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Abstract: This study aims to examine the influence of Digital Marketing Strategies, Electronic 

Word of Mouth (E-WOM), and Brand Image on consumer purchase intention in TikTok Shop, 

with Customer Trust as a mediating variable. The approach used is quantitative with Partial 

Least Squares Structural Equation Modeling (PLS-SEM) analysis technique. Data was 

collected through an online questionnaire distributed to 180 respondents who are TikTok Shop 

users in the Yogyakarta region. The results of the analysis indicate that Brand Image 

significantly influences Customer Trust and Purchase Intent, and is significantly mediated by 

Customer Trust. Conversely, Digital Marketing Strategy and E-WOM do not show significant 

direct or indirect effects on Purchase Intent. Nevertheless, both still contribute to building trust, 

albeit with relatively small effects. The R-Square values of 0.715 for Customer Trust and 0.791 

for Purchase Intent indicate that the model has high predictive power. The Q² test results also 

support this conclusion, with predictive values above the recommended threshold. This study 

reinforces the role of Brand Image as a dominant factor in shaping consumer purchase intent, 

while highlighting the importance of building trust as a key element in digital marketing 

strategies. The findings also indicate that despite the widespread availability of digital 

information, consumer purchase intent remains influenced by their perceptions, attitudes, and 

beliefs, consistent with the Theory of Planned Behavior (TPB) framework used in this study. 

 

Keywords:  digital marketing strategies, electronic word of mouth (E-WON), brand image, 

customer trust, purchase intention. 
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INTRODUCTION 

The development of digital technologies has brought significant changes to consumer 

patterns, perticularly within the e-commerce ecosystem. One rapidly growing platform is tiktok 

shop, whict integrates the shopping experience with interactive video content. since its 

introduction, tiktok shop has attracted the attention of brands and consumers alike with its 

innovative marketing approach, which relies on attractive, shareable content. 

In January 2022, internet usage in Indonesia experienced significant growth, as it has in 

recent years Solihin (2022). This growth is based on the factors that respondents considered 

when deciding whether to purchase goods through e-commerce or TikTok Shop. Customers 

prefer online shopping for two reasons: first, because it is much cheaper (15.2%), and second, 

because it can be done from anywhere (13.2%) (Triyono et al. 2022). 

This growth is based on the factors that respondents considered when deciding whether 

to purchase goods through e-commerce or TikTok Shop. Customers prefer online shopping for 

two reasons: it is cheaper (15.2%) and can be done from anywhere (13.2%). TikTok Shop has 

become an important online shopping platform in Indonesia. According to Populux's research, 

TikTok's seamless integration of e-commerce features has made it the main channel through 

which businesses market and sell their products (Mausul and Ma’mun 2024). Several indicators 

point to significant growth in the use of this platform. For example, ahead of Ramadan in 2025, 

Indonesia had 107.68 million TikTok users in January 2025, ranking second after the United 

States (TikTok Statistics, 2025). Additionally, the number of internet users reached 202 million 

in January 2025. Given this growth trend, it is reasonable to assume that the number of TikTok 

Shop users in Indonesia will continue to increase in 2025, in line with the rising internet 

penetration and the platform's growing popularity among the Indonesian population. 

Digital marketing strategies are key elements in the success of e-commerce platforms, 

including TikTok Shop. Various digital marketing techniques such as algorithm-based 

advertising, influencer marketing, and data-driven promotions have been used to increase 

customer engagement and drive purchasing decisions. Additionally, the next step TikTok Shop 

should take is to encourage users to use the app more frequently for consumer purchasing 

activities by leveraging E-WOM. Electronic Word of Mouth (E-WOM) refers to online 

discussions about a company, its products, and services (Angel and Natadirja 2021).  Electronic 

Word of Mouth (E-WOM) or electronic word-of-mouth communication through user reviews, 

comments, and recommendations on social media also plays a crucial role in shaping 

customers' perceptions of a brand or product, as everyone can see what others post online. E-

WOM will grow in importance for a product and expand its reach  (Wiridjati and Roesman 

2018). 

Brand image is a crucial factor that influences customer purchase intent. A brand with a 

positive image tends to be more trusted by consumers, thereby increasing the likelihood of 

purchase conversion. Brand image is a brand's ability to enhance the appearance of its users 

and influence consumers' desire to purchase goods. In this context, brand image has a 

significant influence on purchase intent. However, in the context of social media-based e-

commerce platforms like TikTok Shop, customer trust emerges as a critical mediating factor. 

Given the high risks of fraud, fake reviews, and limited direct interaction between sellers and 

buyers, building customer trust presents a major challenge for digital businesses.  

