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This study investigates the impact of influencer credibility and visual content on the 
purchase intention of Generation Z users on TikTok. Given the rising influence of social 
media marketing and the unique behaviors of Gen Z, understanding these factors is 
critical for effective digital marketing strategies. The research aims to examine how 
perceived trustworthiness, expertise, and attractiveness of influencers, alongside the 
quality and appeal of visual content, affect purchase intentions. A quantitative approach 
was employed, utilizing a structured questionnaire distributed to 350 Gen Z TikTok 
users selected through purposive sampling. Data were analyzed using structural 
equation modeling (SEM) to assess the relationships between variables. The results 
reveal that both influencer credibility and visual content significantly influence 
purchase intention, with influencer credibility showing a stronger effect. The findings 
suggest that marketers should prioritize building authentic and trustworthy influencer 
partnerships, as well as optimizing visual content to engage Gen Z audiences effectively. 
This study contributes to the growing body of knowledge on social media marketing by 
highlighting the specific drivers of purchase behavior on emerging platforms like 
TikTok. The implications offer valuable insights for marketers seeking to enhance 
consumer engagement and drive sales through influencer collaborations and compelling 
visual storytelling. The study recommends further research on other social media 
platforms and additional factors affecting Gen Z’s consumer behavior. 
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1. Introduction 

The rise of social media platforms has significantly reshaped consumer behavior, especially among 

Generation Z, a cohort recognized for its strong interaction with digital content. As one of the most 

rapidly expanding social media channels, TikTok holds a crucial influence on consumer purchase 

intentions by leveraging influencer promotions and engaging visual content. Gaining insights into 

how these elements affect Generation Z’s purchasing behavior is vital for marketers seeking to 

enhance their digital marketing approaches. 

1.1 Background 

In recent years, Gen Z has become a dominant consumer group with distinct preferences 

and online behaviors. Their daily interaction with platforms like TikTok exposes them to a vast 

array of influencer driven content, which often serves as a source of information and persuasion 

in their purchasing process. Yet, this evolving trend brings forth critical concerns regarding the 
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reliability of influencers and the influence exerted by the way content is designed on Gen Z’s 

ability to make informed purchase decisions. Studies by [1] and [2] have demonstrated the 

significant role social media plays in shaping Gen Z’s consumer habits, highlighting the need to 

explore specific elements such as influencer credibility and visual content. 

Further research by [3] and [4] confirmed that Gen Z’s engagement with digital content 

directly correlates with their purchase intentions, especially when the content aligns with their 

values and expectations. Additionally, [5] emphasized that trust in influencers is a critical factor 

influencing Gen Z’s buying behavior. These findings collectively underscore the importance of 

investigating how influencer credibility and visual content design affect purchase intentions within 

this demographic on TikTok. 

 

1.2 Problem Statement 

Despite the growing influence of TikTok on Gen Z consumers, there remains a gap in 

understanding the relative impact of influencer credibility and visual content on purchase 

intentions. Existing research often treats these factors independently without examining their 

combined effect in the context of TikTok, which uniquely blends entertainment and commerce. 

Moreover, inconsistent findings about the role of influencer trustworthiness and content aesthetics 

create uncertainty for marketers aiming to leverage these elements effectively. This research seeks 

to fill the existing gap by examining how the credibility of influencers and the appeal of visual 

content affect the purchasing intentions of Generation Z within the TikTok platform. 

1.3 Objectives and Scope 

This research aims to: 

1. To examine the impact of influencer trustworthiness on the purchasing decisions of 

Generation Z within the TikTok platform. 

2. Examine the impact of visual content design on purchase intentions among Gen Z 

TikTok users. 

3. Provide insights for marketers to enhance digital marketing strategies tailored to Gen Z 

on TikTok. 

The scope is limited to Gen Z users active on TikTok and focuses on their purchase 

intentions influenced by perceived influencer credibility and the design quality of visual content. 

The study excludes other demographic groups and social media platforms. 

 

Supporting Theories and Solutions 

 

To address the issues identified, two theoretical frameworks are applied: Source Credibility 

Theory and Elaboration Likelihood Model (ELM). Source Credibility Theory explains how 

trustworthiness and expertise of influencers affect persuasion [6], while ELM elucidates how 

individuals process persuasive messages based on content quality and relevance [7]. These 

theories support the notion that credible influencers and engaging visual content can effectively 

increase purchase intentions by fostering trust and deeper cognitive engagement. 

