTok Shop
users. Their findings further revealed that these variables accounted for a considerable
proportion of the variation in consumers’ online buying interest. Collectively, these studies
underscore the crucial role of social media marketing in driving purchase intentions within
contemporary digital commerce settings.

Research specifically related to TikTok Shop has also highlighted the importance of social
media marketing features in attracting consumers. Hikmah and Abdillah (2024) found that
product quality, competitive pricing, promotional activities, and shopping convenience
available on TikTok Shop successfully increased consumer buying interest. Their study
revealed that promotional programs such as discounts and free shipping were among the most
influential factors encouraging consumers to purchase products through the platform. These
findings indicate that TikTok Shop has successfully implemented social media marketing
strategies that positively influence consumer purchase intentions.

Despite the growing body of literature examining social media marketing and buying
interest, several research gaps remain. First, many previous studies focused on social media
platforms such as Instagram, Facebook, and general e-commerce environments, while studies
specifically examining TikTok Shop remain relatively limited despite its rapid growth and
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increasing popularity (Rahmayani et al., 2022; Utari & Yulida, 2023). Second, previous
research often incorporates multiple independent variables such as brand image, product
innovation, digital marketing content, and brand equity, making it difficult to isolate and
understand the direct influence of social media marketing on buying interest (Ardiansyah &
Nilowardono, 2019; Purwaningrum & Pramono, 2024). Third, empirical studies focusing
specifically on Generation Z consumers within the TikTok Shop ecosystem remain scarce, even
though Generation Z represents the dominant user segment and one of the most influential
consumer groups in digital commerce.

Several unresolved issues identified in previous studies indicate the need for further
research on the effectiveness of social media marketing in shaping consumer purchase
intentions. Such investigation is particularly relevant in the context of Generation Z users of
TikTok Shop, considering the rapid evolution of digital technologies, social commerce
platforms, and consumer purchasing patterns. As digital environments continue to develop,
obtaining updated empirical evidence is essential to better understand how marketing activities
conducted through social media influence consumer decision-making processes.

In light of these considerations, the present study aims to analyze the effect of social media
marketing on the buying interest of Generation Z consumers using TikTok Shop. From a
theoretical perspective, this research seeks to enrich the body of knowledge related to digital
marketing, social commerce, and consumer behavior by offering empirical insights into the role
of social media marketing in stimulating purchase intentions. From a practical standpoint, the
findings are expected to assist businesses, digital marketers, content creators, and platform
administrators in formulating more effective marketing initiatives that can strengthen consumer
interest and improve competitiveness within increasingly dynamic digital markets.

Accordingly, this study addresses the following research question: How does social media
marketing affect the buying interest of Generation Z consumers on the TikTok Shop platform?

The distinctive contribution of this research lies in its specific examination of the direct
association between social media marketing and buying interest within the TikTok Shop
environment. While many previous studies have incorporated multiple predictors, mediating
factors, or different social media platforms, this study concentrates exclusively on the direct
influence of social media marketing in one of the fastest-expanding social commerce
ecosystems. By adopting this focused approach, the study provides a more contemporary
understanding of Generation Z consumer behavior and adds to the growing scholarly discussion
on social commerce and digital consumer engagement.

2. LITERATURE REVIEW

The literature review presents a systematic discussion of previous studies related to social
media marketing and buying interest, particularly within the context of TikTok Shop and
Generation Z consumers. This section also discusses the theoretical foundations that support
the research model and identifies gaps in the existing literature that justify the need for this
study.
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2.1 Social Media Marketing

Social media marketing can be defined as the strategic utilization of social networking
platforms to engage consumers, communicate value, and establish long-term relationships
through interactive and participatory content. In contrast to conventional marketing approaches,
social media marketing facilitates direct and continuous interaction between organizations and
consumers, creating opportunities for businesses to strengthen customer relationships and
enhance communication effectiveness (Alalwan et al., 2022).

The widespread adoption of social media has significantly reshaped contemporary
marketing practices across various sectors. Businesses increasingly rely on diverse forms of
digital content, including short videos, images, live broadcasts, influencer collaborations, and
user-generated content, to attract consumer attention and stimulate engagement. These
activities contribute to the enhancement of brand recognition, customer involvement, and
purchase intention. As noted by Yadav et al. (2023), social media marketing has evolved into a
fundamental element of digital marketing strategies because it allows firms to connect with
their target audiences more effectively while simultaneously improving customer experiences
and strengthening brand presence in digital environments.

