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INTRODUCTION

Social media has become one of the main pivots of needs in everyday life
that can be a platform to get a lot of information, insights, and entertainment that
are freely available because of various activities such as discussions, various
collaborations, and dynamic social media content (Eliot Simangunsong & Rudy
Handoko, 2020). Many target markets can be reached or opportunities to reach a
wider market by using social media influencers if a collaboration system is in
place according to the relevant influencer's field. The role of influencers to drive
purchasing behavior is greater than through traditional marketing channels
(Masuda et al., 2022).

The real-time nature of social media interactions online makes people pay
close attention to social media platforms to share information or obtain products
and services. This can create opportunities for organizations to build marketing
relationships through social media platforms. With the popularity of social
media, influencers on social media can emerge to make things that can influence
people with content that is attractively implicated on social media sites. The
presence of social media influencers can create interactive interactions and keep
their followers engaged and following the social media influencers, especially
those who already have a good reputation and are related to their own brand
field to drive brand awareness and consumer purchasing (Li & Peng, 2021).

From the data reported by Cindy Mutia Annur (2023) Tiktok is a popular
social media that has experienced a significant increase every year around the
world, which is 12.6% per year 2023. From the following data, Indonesia is
ranked second with the highest number of TikTok users in the world, reaching
112.97 million users, which can be a target for businesses to target more
consumers.

TikTok as a popular social media uses creative short videos as its media.
In addition, there is a TikTok Shop feature in the application that integrates
entertainment and e-commerce. With the combination of interesting content and
the right promotional strategy, the TikTok platform and TikTok Shop can be one
of the choices for consumers to shop online (Amalia & Didiek Wiet Aryanto, 2023).

The focus of this study is to analyze the effect of TikTok Influencers on
consumer purchase intentions, with a focus on TikTok Shop users using the
Theory of Planned Behavior (TPB) model developed by Ajzen (1991) based on
the target, action, context of occurrence, and time frame of the behavior of
interest.

In this study, there is a more in-depth exploration of the cultural context
and specific platforms, such as TikTok, which may indicate what are the more
influential factors in TikTok and in the e-commerce context of TikTok Shop. This
research focuses on Indonesian objects, as most studies on influencer marketing
still focus on the global context or other social media platforms, such as
Instagram and YouTube Lou & Yuan (2019) specifically related to content
preference and trust towards local influencers in Indonesia. Thus, this research
can fill the existing knowledge gap and make an important contribution to the
understanding of digital marketing in the social media era especially in
Indonesia.
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This research deeply discusses the effectiveness of promotion through
Influencers on TikTok which is influenced by elements such as trust, subjective
norms, which can influence attitudes towards influencers and then directly
influence consumer purchase intentions to understand the dynamics of modern
marketing on platforms that are currently very massively used. This research is
entitled “The Influence of TikTok Influencers on Consumer Purchase Intention:
A Case Study on TikTok Shop Users”.

LITERATURE REVIEW
Subjective Norms

Subjective norms according to Kristia et al. (2023) are defined as social
influences that individuals face from various sources, including parental
guidance, opinions of close friends, and norms established in their community.
In a broader context, subjective norms play an important role in encouraging
individual engagement in risk mitigation, such as disaster prevention, by
fostering a sense of collective social responsibility and encouraging people to
contribute to collective action (Sawaneh et al., 2024).

Trust

Trust in influencers refers to the level of confidence consumers have in
individuals in digital marketing that not only affects consumers' attitudes
towards influencers, but also impacts their purchase intentions. The higher the
level of trust, the more likely consumers are to follow recommendations and
make purchases based on promotions made by the influencer. Overall, the role
of influencers in shaping consumer trust is substantial, as consumers today
increasingly rely on recommendations from individuals, they trust rather than
traditional advertising (Santiago et al., 2020).

Attitude Toward the Influencer

Attitudes towards influencers describe how consumers view and value
the influencers they see on various social media platforms. According to
Hartanto et al. (2023) when consumers have a positive attitude towards an
influencer, it will have a significant impact on their level of engagement with the
influencer's content. A positive attitude towards an influencer greatly influences
the perception and trust felt by consumers.