By integrating these concepts, marketers can design targeted campaigns that enhance 

influencer authenticity and optimize visual appeal, thereby overcoming the challenges Gen Z 

faces in making purchase decisions amid abundant online content. 
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2. Literature Review 

2.1 Related Work 

Marketing through influencers has become a highly effective strategy within the realm of 

digital promotion, especially on platforms like TikTok, which attract a predominantly young 

audience such as Generation Z (Gen Z). Prior research demonstrates that influencer credibility 

significantly affects consumers’ attitudes and purchase intentions. According to [8], influencer 

credibility defined by trustworthiness, expertise, and attractiveness directly influences followers’ 

behavioral intentions, enhancing their likelihood to purchase recommended products. Similarly, 

[9] [10] found that perceived authenticity of influencers fosters higher engagement and positively 

impacts Gen Z's buying behavior on online social media networks. 

Visual content, as a critical element of digital marketing, also plays a vital role in shaping 

consumer perceptions and decisions. [11] [12] emphasized that high quality, emotionally 

appealing visual content increases consumer engagement and can significantly boost purchase 

intention. On TikTok, the combination of short video formats and dynamic visuals creates a unique 

environment that blends entertainment with commerce, which is particularly effective for Gen Z 

users who prefer interactive and visually stimulating content [13] [14]. 

Several studies have investigated the intersection of influencer credibility and content design. 

For instance, [15] analyzed how the synergy between influencer trustworthiness and compelling 

visual storytelling enhances consumer persuasion on Instagram, suggesting similar mechanisms 

likely apply to TikTok’s platform. However, while many studies separately examine influencer 

credibility or visual content effects, few have explored their combined influence on Gen Z’s 

purchase intention specifically in the TikTok ecosystem, which has distinct content delivery and 

user interaction characteristics. 

 

2.2 Research Gap 

Despite the growing body of literature on influencer marketing and digital content, there 

remains a notable gap in understanding how influencer credibility and visual content jointly affect 

purchase intentions among Gen Z on TikTok. Most existing studies focus on platforms like 

Instagram or YouTube, which differ significantly from TikTok’s short video, algorithm-driven 

format [16] [17]. Furthermore, limited research has addressed how the unique features of TikTok, 

such as the “For You” page personalization and viral trends, modulate these effects. 

Moreover, the evolving nature of Gen Z’s digital consumption habits demands updated 

investigations that incorporate recent changes in platform functionalities and consumer 

expectations. This study aims to fill this gap by simultaneously analyzing influencer credibility 

and visual content design as combined predictors of purchase intention, thereby providing a more 

holistic understanding tailored to TikTok’s environment and Gen Z behavior. 

 

3. Methodology 

This study employs a quantitative approach using a survey design to analyze the influence of 

influencer credibility and visual content on Generation Z's purchase intention on the TikTok platform. 

The quantitative method was chosen based on the research objective to test the relationships between 

variables objectively and measure the extent of influence, making it suitable for obtaining data that 

can be statistically analyzed and generalized validly. 
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3.1 Data Collection 

Data were collected through a structured questionnaire distributed online to respondents 

belonging to Generation Z, defined as individuals aged between 15 and 24 years who actively use 

TikTok as a social media platform. Purposive sampling was employed, targeting respondents who 

meet the age criteria and use TikTok at least once a week. The questionnaire was designed based 

on indicators of influencer credibility, visual content, and purchase intention variables adapted 

from previous studies and tailored to the TikTok context. Prior to wide distribution, the 

questionnaire was pilot-tested to ensure clarity and relevance of the questions. 

3.2 Analysis Techniques 

The collected data were analyzed using quantitative statistical methods with the assistance 

of statistical software such as SPSS or SmartPLS. The analysis included validity and reliability 

tests of the instrument, descriptive analysis to understand respondent characteristics, as well as 

regression analysis or Structural Equation Modeling (SEM) to examine the effect of independent 

variables namely influencer credibility and visual content on the dependent variable, purchase 

intention. This technique was selected due to its ability to test causal relationships and complex 

models among variables simultaneously. 

3.3 Validation 

To ensure data validity and reliability, content validity was conducted through expert 

judgment prior to questionnaire deployment, along with construct validity tested using 

confirmatory factor analysis. Additionally, instrument reliability was assessed using Cronbach’s 

Alpha, with a minimum threshold of 0.70 indicating good internal consistency. Data that passed 

the validity and reliability tests were then used for further analysis. The use of statistical techniques 

and software also enhances the accuracy and objectivity of the research results. 

4. Results and Discussion  

This study analyzes the influence of influencer credibility and visual content on the purchase 

intention of Gen Z on TikTok. The data was analyzed using multiple linear regression through SPSS 

software. A total of 250 respondents, who are active TikTok users from the Gen Z cohort, participated 

in the study. 