Within social commerce environments such as TikTok Shop, social media marketing plays
an even more strategic role because marketing activities and purchasing transactions occur
within the same platform. This integration allows consumers to move directly from content
consumption to product purchase, thereby increasing the effectiveness of marketing efforts and
influencing consumers’ buying interest.

2.2 Buying Interest

Buying interest can be described as a consumer’s inclination or readiness to purchase a
particular product or service after considering available information and developing a positive
perception of the offering. Within the consumer decision-making framework, buying interest
occupies a crucial position because it is commonly viewed as a precursor to actual purchasing
behavior (Kotler et al., 2021).

Consumer buying interest can be influenced by various internal and external factors,
including product quality, price, promotional activities, brand image, trust, and marketing
communication. In digital environments, buying interest is increasingly shaped by online
content, electronic word-of-mouth, social influence, and interactive marketing experiences
available through social media platforms.

According to Schiffman and Wisenblit (2019), consumers who exhibit higher levels of
purchase intention are generally more likely to proceed to actual purchasing decisions.
Therefore, understanding the factors that stimulate buying interest is crucial for businesses
seeking to improve marketing effectiveness and sales performance.

2.3 Generation Z and Digital Consumer Behavior
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Generation Z refers to individuals born approximately between 1997 and 2012 who have
grown up in an environment characterized by advanced digital technology and widespread
internet accessibility. As digital natives, Generation Z consumers are highly engaged with
social media platforms and rely heavily on digital technologies for communication, information
gathering, entertainment, and shopping activities (Priporas et al., 2023).

Compared to previous generations, Generation Z demonstrates a stronger tendency to seek
product information through social media, follow influencer recommendations, and participate
in online communities before making purchasing decisions. Their buying behavior is
significantly influenced by digital content, peer reviews, social interactions, and online trends
(Kim & Hall, 2023).

Given their high level of digital engagement, Generation Z has become one of the most
important target markets for businesses utilizing social media marketing strategies.
Understanding how social media marketing influences buying interest among Generation Z is
therefore essential for developing effective marketing approaches in digital commerce
environments.

2.4 Empirical Evidence on Social Media Marketing and Buying Interest

A considerable body of research has investigated the role of social media marketing in
shaping consumers’ purchase intentions. Evidence provided by Rahmayani et al. (2022) showed
that marketing activities conducted through Instagram had a significant positive effect on
university students’ buying interest, suggesting that social media platforms are effective
channels for stimulating consumers’ intentions to purchase products. Consistent with this
finding, Utari and Yulida (2023) reported that Instagram-based marketing efforts not only
enhanced consumer buying interest but also contributed to the development of a stronger brand
image. These results indicate that social media marketing influences both consumers’
purchasing intentions and their overall perceptions of brands.

Further support was offered by Sopia and Muslichah (2024), who found that social media
marketing positively affected buying interest by fostering greater consumer engagement and
improving communication quality between businesses and consumers. Their findings
underscore the value of interactive content and active consumer participation in encouraging
purchase intentions. Similar conclusions have been reported in studies focusing on TikTok
Shop. Hikmah and Abdillah (2024) demonstrated that several social media marketing attributes,
including product presentation quality, competitive pricing, promotional campaigns, and ease
of shopping, significantly increased consumers’ buying interest. Among these factors,
promotional incentives such as discounts and free shipping emerged as particularly influential
drivers of purchase intention. In addition, Purwaningrum and Pramono (2024) revealed that
both digital marketing content and social media marketing exerted significant positive effects
on online buying interest among TikTok Shop users. Their study highlights the importance of
delivering high-quality content and implementing effective social media marketing strategies
to encourage consumer purchase intentions within social commerce environments.
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Although previous studies consistently demonstrate positive relationships between social
media marketing and buying interest, many of them incorporate additional variables such as
brand image, digital marketing content, brand equity, or product innovation. Consequently, the
direct influence of social media marketing on buying interest remains insufficiently explored,
particularly among Generation Z consumers within TikTok Shop.