Although various studies have discussed the influence of digital marketing strategies, 

Electronic Word of Mouth (E-WOM), and brand image on purchase intention, there are still 

inconsistencies in the results, particularly in the variables of digital marketing strategies and E-

WOM, which in some studies do not show a significant influence. Additionally, most previous 

studies have not included customer trust as a mediating variable, even though trust reflects the 

perceived behavioral control aspect within the framework of the Theory of Planned Behavior 

(TPB). This study offers novelty by integrating digital variables into the TPB framework in a 
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more comprehensive manner, and positioning customer trust as a mediator that bridges the 

relationship between brand image and purchase intention. The finding that not all digital 

variables directly impact purchase intent underscores that the effectiveness of digital strategies 

is significantly influenced by consumers' perceptions, attitudes, and trust. Thus, this study 

enriches the literature by offering a new perspective: in the context of social commerce 

platforms like TikTok Shop, building a strong brand image and solid trust are key drivers in 

fostering consumer purchase intention. 

This study was conducted with the aim of investigating the influence of digital marketing 

strategies, Electronic Word of Mouth (E-WOM), and brand image on purchase intention, with 

customer trust as a mediator. Based on the background description and research gap explained 

above, the following research questions were formulated: 1) How does digital marketing 

strategy influence customer purchase intention? 2) How does E-WOM influence customer 

purchase intention? 3) How does brand image influence customer purchase intention? 4) How 

do digital marketing strategies, E-WOM, and brand image influence customer trust? 5) What 

is the role of customer trust mediation in the relationship between digital marketing strategies, 

E-WOM, and brand image on purchase intention? 

 

Theoretical Review 

Theory of Planned Behavior (TPB) 

The Theory of Planned Behavior (TPB) is a social psychology model developed by  

(Ajzen 2020) to explain how individual behavior is influenced by intention, which is influenced 

by attitude, subjective norms, and perceived behavioral control. In the context of marketing, 

TPB explains how customers' perceptions of a brand, social influence (such as reviews or 

recommendations from others), and confidence in making a transaction can influence 

customers' purchase intentions toward a product or service. Attitude is a person's positive or 

negative evaluation of a particular behavior. Attitude is the result of an individual's assessment 

of the expected outcomes of that behavior (Ajzen and Cote 2008). If customers have a positive 

perception of a particular product or brand, they are more likely to have a stronger intention to 

purchase. Attitude toward a brand can be influence by digital marketing strategies and E-WON, 

as effective digital marketing strategies can enchance customers positive perceptions of a 

product or service, there by fostering positive attitude. positive word of mouth, such as good 

reviews and recommendation from other consumers, can reinforce customers positive attitudes 

toward a product.   

Thus, this theory provides a strong conceptual basis for understanding how digital 

marketing strategies, Electronic Word of Mouth (E-WOM), and brand image can shape 

customers' subjective attitudes and norms, as well as how customer trust, as a form of perceived 

behavioral control, plays a role in strengthening purchase intent. TPB comprehensively 

supports this research framework by explaining the interplay between psychological, social, 

and perceived control factors in the formation of purchase intentions within e-commerce 

environments such as TikTok Shop.  

 

Purchase Intention 

Purchase intention refers to consumers' desire or tendency to purchase a product or 

service in the future, which is influenced by various factors, such as brand image, E-WOM, 

and customer trust. According to (WALIYUL ARINNI and SHARIF 2022), purchase intention 

is a psychological process that involves consumers' evaluation of a product before finally 

deciding to buy. Purchase intention arises in consumers' minds due to stimuli offered by 

companies (Margaretha and Nuraryo 2022) and (Dwintri Nata and Sudarwanto 2022) also state 

that consumers who are satisfied and confident in the quality of a particular company's products 
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are more likely to decide to purchase those products. When purchase intent is more dominant, 

the likelihood of someone making a purchase of a product increases.   

 

Customer Trust 

According to  (Bhatnagar, Agarwal, and Kaur 2024) customer trust is the belief of 

consumers that an e-commerce platform brand will provide products and services that meet 

their expectations, without the risk of fraud or dissatisfaction. Customer trust is a personal 

commitment and bond between customers and the fulfillment of their expectations (Li, Teng, 

and Chen 2020). 

Customers who frequently interact with brands through TikTok Shop are more likely to 

trust products because strong strategies with brands, such as through E-WOM, help build trust 

between customers and increase their intention to purchase products. Customer trust is the 

belief that a brand is reliable, honest, and meets their expectations, reflecting the extent to 

which customers believe the brand will act with integrity and not exploit them. Customer trust 

in e-commerce platforms is significantly influenced by company reputation, website quality, 

and perceptions of transaction security. These factors not only shape customers' confidence in 

a brand's integrity but also significantly enhance purchase intention by reducing the perceived 

risks consumers may feel in a digital environment, (Quintus et al. 2024). 