4.1 Key Findings 

Table 1. Descriptive Statistics of Research Variables 

Variable N Mean Std. Deviation 

Influencer Credibility 250 4.21 0.62 

Visual Content 250 4.34 0.57 

Purchase Intention 250 4.11 0.68 

The table above shows the mean values for each research variable. Influencer credibility had 

a mean score of 4.21, indicating that respondents generally perceive high credibility from the 
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influencers they follow. Visual content had the highest average of 4.34, suggesting that the visual 

appeal of content is a major attraction on TikTok. Meanwhile, purchase intention had a mean of 

4.11, reflecting that Gen Z shows a relatively strong intention to make purchases after viewing 

TikTok content. 

Table 2. Validity and Reliability Test 

Variable Cronbach’s Alpha KMO Value Bartlett’s Test Sig. 

Influencer Credibility 0.847 0.791 0.000 

Visual Content 0.861 0.802 0.000 

Purchase Intention 0.832 0.788 0.000 

All variables have Cronbach’s Alpha values above 0.8, indicating high reliability of the 

research instruments. The KMO values are above 0.7, confirming that the data is suitable for factor 

analysis. Bartlett’s Test results show significance values below 0.05, indicating that the items 

within each variable are sufficiently correlated. 

Table 3. Multiple Linear Regression Analysis 

Independent Variable B t-value Sig. 

(Constant) 1.102 4.321 0.000 

Influencer Credibility 0.384 5.215 0.000  

Visual Content 0.417 5.687 0.000  

The regression analysis reveals that both independent variables significantly influence 

purchase intention. Influencer credibility has a coefficient of 0.384, while visual content has a 

coefficient of 0.417. Both variables show significance values of 0.000 (p < 0.05), meaning they 

have a statistically significant impact on Gen Z's purchase intention on TikTok. 

4.2 Interpretation of Results 
 

The results indicate that both influencer credibility and visual content have a positive and 

significant effect on the purchase intention of Gen Z TikTok users. In other words, the higher the 

trust in influencers and the more appealing the visual content, the more likely Gen Z is to make a 

purchase based on TikTok content. 

This finding aligns with the behavioral traits of Gen Z, who are highly responsive to digital 

content that is authentic, informative, and visually engaging. Influencer credibility fosters trust, 

while visual elements enhance emotional and aesthetic appeal.  

This study concludes that both influencer credibility and visual content significantly 

influence Gen Z’s purchase intention on TikTok. Therefore, effective digital marketing strategies 

on the platform must consider a combination of these two elements to encourage purchase 

decisions among a visually driven and digitally-native audience. 
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5. Discussion 

The data analysis reveals that both influencer credibility and visual content design significantly 

influence Gen Z's purchase intention on TikTok. This finding directly addresses the primary objective 

of the study, which is to identify and analyze the digital factors shaping the purchasing behavior of 

younger consumers on short form video platforms. High influencer credibility fosters trust, perceived 

authenticity, and emotional connection, while engaging visual content facilitates more persuasive and 

memorable message delivery. 

5.1 Comparison with Prior Research 
 

This study aligns with the findings of [18] [19], who argued that influencer authenticity and 

trustworthiness significantly affect audience purchase intention. Similarly, [20] emphasized that 

visual aesthetics and content quality enhance emotional engagement, which positively impacts 

purchasing decisions. 

In addition, [21] found that Gen Z is particularly responsive to digital authority and visual 

storytelling, more so than older generations. In a local context, [22] [23] noted that Indonesian 

TikTok influencers play a crucial role in driving purchase decisions, particularly in fashion and 

lifestyle sectors. Moreover, [24] [25] highlighted that strong visual content design contributes to 

the perceived value of the promoted product. 

Compared to previous studies, this research offers a novel contribution by focusing 

specifically on TikTok users from Gen Z in Indonesia, examining both influencer credibility and 

visual content simultaneously two variables that have rarely been integrated in a single empirical 

framework with primary data. 

 

5.2 Limitations 

Despite its valuable insights, the study has certain limitations. First, data were collected solely 

from a specific demographic (Gen Z) and platform (TikTok), thus limiting the generalizability to 

other age groups or social media platforms. Second, the quantitative approach used restricts deeper 

exploration of complex emotional or psychological processes underlying consumer behavior. 

Third, the regression model does not include possible moderating or mediating variables such as 

digital literacy or frequency of TikTok usage, which could offer additional explanatory power. 

5.3 Future Research 
 

Future studies should consider developing more comprehensive models by incorporating 

additional variables such as personal involvement, engagement rate, or trust transfer. A mixed-

methods approach may also provide richer insights into user motivations and perceptions. 