2.5 Research Gap

Based on the reviewed literature, several research gaps can be identified. First, previous
studies have predominantly focused on social media platforms such as Instagram and Facebook,
while empirical studies specifically examining TikTok Shop remain relatively limited despite
its rapid growth and increasing popularity among consumers (Rahmayani et al., 2022; Utari &
Yulida, 2023). Second, many studies investigate social media marketing together with other
variables such as brand image, product innovation, digital marketing content, and brand equity
(Ardiansyah & Nilowardono, 2019; Purwaningrum & Pramono, 2024). As a result, the direct
influence of social media marketing on buying interest has not been thoroughly examined.
Third, empirical studies focusing specifically on Generation Z consumers within the TikTok
Shop ecosystem remain scarce, even though Generation Z represents one of the largest and
most active user groups on social commerce platforms.

Therefore, further research is necessary to provide updated empirical evidence regarding
the direct relationship between social media marketing and buying interest among Generation
Z consumers in TikTok Shop.

2.6 Theoretical Foundation

This research is based on the Stimulus—Organism—Response (SOR) Theory developed by
Albert Mehrabian and James A. Russell (1974). The theory proposes that environmental stimuli
influence individuals’ internal psychological processes, which subsequently shape their
behavioral reactions. Through this framework, consumer responses can be understood as
outcomes of interactions between external factors and internal evaluations.

Within the scope of this study, social media marketing functions as the external stimulus
by exposing consumers to promotional messages, product-related information, marketing
content, and interactive communication activities. These stimuli are then processed cognitively
and emotionally by consumers, representing the organism component of the model. The
outcomes of these internal evaluations are reflected in behavioral responses, particularly
consumers’ buying interest toward products offered through TikTok Shop.

This study is also supported by Consumer Behavior Theory, which examines the processes
through which individuals select, purchase, use, and evaluate products or services (Kotler et al.,
2021). The theory suggests that consumers’ purchase intentions are shaped by various factors,
including perceptions, attitudes, information processing, and exposure to marketing activities
encountered throughout the decision-making process.
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By combining the perspectives of the Stimulus—Organism—Response framework and
Consumer Behavior Theory, this research establishes a comprehensive conceptual foundation
for explaining how social media marketing activities influence the buying interest of Generation
Z consumers within social commerce platforms. The integration of these theories provides a
deeper understanding of the mechanisms through which digital marketing stimuli affect
consumer decision-making in contemporary online environments.

2.7 Conceptual Direction and Hypothesis Development

Based on the theoretical foundations and empirical evidence discussed above, social media
marketing is consistently identified as an important factor influencing consumer buying
interest. Through engaging content, interactive communication, promotional activities, and
social influence, social media marketing can shape consumer perceptions and encourage
favorable purchase intentions.

From the perspective of the Stimulus Organism Response (SOR) model, social media
marketing represents an external stimulus capable of shaping consumers’ perceptions and
emotional reactions, which in turn influence their behavioral intentions. Empirical evidence
from prior studies further supports this proposition by demonstrating that social media
marketing is positively associated with consumers’ buying interest across a range of digital
commerce platforms. Therefore, this study proposes the following hypothesis:

H1: Social Media Marketing has a positive and significant influence on Buying Interest
among Generation Z consumers in TikTok Shop.

3. METHODS

This research adopted a quantitative methodology to investigate the effect of social media
marketing on the buying interest of Generation Z consumers who utilize TikTok Shop. The
quantitative approach was selected because it allows relationships between variables to be
examined systematically through statistical procedures, thereby generating empirical evidence
regarding the extent to which social media marketing contributes to consumers’ purchase
intentions in social commerce settings.

The study examined two primary variables: social media marketing as the independent
variable and buying interest as the dependent variable. The measurement of social media
marketing was based on the framework developed by Gunelius (2011), which encompasses four
key dimensions, namely content creation, content sharing, connecting, and community
building. Each dimension was operationalized through two questionnaire items, resulting in
eight indicators used to assess the social media marketing construct.

Buying interest was measured using the conceptual framework proposed by Ferdinand
(2014), consisting of four dimensions: transactional interest, referential interest, preferential
interest, and explorative interest. Similar to the independent variable, each dimension was
represented by two measurement items, producing a total of eight indicators for the buying
interest construct.
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Overall, the research instrument contained sixteen statement items designed to capture
respondents’ perceptions of the studied variables. Responses were measured using a five-point
Likert scale, ranging from 1, indicating strong disagreement, to 5, indicating strong agreement.