 

Digital Marketing Strategies 

Marketing strategies implemented through digital platforms can increase customer trust, 

which in turn drives their purchase intention, (Umair Manzoor et al. 2020). Digital marketing 

is not only a marketing tactic but must also align with the company's business strategy (Olson 

et al. 2021). In the context of TikTok Shop, the digital marketing strategies used to acquire 

customers must align with business objectives to enhance customer purchase intention. 

According to (Rowi, Wahyudi, and Oswari 2024), an effective digital marketing strategy must 

include data-driven personalization, social media utilization, search engine optimization 

(SEO), and brand transparency. This approach has proven effective in enhancing customer 

engagement and loyalty through increased trust and perceived value, ultimately driving 

consumer purchase intention, particularly within e-commerce platforms like TikTok Shop. 

 

Electronic Word of Mouth (E-WOM) 

Word of Mouth (WOM) is generally considered to have the most effective influence on 

consumer behavior, particularly in consumer information research and subsequent purchasing 

decisions. According to (Bilovodska et al. 2022), it is a form of online communication in which 

customers share experiences, recommendations, or reviews about a product or service through 

digital platforms. With the emergence of the internet as a valuable research tool for services, a 

new form of WOM has emerged, known as Electronic Word of Mouth (Manandhar 2023). 

Factors determining the effectiveness of E-WOM include credibility, information quality, 

usefulness, and professionalism in delivery, which facilitate consumers in filtering important 

information for decision-making (Y. L. Chen, Chang, and Sung 2021). 

According to (Verma and Dewani 2020) e-commerce platforms are increasingly using 

artificial intelligence (AI) to analyze E-WOM sentiment and identify the most relevant reviews 

for customers. Therefore, algorithms that display reviews with a “high trust” score are more 

effective in increasing customer purchase intent. It can be concluded that customers read 

reviews as part of their research before making a decision when they intend to purchase a 

product or service.  
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Brand Image 

A strong brand will certainly have a direct impact on consumer behavior when 

purchasing goods or services. Brand image consists of a person's thoughts and perceptions 

about a product, or the perceptions that exist in the minds of consumers (Ruliansyah and 

Sampurna 2020). Brand image is part of the brand that is visible but not audible, such as 

symbols, characters, distinctive color patterns, or clients' perceptions of the service items 

represented by the brand. According to (M. Yu, Binti, et al. 2024), visual brand identity 

elements such as logos, colors, typography, and design have a significant influence on 

consumer attitudes, quality perceptions, loyalty, and purchase intention. The study emphasizes 

that visual elements are not merely decorative but also communication tools that create a deep 

impression of the brand's personality and values. Additionally, the company's image must be 

effectively communicated to potential customers. Brand image is closely linked to various 

associations related to the brand and possesses the essence and strength to build trust, establish 

credibility, and create a strong image in the eyes of consumers (Araújo, Pereira, and Santos 

2023).  

 

Previous Research 

Previous research shows that digital marketing strategies, E-WOM, brand image, and 

customer trust play an important role in shaping consumer purchase intention. (Desembrianita 

and Mulyono 2024) found that digital marketing and social media engagement significantly 

increase purchase intention through brand equity. (Umair Manzoor et al. 2020) further noted 

that the influence of social media on purchase intention is strengthened through customer trust 

as a mediator. (N. Chen and Yang 2021) also emphasize that consumer experiences in e-

commerce directly impact purchase intention, particularly through perceptions of service 

quality. In the context of E-WOM, (Nofal et al. 2022) demonstrate that reviews from trusted 

sources influence the formation of purchase intent through trust. Meanwhile, (M. Yu, Abidin, 

et al. 2024) emphasize that visual brand elements such as logos and designs strengthen brand 

image and drive purchasing decisions. These findings confirm that the influence of digital 

strategies or E-WOM is not sufficiently strong without the support of psychological variables 

such as trust or brand perception, which act as a bridge between marketing information and 

purchasing behavior, particularly on platforms like TikTok Shop. 

 

Hypothesis Development 

Digital Marketing Strategies and Purchase Intention 

Digital marketing strategies refer to the use of various internet-based marketing 

techniques, such as social media advertising, search engine optimization (SEO), email 

marketing, influencer marketing, and digital content, to attract customers' attention and 

encourage them to make purchases (Andini, Susanti, and Astuti 2024). Digital marketing 

involving influencers and user-generated content can increase customer engagement and 

purchase intention (Hochstein, Harmeling, and Perko 2023). Customer trust plays a role in 

strengthening the relationship between digital marketing and purchase intent, because the 

higher the level of customer trust in digital marketing strategies, the more likely consumers are 

to have purchase intention (Otopah et al. 2024). Essentially, well-designed digital marketing 

strategies aim to increase customer trust or strengthen trust to encourage consumers to make 

purchases. To address this empirical gap, the following hypothesis is proposed: 

H1:  Digital Marketing Strategies positively influence Purchase Intention. 