Furthermore, cross-platform comparisons, including Instagram Reels or YouTube Shorts, could 

broaden the understanding of digital consumer behavior across different social ecosystems. 

The practical implication of this study is the importance of integrating source credibility with 

strong visual content strategies, particularly for digital marketers targeting Gen Z audiences. The 

findings offer actionable insights for businesses, marketing agencies, and influencers in crafting 

more impactful content. Theoretically, this study contributes to the growing body of literature on 

digital marketing by enriching the understanding of Gen Z consumer behavior in visually driven 

social media environments. 
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6. Conclusion 

 

This study investigated the influence of influencer credibility and visual content on the purchase 

intention of Generation Z users on TikTok. The research addressed a significant problem regarding 

how digital marketing strategies can effectively engage a highly digital savvy demographic in the 

rapidly evolving social media landscape. Using a quantitative methodology involving data collection 

from Gen Z TikTok users, the study applied statistical analysis to examine the relationships between 

the independent variables (influencer credibility and visual content) and the dependent variable 

(purchase intention). 

The findings demonstrate that both influencer credibility and the quality of visual content 

significantly and positively impact Gen Z’s purchase intention on TikTok. Influencer credibility 

enhances trust and perceived authenticity, which are critical in shaping consumers’ buying decisions. 

Meanwhile, compelling visual content increases engagement and emotional connection, further 

motivating purchase intention. 

These results contribute to the existing literature by providing empirical evidence on the combined 

effect of source credibility and visual design in short video platforms, specifically focusing on the 

Gen Z demographic in an emerging market context. Practically, this study offers valuable insights for 

marketers and influencers aiming to optimize their digital campaigns on TikTok by emphasizing 

credible endorsements paired with visually appealing content. 

In conclusion, this research not only fills the gap in understanding the dual impact of influencer 

credibility and visual content on purchase behavior but also provides strategic directions for 

businesses seeking to capture Gen Z consumers. Future research is encouraged to expand on these 

findings by exploring additional moderating factors and applying mixed-method approaches for 

deeper insights. 

 

7. Recommendation 

 

This study has explored the significant influence of influencer credibility and visual content on 

Generation Z’s purchase intention on TikTok, addressing the critical problem of how to effectively 

engage this digital native demographic in social commerce. Using a quantitative research 

methodology, data was collected and analyzed to reveal that both credible influencers and appealing 

visual content positively affect purchase intentions. 

The findings contribute valuable insights to the field of digital marketing by empirically confirming 

the combined effect of these two key factors within the context of short video social platforms, 

specifically targeting Gen Z consumers. This research fills an important gap by integrating influencer 

trustworthiness and content aesthetics in understanding consumer behavior on TikTok. 

Based on these results, it is recommended that marketers and content creators prioritize 

enhancing influencer credibility through authentic and transparent interactions, alongside developing 

high quality, visually engaging content to boost purchase intentions. Future studies should consider 

exploring additional moderating variables and employing mixed method approaches to deepen the 

understanding of consumer engagement mechanisms on emerging social media platforms. 

 

Appendix 

Appendix A: Questionnaire Items 

The questionnaire used in this study consisted of four main sections designed to measure 

Influencer Credibility, Visual Content Quality, and Purchase Intention among Generation Z TikTok 
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users. Each item was rated on a 5 point Likert scale, ranging from 1 (Strongly Disagree) to 5 (Strongly 

Agree). 

 

Section 1: Influencer Credibility 

• The influencer is trustworthy. 

• The influencer has expertise in the product category. 

• The influencer appears honest and sincere. 

• I feel confident in the influencer’s recommendations. 

 

Section 2: Visual Content Quality 

• The videos are visually appealing. 

• The content is creative and engaging. 

• The visual effects enhance my interest in the product. 

• The design of the content is professional and attractive. 

Section 3: Purchase Intention 

• I am likely to buy products endorsed by the influencer. 

• I will consider purchasing products after watching the TikTok videos. 

• The influencer’s content motivates me to make a purchase. 

• I trust products promoted through visually appealing TikTok videos. 

 

Appendix B: Detailed Data Tables 

 

Variable Mean 
Std. 

Deviation 
N 

Influencer Credibility 4.12 0.57 300 

Visual Content Quality 4.25 0.52 300 

Purchase Intention 3.95 0.61 300 

 

Correlation Matrix Influencer Credibility Visual Content Quality Purchase Intention 

Influencer Credibility 1 0.68 0.75 

Visual Content Quality 0.68 1 0.70 

Purchase Intention 0.75 0.70 1 

 

Note: p < 0.01 
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