The population of this study comprised Generation Z consumers who actively use TikTok
Shop as a social commerce platform. Since the exact population size could not be identified, a
purposive sampling technique was employed to select respondents who met specific criteria,
namely: (1) belonging to the Generation Z age category, (2) actively using TikTok Shop, and
(3) having experience viewing or purchasing products through TikTok Shop. The determination
of the sample size in this study followed the guideline proposed by Hair et al. (2019), which
suggests that the minimum number of respondents should be five times the total number of
indicators included in the research instrument. Since this study utilized sixteen indicators, the
minimum required sample size was calculated to be 80 respondents (16 % 5). Based on this
criterion, a total of 80 participants were involved in the research.

Data collection was carried out using a structured questionnaire distributed to selected
respondents. The instrument was developed to measure respondents’ perceptions of social
media marketing activities on TikTok Shop as well as their buying interest toward products
promoted on the platform. Before proceeding to hypothesis testing, the collected data were
evaluated through validity and reliability tests to ensure the accuracy and consistency of the
measurement instrument.

To analyze the relationship between social media marketing and buying interest, a simple
linear regression model was applied, expressed as follows:

Y=a+bX +e

In this model, Y represents buying interest, X denotes social media marketing, a refers to
the constant term, b indicates the regression coefficient, and e represents the error term.

Data analysis was performed using IBM SPSS Statistics Version 26 through several stages,
including descriptive analysis, classical assumption testing, and simple linear regression.
Descriptive statistics were employed to summarize respondents’ evaluations of each variable.
Subsequently, classical assumption tests were conducted to verify the suitability of the
regression model. The normality assumption was assessed using the Kolmogorov—Smirnov test
in combination with normal probability plots to examine whether the residuals followed a
normal distribution. In addition, heteroscedasticity was tested using a scatterplot approach to
determine whether the residual variance remained constant across observations.

After all classical assumptions were satisfied, simple linear regression analysis was
conducted to evaluate the effect of social media marketing on buying interest among Generation
Z consumers of TikTok Shop. The significance of the relationship was tested using the t-test
and p-value with a 5% significance level (0.05). The coefficient of determination (R?) was also
used to assess the extent to which social media marketing explains variations in buying interest.
The hypothesis was considered supported when the significance value was below 0.05,
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(S
indicating that social media marketing has a positive and statistically significant effect on

buying interest among Generation Z consumers in TikTok Shop.

4. RESULTS AND DISCUSSION

4.1 Descriptive Statistics

Descriptive analysis was conducted to provide an overview of respondents' perceptions
regarding Social Media Marketing and Buying Interest. The results are presented in Table 1.

Table 1. Descriptive Statistics of Research Variables

Variable Mean Category
Social Media Marketing 4.03 High
Buying Interest 382 High

Source: Processed Data (2026)

Based on the results presented in Table 1, the Social Media Marketing variable recorded
an average score of 4.05, which reflects a high level of positive perception among respondents
toward social media marketing activities on TikTok Shop. This result indicates that Generation
Z consumers view activities such as content creation, content sharing, connecting, and
community building as both effective and engaging. It also implies that social media marketing
plays a significant role as a communication medium for delivering product information,
enhancing consumer engagement, and supporting interaction between sellers and buyers.

In addition, the Buying Interest variable achieved a mean value of 3.88, which is also
classified within the high category. This suggests that Generation Z consumers exhibit a
relatively strong inclination to purchase products promoted through TikTok Shop. Their
responses indicate positive tendencies across transactional, referential, preferential, and
explorative interest dimensions. Overall, the findings demonstrate that both social media

marketing and buying interest are perceived at a high level among Generation Z users of TikTok
Shop.

4.2 Classical Assumption Tests
4.2.1 Normality Test

The assessment of normality was carried out using the Kolmogorov—Smirnov test to
examine whether the residuals from the regression model follow a normal distribution. The test
outcomes are reported in Table 2.

Table 2. Normality Test Results

Indicator Value
Kolmogorov-Smirnov
Statistic 0.094
Asymp, Sig. (2-tailed) 0.076
Concluzion Normally Distributed

Source: Processed Data (2028)
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Referring to Table 2, the Asymp. Sig. (2-tailed) value is 0.076, which exceeds the
significance threshold of 0.05. This indicates that the residuals are normally distributed.
Accordingly, the assumption of normality is satisfied, and the regression model can be
considered suitable for subsequent analysis.

Furthermore, the Normal P-P Plot shown in Figure 1 demonstrates that the residual points
are distributed relatively close to the diagonal line and generally follow its direction. Although
there are slight deviations at several points, the overall pattern indicates that the residuals are
approximately normally distributed. Thus, the graphical analysis supports the results of the
Kolmogorov-Smirnov test and confirms that the normality assumption has been satisfied.