 

Electronic Word of Mouth and Purchase Intention 

E-WOM provides consumers with important information about a product or service and 

often helps them decide whether to purchase a product or service that supports the company. 
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Customers tend to trust and follow positive E-WOM recommendations. If reviews or 

recommendations from other customers are favorable, purchase intent will increase 

significantly, (Hermita Putri and Riski Taufik Hidayah 2023). High-quality E-WOM (detailed, 

informative, and persuasive) is more effective in increasing purchase intent compared to brief 

and less convincing reviews (Sulthana and Vasantha (2019). Electronic Word of Mouth is an 

activity that enables customers to engage in E-WOM communication delivered electronically 

through features such as ratings and reviews, forum recommendations, and communities, 

thereby increasing purchase intent (Fazri and Evanita (2025). In conclusion, the researchers 

conclude that E-WOM is very important in the current era, as it strengthens credibility and 

trust, helps reduce uncertainty, and provides deeper, more detailed insights based on real 

experiences. To align with the points above, this study proposes the following hypothesis:   

H2:  Electronic Word of Mouth positively influence Purchase Intention. 

 

Brand Image and Purchase Intention 

In the minds of consumers, brand image is the perception of an individual's personality. 

Brand image is defined as a collection of perceptions, ideas, and impressions that influence 

consumer purchasing decisions and loyalty (Fazri and Evanita 2025). Brand image is 

consumers' understanding of the uniqueness of a product or company in identifying and 

distinguishing it from competitors, thereby fostering consumer trust in the product or company 

(Solihin and Ahyani 2022). This evaluates which brands should be considered and which 

brands will be chosen. If the brand image is positive, consumers will purchase the product for 

consumption, but if the brand image is poor, consumers will be dissatisfied with the product 

after purchase because it does not meet their expectations. This shows that the more positive 

the brand image, the higher the consumer's purchase intention. Next, to answer this empirical 

gap, the following hypothesis is proposed: 

H3:  Brand Image positively influences Purchase Intention. 

 

Mediating role of Customer Trust 

Customer trust plays an important role in online purchasing behavior. Trust reduces 

perceived risk and increases purchase intent. In buying and selling, consumer trust is very 

important for businesses on TikTok Shop because it can strengthen marketing strategies aimed 

at purchase intention (Murni and Salim 2024). Digital marketing strategies influence purchase 

intention, particularly by building consumer trust, especially in the eco-friendly product market 

(Desembrianita and Mulyono 2024). Thus, trust serves as a bridge between digital marketing 

efforts and consumer decision-making in the home appliance sector, (Imaroh 2024). 

Furthermore, to address this empirical gap, the following hypothesis is proposed: 

H4:  Customer Trust mediates the relationship between Digital Marketing Strategies and 

Purchase Intention. 

 

E-WOM plays an important role in shaping customer trust, which in turn influences 

purchase intent. Online reviews, testimonials, and peer recommendations serve as social proof, 

reducing consumer uncertainty and increasing trust (Imaroh 2024). Another study by  (Cheung 

et al. 2021) highlights that trust in peer recommendations enhances perceived credibility, 

making consumers more likely to engage in online purchases. These findings suggest that 

businesses should focus on developing credible and authentic E-WOM to enhance customer 

trust, thereby maximizing purchase intent. In essence, encouraging authentic customer reviews, 

leveraging collaborations with influencers, and promoting transparent communication can 

significantly enhance trust and drive consumer behavior. Furthermore, to address this empirical 

gap, the following hypothesis is proposed:  
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H5:  Customer Trust mediates the relationship between Electronic Word of Mouth and 

Purchase Intention. 

 

Brand image plays an important role in shaping consumer perceptions and trust, which 

in turn influences purchase intent. A positive brand image fosters credibility and emotional 

attachment, reduces perceived risk for consumers, and increases their willingness to make a 

purchase (Aboulnasr and Tran 2020). Mathur, Tewari, and Singh (2021) highlight that when 

consumers associate a brand with reliability and high-quality products, their trust in that brand 

strengthens, leading to higher purchase intention. According to (Seo, Park, and Choi 2020), a 

well-established brand image reduces uncertainty in online transactions, thereby strengthening 

trust and leading to positive purchasing decisions. These findings underscore the importance 

of maintaining a strong and consistent brand image to build consumer trust and encourage 

purchase intent. Companies should focus on providing high-quality products, maintaining 

transparent communication strategies, and strengthening brand credibility through positive 

consumer experiences. Next, to address this empirical gap, the following hypothesis is 

proposed:  

H6:  Customer Trust mediates the relationship between Brand Image and Purchase Intention. 