Purchase Intention
Purchase intention refers to the level of readiness or willingness of a
consumer to make a purchase of a product or service offered through a particular
platform, which shows their intention or motivation in making a purchase
decision. Purchase intention refers to a type of behavior that is a plan that in the
future will be converted into actual action (Pefia-Garcia et al., 2020).
Here is the hypothesis framework and hypothesis development:
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Figure 1. Conceptual Framework

Effect of Subjective Norms on Attitude Toward the Influencer

The results of research conducted by Hegner et al. (2017), subjective norms
within a reference group environment such as friends, family, or online
communities can shape how an individual perceives and interacts with
influencers. For example, if a social group has a positive attitude towards an
influencer, individuals will be more likely to develop a positive attitude towards
the influencer.

H1: Subjective Norms has a positive effect on Attitude Toward the
Influencer

Effect of Trust on Attitude Toward the Influencer

The results of research conducted by Igbal et al. (2023) trust involves
elements such as credibility, honesty, and reliability of an influencer, which
significantly helps to create a positive relationship with the audience. When
consumers' level of trust in an influencer increases, their attitude towards that
influencer tends to become more positive. This is due to the perception that the
influencer has good intentions and is being transparent in delivering product or
service recommendations.

H2: Trust has a positive effect on Attitude Toward the Influencer

Effect of Attitude Toward the Influencer on Purchase Intention

The results of research conducted by Tsai & Tiwasing (2021) reveal that the
relationship between attitude and purchase intention can be seen from a positive
attitude towards something, in this context towards influencers. They will tend
to follow the influencer if they believe in the influencer's attitude in
recommending products and can strengthen existing purchase intentions, if the
influencer's values and preferences match.

H3: Attitude Toward the Influencer has a positive effect on Purchase
Intention

METHODOLOGY

This research uses a type of quantitative research which is a systematic
investigation of a phenomenon by collecting data that can be measured using
statistical techniques. This quantitative research uses a survey method conducted
to obtain facts or data in the field. The purpose of this research is to obtain

1400



Formosa Journal of Multidisciplinary Research (FJMR)
Vol. 4, No. 3, 2025: 1397-1408

information that is precise and in accordance with reality (Priadana & Sunarsi,
2021).

The variables to be examined in this study include three independent
variables, namely trust, subjective norms and attitude towards influencer and
one dependent variable, namely purchase intention. According to Kandasamy et
al. (2020) the measurement of the variables used can use six Likert scale values.
In this scale, there are categories for negative responses, responses that tend to
be negative, uncertain responses, responses that tend to be positive, and positive
responses to describe a response.

The data analysis used in this case is using SMART PLS (Partial Least
Square) which involves steps by determining a clear conceptual model, collecting
relevant data, and entering data into the software. This method has an outer
model and inner model which have their respective focuses. This method is
considered complex and has the ability to handle missing data, as well as its
ability to test predictive models. Hypothesis testing is done with the F test to see
the overall effect, and the T test to see the effect of each independent variable on
the dependent variable (Wardhana).

RESEARCH RESULT
Validity Convergent and Reliability Test

Table 1. Validity Convergent and Reability Test Results

Construct Item loadings CA CR AVE
Scale

Trust [TR] TR1 1,000 1,000 1,000 1,000

Subijective SUBN 1.000 1,000 1,000 1,000

Norms

[SUBN]

Attitude ATTIN1 | 0,865 0,847 0,897 0,686

Toward the ATTIN2 | 0,840
Influencer ATTIN3 | 0,713

[ATTIN] ATTIN4 | 0,885

Purchase PIN1 1,000 0,910 0,924 0,860
Intention PIN2 0,849

[PIN]

The result shown in Table 1 indicate that most indicators have values
above 0.5 so that they can be said to be valid in measuring research variables.
However, there are several variable items that are not listed in the table, namely
TR2 and TR3, which are considered to not meet the validity requirements and are
declared dropped from further analysis. Meanwhile, the reliability test is
considered reliable because all variables have met the minimum reliability limit
of more than 0.6.
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Discriminant Validity Test
a. Fornell-Lacker Criterion
Table 2. Fornell-Lacker Criterion Test Results