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: Buying Interest
o

Expected Cum Prob

Observed Cum Prob

Figure 1. Normal Probability Plot
Source: Processed Data (2026)

4.2.2 Heteroscedasticity Test

The presence of heteroscedasticity was examined using a scatterplot analysis of
standardized residuals versus predicted values. This procedure was applied to assess whether
the variance of the residuals remained stable across different levels of the independent variable.

As illustrated in Figure 2, the residual points are spread randomly both above and below
the horizontal axis (zero line) and do not exhibit any clear pattern, such as funnel-shaped
dispersion, cyclical movement, or systematic clustering. The relatively random distribution of
points suggests that the variance of the residuals is constant. Based on these observations, it can
be concluded that the regression model does not suffer from heteroscedasticity, indicating that
the assumption of homoscedasticity has been met and the model is appropriate for further
analysis.
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Figure 1. Scatterplot of Residuals and Predicted Values
Source: Processed Data (2026)

Overall, the results of the classical assumption tests indicate that the regression model satisfies
both the normality and homoscedasticity requirements. Consequently, the model is considered
appropriate for use in simple linear regression analysis to examine the effect of Social Media
Marketing on Buying Interest among Generation Z consumers in TikTok Shop.

4.3 Regression Analysis

Simple linear regression was applied to investigate the influence of Social Media Marketing on
Buying Interest among Generation Z consumers.

Table 3. Simple Linear Regression Results

Standardized
Unstandardized Coefficients
Mhodel Coefficients t Sig.
B Std. Error Beta
{Constant) 3.723 2184 - 1.703 0.092
1 Social Media

0.843 0.087 0.820 12.632 0.000

Marketing

Source: Processed Data (2024)
Based on the results presented in Table 3, the regression model can be expressed as follows:
Y =3.723 + 0.843X
where:
e Y =Buying Interest
o X = Social Media Marketing

The positive regression coefficient for Social Media Marketing (0.843) indicates that an
improvement in social media marketing activities is associated with an increase in consumers’
buying interest. This suggests that well-executed social media marketing strategies such as
content creation, content dissemination, interaction building, and community engagement can
strengthen consumers’ intention to purchase products offered through TikTok Shop.
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In addition, the t-statistic for Social Media Marketing is 12.632 with a significance level of
0.000, which is below 0.05. This confirms that Social Media Marketing has a positive and
statistically significant effect on Buying Interest among Generation Z users of TikTok Shop.
These results highlight the crucial role of social media marketing in shaping consumer purchase
intentions within social commerce platforms

4.4 Coefficient of Determination

Table 4. Coefficient of Determination

Model E E Bquare Adjusted F. Square

1 0.820 0627 0.6567
Source: Processed Data (2024)

Based on Table 4, the coefficient of determination (R?) is reported at 0.672. This means
that 67.2% of the variation in Buying Interest can be explained by Social Media Marketing,
while the remaining 32.8% is influenced by other variables not included in the model, such as
brand image, product quality, electronic word-of-mouth (e-WOM), influencer marketing, trust,
perceived value, promotional strategies, and other behavioral factors. The correlation
coefficient (R = 0.820) indicates a strong positive relationship between Social Media Marketing
and Buying Interest. This finding implies that higher levels of social media marketing activity
are likely to be followed by increased buying interest among Generation Z consumers on
TikTok Shop. Furthermore, the ANOVA results show an F-value of 159.556 with a significance
level of 0.000, which is below the 0.05 threshold. This indicates that the regression model is
statistically significant and appropriate for explaining the relationship between Social Media
Marketing and Buying Interest.

4.5 Hypothesis Testing
Table 6. Hypothesis Testing Results
Hypothesis t-value Sig. Decision
Social Media Marketing — Buying 12632 0.000 Supported
Interest

Source: Processed Data (2028)

The results of the hypothesis testing indicate that Social Media Marketing has a positive
and statistically significant effect on Buying Interest, as reflected by a significance value of
0.000, which is below the 0.05 threshold. Accordingly, the proposed hypothesis is supported.

These findings imply that an increase in the effectiveness of social media marketing
activities on TikTok Shop is associated with higher levels of consumer buying interest. In
particular, Generation Z consumers tend to show stronger purchase intentions when they are
exposed to engaging content, relevant product information, interactive communication, and
active online community engagement facilitated through social media marketing strategies.