 

Research Framework 

A conceptual framework or framework of thinking is a concept that explains, describes, 

and shows perceptions of the relationship between independent variables, dependent variables, 

and mediating variables to be studied based on the background and problem formulation 

(Dastane 2020). The following conceptual framework will reveal the influence of digital 

marketing strategies, electronic word of mouth, and brand image on the intention to purchase 

from TikTok Shop, with customer trust as the mediator. 

 

 
Figure 1. Conceptual framework 

 

METHOD 

This research is quantitative with a causal approach, aiming to identify the causal 

relationship between independent variables, namely digital marketing strategies, electronic 

word of mouth (E-WOM), and brand image, and the dependent variable of purchase intention, 

with customer trust as the mediating variable (Solihin and Ahyani 2022). The research subjects 
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are focused on consumers who have made purchases through TikTok Shop and reside in the 

Yogyakarta region, making them demographically representative for analysis. 

The sampling technique used was simple random sampling, in which each member of 

the population had an equal chance of being selected regardless of specific characteristics. The 

sample size was determined to be 180 respondents, based on the number of research indicators 

(36) multiplied by five, in accordance with the minimum sample size requirements for PLS-

SEM analysis (Hair et al. 2021). 

Data collection was conducted using an online questionnaire via Google Forms, which 

was designed in the form of a 5-point Likert scale, ranging from “Strongly Disagree” (1) to 

“Strongly Agree” (5). The instruments in this study were adapted from standardized constructs 

that have been proven valid and reliable in various previous studies. The purchase intention 

variable was measured using 9 items adapted from (Alrwashdeh, Emeagwali, and Aljuhmani 

2019) and  (Hien et al. 2020), with an example item: “I am confident in purchasing this brand's 

products at any time.” The digital marketing strategy variable used 6 items from (Hien et al. 

2020), for example: “Digital marketing helps me find the right product when shopping online.” 

The e-WOM variable was measured using 8 items adopted from (Abrantes et al. 2013) and 

(Mahmud et al. 2024), for example: “I seek information from friends and family before 

purchasing a product.” Meanwhile, the brand image variable is assessed using 6 items from 

(Otopah et al. 2024), and the customer trust variable is measured using 7 items from (Otopah 

et al. 2024), one of which is: “I believe that TikTok Shop will fulfill its promises to customers.”  

The data analysis technique used was Partial Least Squares Structural Equation Modeling 

(PLS-SEM) with the help of SmartPLS software. This method was chosen because it is suitable 

for complex theoretical models involving mediating variables and is capable of handling non-

normal and ordinal scale data (Hair et al. 2021); (M. Sarstedt et al. 2024). 

PLS-SEM analysis was conducted in two stages. The first stage was the evaluation of the 

measurement model (outer model), which aimed to test the validity and reliability of latent 

constructs. Convergent validity was tested by looking at the Average Variance Extracted 

(AVE) value, which must be ≥ 0.50. Discriminant validity is tested using two approaches, 

namely the Fornell-Larcker Criterion and the Heterotrait-Monotrait Ratio (HTMT), which 

must be < 0.90. The internal reliability of constructs is assessed using the Composite Reliability 

(CR) and Cronbach’s Alpha values, both of which must be ≥ 0.70 (Solihin and Ahyani 2022). 

The second stage is the evaluation of the structural model (inner model), which aims to 

test the strength of the relationship between constructs and test the proposed hypotheses. 

Several indicators for evaluating the structural model include:  

1. R-square (R²), to assess the extent to which exogenous variables contribute to explaining 

endogenous variables. 

2. Path coefficient, to measure the direction and strength of the influence between latent 

variables, which is tested through bootstrapping with 5000 subsamples (considered 

significant if the t-statistic ≥ 1.96 and p < 0.05). 

3. Effect size (f²) and Predictive relevance (Q²), to evaluate the strength of influence and 

predictive power of the model. 

4. Mediation analysis, conducted by testing specific indirect effects through bootstrapping to 

assess the significance of indirect relationships (D. Sarstedt 2016). 

 

This methodological approach enables a comprehensive and predictive exploration of the 

relationship between digital marketing strategies, E-WOM, and brand image on purchase 

intention, through the mediating role of customer trust, particularly in the context of social 

media-based e-commerce such as TikTok Shop. 
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Result and Discussion 

In this discussion, we will explain the results of our research along with a discussion of 

the data processing we have carried out. We used 180 respondents for our research, as 

explained in the section on respondents and sampling techniques. 

Validity and Reliability Tests 

 
Table 1. Validity and Realibility Tests. 