Construct ATTIN PIN SUBN TR
ATTIN 0,828

PIN 0,026 0,927

SUBN 0,000 -0,058 1,000

TR 0,532 0,049 0,152 1,000

The result shown in Table 2 indicate each construct has a good level of
discrimination in distinguishing one variable from another. This is evidenced by
the diagonal value for each variable having a higher value than the correlation
between variables.

b. HTMT Test
Table 3. HTMT Test Results
Construct ATTIN PIN SUBN TR
ATTIN 0,805
PIN 0,052
SUBN 0,036 0,034
TR 0,558 0,035 0,152

The result shown in Table 3 indicate that the majority of HTMT values are
below 0.85. The good discriminant validity value through HTMT is a value that
does not exceed 0.90 for significantly different constructs or no more than 0.85,
for constructs that are more closely related. From the above values, it can be
concluded that each variable in this study can be clearly distinguished and there
is no multicollinearity between constructs so that it is declared valid.

Structural Model Test
a. Collinearity Test
Table 4. Collinearity Test Results

Construct ATTIN PIN SUBN TR
ATTIN 2,367

PIN

SUBN 1,627

TR 1,847

The results shown in Table 4 indicate that the Variance Inflation Factor
(VIF) value used to measure the relationship between independent variables in
this research model is still considered within safe limits where the VIF value is
below 5 in accordance with the criteria of (Hair et al., 2014).
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b. R-Square and Q-Square Test
Table 5. R-Square and Q-Square Test Results

Variable R-Square R-Square Adjusted | Q-Square
ATTIN 0,693 0,683 0,455
PIN 0,008 -0,002 -0,002

The results shown in Table 5 indicate that the R-square value for the
Attitude Towards Influencers (ATTIN) variable is 0.693, which means that 69.3%
of the variation in attitude towards influencers can be explained by the
independent variables in the model, while the remaining 30.7% is influenced by
other factors. Meanwhile, the Purchase Intention (PIN) variable has a very low
R-Square value of 0.8% with an Adjusted R-Square of negative value (-0.002)
which indicates that the independent variables in the model have almost no
influence on variations in respondents' purchase intentions. Thus, it is possible
that other factors outside the model are more dominant in influencing purchase
intention. Meanwhile, the Q-Square value for the variable Attitude Towards
Influencers (ATTIN) is 0.455 which has predictive ability of respondents'
attitudes towards influencers. As for the Purchase Intention (PIN) variable of
0.002, although it is negative and not sufficient to explain the purchase intention
variable.

Path Coefficient Test
Table 6. Hypothesis Testing Results
Variable Original | Sample | Standard T- P Conclusion | H
Sample | Mean | Deviation | Statistic | Value
(0) (M) (STDEV)

SUBN—ATTIN | -0,025 | -0,214 0,069 3,255 | 0,001 | Supported | H1

TR — ATTIN 0,126 0,112 0,053 2,831 | 0,018 | Supported | H2

ATTIN—-PIN -0,076 | -0,048 0,130 0,580 | 0,563 | Rejected | H3

DISCUSSION
Effect of Subjective Norms on Attitude toward the Influencer

Based on the hypothesis 1 results, the relationship between subjective
norms and attitudes towards influencers is supported and positive at 0.000. The
results of this study are in line with previous research by Varni et al. (2024) which
argues that subjective norms have a positive effect on attitudes towards
influencers, which means that the social pressure felt by individuals to follow or
avoid a behavior, which is generally influenced by the views of those around
them. In this case, influencers have an influence in shaping people's views on
social communities or online platforms. Influencers often shape subjective norms
by exhibiting behaviors that are considered popular and desirable in their social

1403



Wirandamukti, Setyaning

group, which causes the influencer's followers to feel connected and encouraged
to follow the behavior.

This phenomenon is particularly relevant as many TikTok users who are
the younger generation are heavily influenced by the social norms set by the
influencers they follow. When influencers showcase certain products or
behaviors as positive and desirable, TikTok users tend to feel compelled to adopt
the same attitude. This creates a domino effect where more and more users follow
the trends set by influencers, thus reinforcing social norms within their
community (Hegner et al., 2017).

Effect of Trust on Attitude toward the Influencer

Based on the hypothesis 2 results, trust has a positive effect on attitudes
towards influencers and supported with a positive value at 0.018. This is in line
with previous research by Igbal et al. (2023) which states that trust in influencers
can significantly help create positive relationships with audiences. When the
level of trust in influencers increases, the attitude towards influencers will be
more positive due to the perception that influencers have good intentions and
are transparent in delivering product or service recommendations.