4.6 Discussion
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The results of this study reveal that Social Media Marketing exerts a positive and
statistically significant influence on Buying Interest among Generation Z users of TikTok Shop.
This is evidenced by the positive regression coefficient (B = 0.843) as well as the significance
value of 0.000, which is lower than the 0.05 threshold. These results indicate that enhancements
in social media marketing activities are closely associated with an increase in consumers’
purchase intentions. Furthermore, the coefficient of determination (R? = 0.672) shows that
Social Media Marketing accounts for 67.2% of the variance in Buying Interest. This finding
suggests that social media marketing plays a substantial role as a key determinant influencing
purchase intention among Generation Z consumers within the TikTok Shop ecosystem.

From a theoretical perspective, these findings support the concept of Social Media
Marketing proposed by Gunelius (2011), which emphasizes that effective social media
marketing is built upon four key dimensions: content creation, content sharing, connecting, and
community building. These dimensions enable businesses to create meaningful interactions
with consumers rather than merely delivering promotional messages. In the context of TikTok
Shop, attractive content, interactive communication, and active online communities create a
more engaging shopping experience, which ultimately stimulates consumers' interest in
purchasing products. The high mean score of Social Media Marketing (4.05) further indicates
that respondents perceive TikTok Shop's marketing activities positively, suggesting that the
platform successfully utilizes social media features to attract and retain consumer attention.

The findings can also be explained through Consumer Behavior Theory, which argues that
consumer purchase decisions are influenced by both informational and psychological stimuli
(Schiffman & Wisenblit, 2019). Social media platforms provide consumers with product
information, reviews, recommendations, demonstrations, and user-generated content that
reduce uncertainty and increase confidence toward products. As a result, consumers become
more interested in purchasing products that are frequently promoted and discussed within their
social networks. For Generation Z consumers, who are highly connected to digital technologies
and social media, these stimuli play a particularly important role in shaping purchase intentions.

Moreover, these findings are in line with the Stimulus—Organism—Response (SOR) Theory
introduced by Albert Mehrabian and James A. Russell (1974). From this perspective, social
media marketing activities are viewed as external stimuli that shape consumers’ internal
cognitive evaluations as well as their emotional reactions. Content displayed on TikTok Shop,
such as short videos, product demonstrations, promotional campaigns, and consumer reviews,
serves as a stimulus that generates positive perceptions and interest toward products. These
internal responses subsequently lead to behavioral outcomes in the form of buying interest.
Therefore, the stronger the marketing stimuli delivered through TikTok Shop, the greater the
likelihood that consumers will develop intentions to purchase the promoted products.

The strong relationship identified in this study is reflected by the correlation coefficient (R
= 0.820), which indicates a strong positive association between Social Media Marketing and
Buying Interest. This finding suggests that social media marketing has become more than a
promotional tool; it has evolved into a strategic mechanism that shapes consumer perceptions,
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attitudes, and purchase intentions. The ability of TikTok Shop to integrate entertainment,
information, and shopping experiences within a single platform appears to be particularly
effective in attracting Generation Z consumers, who generally prefer interactive and visually
engaging digital content.

The findings of this study are consistent with Hikmah and Abdillah (2024), who found that
social media marketing activities implemented through TikTok Shop significantly increase
consumer buying interest. Their study highlighted that product quality information, attractive
pricing, promotional offers, and ease of shopping provided through TikTok Shop positively
influence consumers' willingness to purchase products. Similarly, Purwaningrum and Pramono
(2024) reported that social media marketing has a positive and significant effect on online
buying interest among TikTok Shop users in Bandung. Their findings suggest that effective
social media content enhances consumer engagement and strengthens purchase intention,
supporting the results obtained in the present study.

In addition, the findings are consistent with the study conducted by Rahmayani et al.
(2022), which reported that the use of social media has a significant effect on consumers’
buying interest. Their research highlighted that social media is not limited to being a
communication channel, but also serves as an effective marketing tool that can shape consumer
perceptions and stimulate purchase intentions. Similarly, Utari and Yulida (2023) revealed that
social media marketing activities on Instagram have a significant impact on consumer buying
interest. Their results suggest that social media platforms enable firms to build stronger
relationships with consumers while simultaneously enhancing consumers’ motivation to make
purchases.