Variable Cronbach’s 

Alpha 

Rho_A Composite 

Reliabilitas 

Average Variance 

Extracted (AVE) 

Brand Image 0.929 0.930 0.944 0.739 

Electronic Word of Mouth 0.862 0.875 0.892 0.511 

Customer trust 0.935 0.936 0.947 0.719 

Purchase Intention 0.948 0.948 0.956 0.705 

Digital Marketing 

Strategies 

0. 818 0.840 0.868 0.526 

 

Validity and reliability tests aim to ensure that the measurement instruments used in this 

study actually measure what they are supposed to measure (valid) and provide consistent results 

(reliable). The test results show that all indicators in each variable have an outer loading value 

above 0.70, indicating that the instruments meet the convergent validity criteria. The Average 

Variance Extracted (AVE) value for each construct also exceeds the minimum threshold of 

0.50, further strengthening construct validity. Meanwhile, the composite reliability (CR) and 

Cronbach’s Alpha values for all variables are above 0.70, indicating that the constructs in the 

model have good internal reliability. Thus, the instruments in this study can be considered valid 

and reliable. Simply put, validity means that the questions in the questionnaire indeed measure 

the appropriate aspects (e.g., trust, purchase intent, etc.), while reliability means that 

respondents' answers to these questions do not change drastically if the measurement is 

repeated. By meeting all these criteria, it can be concluded that the research instrument is 

sufficiently good for use in further analysis because it can provide results that accurately and 

reliably measure variables, or if the same questionnaire is administered to respondents at 

different times, the results do not change drastically. 

 

R-Square and Adjusted R-Square 

The R-Square (R²) value is used to see how much the independent variable can explain 

the variation of the dependent variable. 

 
Table 2. R-Square and Adjusted R-Square 

Endogenous Variable R-Square R-Square 

Adjusted 

Customer Trust 0.715 0.710 

Purchase intention 0.791 0.787 

 

Based on the analysis results table, the Customer Trust variable has an R-Square value 

of 0.715 and an Adjusted R-Square value of 0.710, which means that 71.5% of the variation in 

Customer Trust can be explained by the independent variables used in the model, namely Brand 

Image, Electronic Word of Mouth (E-WOM), and Digital Marketing Strategy. Meanwhile, the 

Purchase Intention variable shows an R-Square value of 0.791 and an Adjusted R-Square of 

0.787, indicating that 79.1% of the variation in Purchase Intention can be explained by the 
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previous variables, including Customer Trust as a mediating variable. This value reflects that 

the model has excellent predictive ability, as it approaches the maximum R-Square value of 1. 

 

Path Coefficients 

This test is used to see the direct effect between variables in the structural model and to 

see its significance based on the t-statistics and p-value results of bootstrapping. 
 

Table 3. Path Coefficients 

Direct Influence Path Original Sample 

(O) 

T-Statistics P-Value Description 

Brand image → Purchase Intention 0.468 4.394 0.000 Significant 

Electronic Word of Mouth → 

Purchase intention 

0.116 0.933 0.351 Not Significant 

Digital Marketing Strategies → 

Purchase Intention 

0.085 1.144 0.253 Not Significant 

 

Based on the path coefficient test results in the table above, it is known that Brand Image 

has a significant and positive direct effect on Purchase Intention, with an original sample value 

of 0.468 and a p-value of 0.000. This indicates that the more positive the brand image is, the 

greater the likelihood that consumers will have the intention to purchase. This finding supports 

previous research by (Mathur, Tewari, and Singh 2021) and (Seo, Park, and Choi 2020), which 

shows that a positive brand image enhances consumers' perceptions of quality, credibility, and 

trust in the brand. In the context of the Theory of Planned Behavior (TPB), this reflects the 

construction of attitudes toward the object, namely positive perceptions of the brand, which 

drive the formation of purchase intentions. 

Conversely, Electronic Word of Mouth (E-WOM) and digital marketing strategies in this 

study did not show a significant influence on consumer purchase intention, with p-values of 

0.351 and 0.253, respectively. This indicates that although the direction of the relationship 

between the two is positive, it is not statistically strong enough to directly influence purchase 

intention. One possible reason is that consumers are becoming increasingly selective in trusting 

information from social media, especially when promotional content is perceived as too 

generic, inauthentic, or personally irrelevant. The credibility of the source and the level of 

emotional engagement are key elements in shaping positive responses to e-WOM and digital 

messages, and without a strong sense of trust or connection, consumers tend to postpone 

purchase decisions even after being exposed to promotional messages. 

In addition, the insignificant effect of digital marketing strategies also contradicts the 

findings of previous studies by (Lütjens et al. 2022) and (Olson et al. 2021) which state that 

digital marketing can shape positive attitudes towards brands. This difference can be explained 

by the nature of promotional content on TikTok Shop, which tends to be repetitive, impersonal, 

and can even cause boredom or annoyance among users.  