According to, We Are Social (2025) in this year the majority of TikTok
users are in the age range of 18-35 years old. Therefore, these young users tend
to be more open to recommendations from influencers that they consider close to
their daily lives. Trust is a key factor that influences attitudes towards
influencers, especially among Generation Z and millennials who tend to trust
trustworthy influencers who are transparent in conveying product information.

Effect of Attitude Toward the Influencer on Purchase Intention

Based on the results of hypothesis testing, it shows that attitudes towards
influencers towards purchase intentions do not have a significant effect with a
value of 0.563 which indicates that consumers' attitudes towards influencers do
not directly influence their purchase intentions on products promoted by
influencers. This is in line with research conducted by Aprilliani & Aquinia (2024)
which states that when making purchasing decisions, there are other factors that
can influence, such as their personality and self-worth, not only influenced by
their attitude towards influencers.

This is supported by the respondents' assessment of what they would do
if they saw an influencer promoting a product, the point “I look for more
information about the product” being the highest percentage at 34.9%, which
means that there are other factors than a positive attitude towards influencers in
the consumer purchase intention process, the factor of curiosity and in-depth
research about the product in this case is more considered.

CONCLUSIONS AND RECOMMENDATIONS
Conclusions

In conclusion, this study highlights the significant relationships between
subjective norms, trust, attitudes towards influencers, and purchase intentions in
the context of TikTok users. The findings reveal that subjective norms positively
influence attitudes towards influencers, confirming that social pressures and
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behaviors exhibited by influencers shape the perceptions and actions of their
followers. This is particularly evident among younger users who are more prone
to adopt trends promoted by influencers, thus reinforcing social norms in their
online communities. In addition, trust plays an important role in shaping positive
attitudes towards influencers; as users develop trust in these figures, their
perception of the influencer's intentions and transparency in product
recommendations will increase. This is particularly relevant for Generation Z and
millennials, who tend to gravitate towards influencers they perceive as
trustworthy. However, the study also revealed that while positive attitudes
towards influencers existed, they did not significantly influence purchase
intentions. This suggests that consumers prioritize other factors such as personal
values and thorough product research over mere influencer endorsement when
making purchase decisions. The data suggests that curiosity and the need for
additional information about the product are more influential in driving
purchase intent than attitude alone. Overall, these insights underscore the
complexity of consumer behavior on social media platforms, indicating that
while influencers can shape attitudes and norms, they are not the sole
determinants of purchase actions. Future marketing strategies should take these
dynamics into account to effectively engage audiences and increase conversion
rates.

Recommendations

To optimize marketing strategies on TikTok and similar platforms, brands
should focus on leveraging subjective norms by collaborating with influencers
who align with the values and social trends of the target audience. These
partnerships can help shape positive attitudes among followers and encourage
desired behaviors. Building trust is equally important; brands should prioritize
transparency in collaborations with influencers by providing clear and honest
product information. This is especially important for Generation Z and
millennials, who value authenticity in endorsements. In addition, educational
content should also be emphasized, as curiosity and the need for detailed product
information greatly influence purchase intent. Marketers can create tutorials,
reviews or behind-the-scenes content to provide valuable insights that go beyond
influencer recommendations. Interactive campaigns, such as live Q&A sessions
or community discussions, can further engage users and address their concerns
directly. While influencer marketing is effective, it should be complemented with
diversified approaches such as content marketing, targeted advertising, and
email campaigns to reinforce brand messages across multiple channels. Finally,
marketers should continuously monitor trends in their audience demographics
to appropriately adjust strategies and stay relevant in the dynamic social media
environment. By implementing these recommendations, influencer marketing on
social media can effectively strengthen relationships with consumers and
improve desired outcomes.
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ADVANCED RESEARCH

This study has limitations because the variables do not fully represent all
factors that influence attitudes towards influencers and purchase intentions and
the focus of this study is limited to the TikTok platform. In future studies,
researchers can add samples, variables, and conduct more specific theory
development to further examine the influence of influencers on purchase
intentions.
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