Furthermore, the findings are in line with Sopia and Muslichah (2024), who revealed that
social media marketing activities positively and significantly influence buying interest through
enhanced consumer engagement and brand-related interactions. Their research suggests that
social media marketing enables businesses to create stronger emotional connections with
consumers, which ultimately encourages purchase intentions. This argument is particularly
relevant to TikTok Shop, where interactive content, live streaming features, and user
participation create immersive shopping experiences that strengthen consumer interest in
products.

The strong explanatory capability of the regression model suggests that Social Media
Marketing plays an important role in shaping Buying Interest among Generation Z consumers.
However, around 32.8% of the variation in Buying Interest is not accounted for by the model,
indicating the presence of other influencing factors beyond the scope of this study. These factors
may include brand image, consumer trust, perceived value, electronic word-of-mouth (e-
WOM), influencer credibility, product quality, attractiveness of promotional activities, and
overall consumer experience. Accordingly, future research is encouraged to include these
variables in order to develop a more comprehensive explanation of buying interest within social
commerce contexts.
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From a practical perspective, the findings imply that businesses operating on TikTok Shop
should prioritize the development of effective social media marketing strategies. Marketers
should focus on producing creative and informative content, encouraging content sharing,
strengthening interactions with consumers, and fostering online communities around their
brands. Such strategies can increase consumer engagement, improve perceptions of products,
and ultimately stimulate buying interest. Given the strong influence identified in this study,
social media marketing should be viewed as a strategic investment rather than merely a
promotional activity.

Overall, this study demonstrates that Social Media Marketing plays a crucial role in shaping
Buying Interest among Generation Z consumers in TikTok Shop. The findings confirm that
purchase intentions in social commerce environments are not solely influenced by product
attributes but are also significantly shaped by digital interactions, content quality, and social
engagement facilitated through social media platforms. Therefore, understanding and
optimizing social media marketing activities is essential for businesses seeking to enhance
consumer buying interest in the increasingly competitive digital marketplace.

5. CONCLUSION AND LIMITATION

This study was conducted to analyze the effect of Social Media Marketing on Buying
Interest among Generation Z users of TikTok Shop. Based on the results obtained, it can be
concluded that Social Media Marketing has a positive and statistically significant influence on
Buying Interest. These findings suggest that the effectiveness of social media marketing
activities is directly associated with an increase in consumers’ intention to purchase products
offered through TikTok Shop. Respondents responded positively to the dimensions of content
creation, content sharing, connecting, and community building, which collectively contributed
to strengthening their purchasing interest. This indicates that social media marketing plays a
crucial role in shaping consumer purchase intentions within social commerce settings.

In addition, the results show that Social Media Marketing accounts for 67.2% of the
variation in Buying Interest, reflecting a relatively strong relationship between the two
variables. This implies that Generation Z consumers are highly responsive to marketing efforts
delivered through social media platforms. Elements such as engaging content, interactive
communication, dissemination of product information, and active online communities are able
to enhance consumer involvement and stimulate purchase intentions. As individuals who are
highly familiar with digital technology, Generation Z tends to rely on social media as a primary
reference source in evaluating products prior to making purchase decisions. Therefore, social
media marketing plays a strategic role in influencing consumer behavior in digital
marketplaces.

From a theoretical standpoint, this research contributes to the existing literature on digital
marketing and consumer behavior by providing empirical evidence on the direct impact of
Social Media Marketing on Buying Interest among Generation Z consumers in TikTok Shop.
The findings reinforce the idea that social media platforms function not only as communication
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channels but also as effective marketing instruments that shape consumer perceptions and
purchasing intentions. From a practical perspective, the results indicate that businesses and
digital marketers should prioritize the development of creative content, encourage content
sharing, enhance consumer interaction, and build engaged online communities in order to
increase buying interest and improve overall marketing effectiveness.

However, this study is subject to several limitations. First, it only focuses on Social Media
Marketing as the independent variable, while Buying Interest may also be affected by other
determinants such as brand image, product quality, electronic word-of-mouth (e-WOM),
influencer marketing, trust, perceived value, promotional appeal, and consumer experience.
Second, the scope of the study is limited to Generation Z consumers who use TikTok Shop,
which may restrict the generalizability of the findings to other age groups or different social
commerce platforms. Third, the study applies a simple linear regression approach that only
captures the direct relationship between Social Media Marketing and Buying Interest.
Therefore, future research is recommended to include additional variables, explore mediating
or moderating effects, and employ more advanced analytical methods such as multiple
regression or Structural Equation Modeling (SEM) to obtain a more comprehensive
understanding of consumer behavior in social commerce environments