Within the framework of the Theory of Planned Behavior (TPB), the failure of digital 

marketing strategies to shape positive attitudes toward purchasing behavior reflects the absence 

of affective and cognitive evaluations that support behavioral intentions. In fact, as pointed out 

by (Fransen et al. 2015), excessive exposure to irrelevant promotional messages can lead to 

psychological resistance or reactance, which actually hinders purchase intention.  

 

Effect Size Test (f-Square). 

Effect size (f²) is used to determine the strength of the effect of each exogenous variable 

on the endogenous variable. Its interpretation refers to the provisions (Selya et al. 2012), 

namely 0,02 (small), 0,15 (medium), dan 0,35 (large). 
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Table 4. Effect Size Test (f-Square) 

Influence Path f² Interpretation 

Brand image → Customer trust 0.564 Large 

Brand image → Purchase Intention 0.261 Medium 

Electronic Word of Mouth → Customer 

Trust 

0.011 Small 

Electronic Word of Mouth → Purchase 

Intention 

0.019 Small 

Digital Marketing Strategies → Customer 

Trust 

0.036 Small 

Digital Marketing Strategies → Purchase 

Intention 

0.013 Small 

 

Based on the results of the analysis in the table, the effect of Brand Image on Customer 

Trust shows an f² value of 0.564, which is in the large category. This indicates that Brand Image 

has a very significant effect on shaping Customer Trust. Furthermore, the influence of Brand 

Image on Purchase Intent has an f² value of 0.261, which falls into the moderate category, 

meaning that Brand Image also makes a substantial contribution to increasing consumer 

purchase intention, although not as strongly as its influence on trust. Conversely, the influence 

of E-WOM on Customer Trust (f² = 0.011) and E-WOM on Purchase Intention (f² = 0.019) are 

both classified as small. Although statistically significant, the strength of their influence in this 

model is relatively weak. This may be due to the quality or intensity of E-WOM not being 

optimal in shaping consumer perceptions and decisions. Similarly, the influence of Digital 

Marketing Strategy on Customer Trust (f² = 0.036) and on Purchase Intent (f² = 0.013) also 

falls into the small category, indicating that while digital strategies contribute to consumer 

behavior, their direct influence remains limited compared to the influence of Brand Image. The 

low values may indicate that the digital strategies implemented are not yet fully effective or 

have not yet addressed the strong emotional and cognitive aspects that influence consumers. 

 

Predictive Relevance Test (Q2) 

 
Table 5. Predictive Relevance Test (Q²) 

Endogenous Variables Q² (Predictive Relevance) 

Customer Trust 0,504 

Purchase Intention 0,550 

 

To test the predictive ability of the model for endogenous variables, including mediating 

constructs, a Predictive Relevance (Q²) analysis was conducted using the blindfolding 

technique with an omission distance of 7. The results showed that the Q² value for the Customer 

Trust construct was 0.504 and for Purchase Intention was 0.550. Both values are above the 

threshold of 0.35, indicating that the model has a high predictive ability for the mediating 

variables and the primary dependent variable. Thus, the model not only demonstrates structural 

fit but also accurately explains the relationships among the constructs in driving consumer 

purchase intent on TikTok Shop. 

 

Mediation Test (Specific Indirect Effects) 

A mediation test is conducted to see the indirect effect of exogenous variables on 

endogenous variables through mediators. The test results can be seen in the following table: 

 
Table 6. Mediation Test (Specific Indirect Effects) 

Mediation Path Original 

Sample (O) 

T-

Statistics 

P-Value Description 
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Brand Image → Customer Trust → 

Purchase Intention 

0.190 3.643 0.000 Significant 

Electronic Word of Mouth → Customer 

Trust → Purchase Intention 

0.030 1.091 0.275 Not Significant 

Digital Marketing Strategies → Customer 

Trust → Purchase Intention 

0.047 1.828 0.068 Marginal/Not 

Significant 

 

Based on the results of the indirect effect test, the Brand Image → Customer Trust → 

Purchase Intention pathway shows an Original Sample (O) value of 0.190, with T-statistics = 

3.643 and p-value = 0.000, which means it is statistically significant at a 99% confidence level 

(p < 0.01). This finding indicates that customer trust significantly mediates the influence of 

brand image on purchase intention. Thus, the more positive consumers' perceptions of brand 

image, the higher the trust that is formed, and ultimately drives purchase intention. This 

mediation confirms that credible, consistent brands with a good reputation contribute to 

creating a sense of security and confidence for consumers to make transactions. 

These findings are in line with studies by (T. Yu, Teoh, et al. 2024) in the context of 

Chinese e-commerce and (Desembrianita and Mulyono 2024) on Indonesian marketplace 

platforms, which both state that trust is a key element in reducing the perception of risk in 

online transactions. Within the framework of the Theory of Planned Behavior (TPB), customer 

trust is closely linked to perceived behavioral control, which refers to consumers' perceptions 

of how safely, easily, and confidently they can make a purchase. 

Conversely, in the E-WOM → Customer Trust → Purchase Intention pathway, the 

analysis results show an Original Sample value of 0.030, with T-Statistics = 1.091 and p-value 

= 0.275, which means that this mediating relationship is not statistically significant. This 

finding indicates that although E-WOM can influence the formation of customer trust, its 

indirect effect on purchase intention through trust is not strong enough to be considered 

statistically significant. A possible cause is the low quality and intensity of E-WOM, where the 

review content received by consumers on TikTok tends to be less informative, superficial, or 

even questionable in terms of authenticity. This phenomenon may occur because the TikTok 

platform emphasizes entertainment content over educational content or authentic testimonials. 

Reviews often appear in the form of endorsements, which do not fully build trust perceptions 

in consumers' minds. Meanwhile, in the Digital Marketing Strategy → Customer Trust → 

Purchase Intent pathway, the Original Sample value is 0.047, with T-Statistics = 1.828 and p-

value = 0.068, indicating a marginally significant mediating relationship (p < 0.10 but > 0.05). 

This means that, although not significant at the conventional 95% level, there is an initial 

indication that digital marketing strategies have the potential to shape purchase intent through 

customer trust, but the influence is still not strong or consistent enough to be considered stable 

mediation. 

These findings differ from previous studies, such as those by  (Putri, Hidayah, and 

Maharani 2023) and (Nofal et al. 2022) which show that digital reviews and digital marketing 

strategies can significantly influence purchase intentions, especially when the content is 

relevant and delivered by credible sources. From the perspective of the Theory of Planned 

Behavior (TPB), the failure of E-WOM to shape purchase intentions reflects the absence of a 

strong subjective norm, consumers' perceptions of social pressure from others to make a 

purchase. This may be due to the low credibility and perceived authenticity of E-WOM content 

on TikTok, which fails to sufficiently build social confidence or normative pressure that 

influences purchase intentions. 

Overall, brand image and customer trust are key factors in driving consumer purchase 

intent on TikTok Shop. An important implication of these findings is that businesses need to 

prioritize consistent brand building and establish honest and authentic communication to build 
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customer trust, rather than focusing solely on the quantity of digital promotions or the virality 

of electronic  word of mouth.  

 

CONCLUSION 

Based on the results of data analysis using the PLS-SEM approach, this study produced 

several important conclusions. Brand Image was found to have a significant influence on 

Customer Trust and Purchase Intent, both directly and indirectly. This indicates that consumers' 

positive perceptions of a brand can foster trust and ultimately drive purchase intent. Customer 

Trust was also found to play a crucial role as a mediating variable, particularly in strengthening 

the relationship between Brand Image and Purchase Intention.  

These results align with the Theory of Planned Behavior framework, where positive 

attitudes toward an object (in this case, the brand) and perceived behavioral control (trust) 

strengthen an individual's intention to act (purchase). Conversely, the variables Digital 

Marketing Strategy and Electronic Word of Mouth (E-WOM) did not show a significant 

influence on Purchase Intent, either directly or through Customer Trust. This inconsistency can 

be explained by considering the TPB framework, where the success of influencing intention 

depends not only on the presence of digital information or promotions but also on how such 

information is psychologically received by individuals, including the attitudes formed, the 

influence of social norms, and consumers' self-confidence to make a purchase. If digital 

strategies or E-WOM fail to create positive perceptions or do not address consumers' emotional 

and social aspects, their influence on purchase intention becomes weak. Therefore, to 

strengthen the theoretical framework, it is recommended that future research consider other 

variables more representative of subjective norms and perceived behavioral control, such as 

perceived risk, trust in influencers, or social influence, to better align with the TPB construct. 

This study has several limitations. First, although the instruments used were valid and 

reliable, the quantitative questionnaire-based approach tends to be limited in exploring the 

underlying reasons behind consumer perceptions and attitudes. Second, the variables used did 

not fully cover all aspects of TPB, particularly subjective norms and perceived control. Based 

on these findings and limitations, it is recommended that future research consider expanding 

the sample to different regions and platforms to enhance generalizability. Additionally, the use 

of a mixed-methods approach will help provide a richer understanding of consumer attitudes 

and the process of intention formation. The addition of variables such as perceived risk, 

information quality, or social influence is also recommended so that the research model can 

more fully reflect the Theory of Planned Behavior framework. For practitioners, particularly 

businesses on TikTok Shop, the findings of this study emphasize the importance of building a 

strong and consistent brand image, as well as creating a digital experience that is not only 

visually appealing but also builds consumer trust, comfort, and confidence in making 

purchasing decisions. 
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