6. REFERENCES

Alalwan, A. A., Rana, N. P., Dwivedi, Y. K., & Algharabat, R. (2022). Social media in
marketing: A review and analysis of the existing literature. Telematics and Informatics,
68, 101748. https://doi.org/10.1016/j.tele.2021.101748

Ardiansyah, P. W., & Nilowardono, S. (2019). The influence of brand image, product
innovation and social media marketing on Samsung smartphone’s buying interest: Case

study on Narotama University students. International Journal of Entrepreneurship and
Business Development, 2(2), 210-217. https://doi.org/10.29138/ijebd.v2i2.769

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V.,
Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R.,
Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the
future of digital and social media marketing research: Perspectives and research
propositions. International Journal of Information Management, 59, 102168.

Ferdinand, A. (2014). Metode penelitian manajemen: Pedoman penelitian untuk penulisan
skripsi, tesis, dan disertasi ilmu manajemen (5th ed.). Badan Penerbit Universitas
Diponegoro.

Gunelius, S. (2011). 30-minute social media marketing: Step-by-step techniques to spread the
word about your business fast and free. McGraw-Hill.

Hajli, N., Wang, Y., Tajvidi, M., & Hajli, M. S. (2023). People, technologies, and organizations
interactions in a social commerce era. Technological Forecasting and Social Change,
187, 122213. https://doi.org/10.1016/j.techfore.2022.122213

174 | Page


https://doi.org/10.1016/j.tele.2021.101748
https://doi.org/10.29138/ijebd.v2i2.769
https://doi.org/10.1016/j.techfore.2022.122213

International Conference on Economics, Technology,
Management, Accounting, Education, and Social Science
-

Hikmah, N., & Abdillah, F. (2024). The influence of social media marketing on buying interest:
Case study TikTok Shop. In Proceeding of International Students Conference of
Economics and Business Excellence (Vol. 1, No. 1, pp. 35-39).

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and
opportunities  of  social media.  Business = Horizons,  53(1), 59-68.
https://doi.org/10.1016/].bushor.2009.09.003

Kim, M., & Hall, C. M. (2023). Consumer behavior in the digital era: Understanding Generation
Z consumption patterns. Journal of Business Research, 156, 113503.

Kotler, P., Keller, K. L., & Chernev, A. (2021). Marketing management (16th ed.). Pearson.
Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. MIT Press.

Priporas, C. V., Stylos, N., & Fotiadis, A. K. (2023). Generation Z consumer behavior and
digital marketing strategies. Journal of Consumer Behaviour, 22(4), 891-905.

Purwaningrum, W. O., & Pramono, T. D. (2024). The effect of digital marketing content and
social media marketing on online buying interest in TikTok Shop in Bandung City.
Applied Business and Administration Journal, 3(1), 39-49.
https://doi.org/10.62201/abaj.v3i1.346

Rahmayani, O., Ardi, S., & Nofrialdi, R. (2022). The effect of utilization of social media
Instagram (@Nanarfshop on buying interest of Fisipol students University Ekasakti
Padang.  Jowrnal of Law, Politic and  Humanities, 2(2), 85-94.
https://doi.org/10.38035/jlph.v2i2

Schiffman, L. G., & Wisenblit, J. (2019). Consumer behavior (12th ed.). Pearson Education.

Sopia, S. S., & Muslichah, I. (2024). Effects of social media marketing on buying interest.
Jurnal Economic Resource, 7(1), 36—46. https://doi.org/10.57178/jer.v711.794

Utari, R., & Yulida, R. (2023). The influence of brand image and social media Instagram on
consumer buying interest. Jurnal Ekonomi dan Bisnis Jagaditha, 10(1), 37-46.
https://doi.org/10.22225/jj.10.1.2023.37-46

Yadav, M., Joshi, Y., & Rahman, Z. (2023). Social media marketing and consumer purchase
intention: A systematic review and future research agenda. Journal of Business Research,
161, 113847. https://doi.org/10.1016/].jbusres.2023.113847

175 | Page


https://doi.org/10.1016/j.bushor.2009.09.003
https://doi.org/10.62201/abaj.v3i1.346
https://doi.org/10.38035/jlph.v2i2
https://doi.org/10.57178/jer.v7i1.794
https://doi.org/10.22225/jj.10.1.2023.37-46
https://doi.org/10.1016/j.jbusres.2023.113847


  Y   =   a   +   b X   +   e


  Y = 3 . 723 + 0 . 843 X  

