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Abstract

This article aimed to 1) study the level of influence of marketing communication in TikTok
among Generation Z consumers; 2) study the level of consumer behavior in Generation Z
consumers; and 3) study the influence of marketing communication in TikTok on the behavior of
Generation Z consumers. This research was quantitative with a sample of 399 people. The
statistics used were percentage, frequency, mean, standard deviation, and hypothesis testing
using multiple regression analysis.

The research results were as follows: 1. The overall level of influence of marketing
communication on TikTok among Generation Z consumers was at a high level. When considering
each aspect, it was found that brand loyalty was second, followed by word-of-mouth
communication via electronic media, purchase intention, and social media marketing, respectively.
2. The overall level of consumer behavior of Generation Z was at a high level. When considering
each aspect, it was found that word-of-mouth was at the highest level, followed by frequency of
use and satisfaction, respectively. 3. The influence of marketing communication in TikTok on the
behavior of Generation Z consumers was the influence of marketing communication in TikTok (B =
.5370) with statistical significance (p < .01). The multiple correlation coefficient (R) between the set
of independent variables, namely the influence of marketing communication in TikTok (X1), and the
dependent variable (Generation Z consumer behavior) is .370, the coefficient of determination (R2)
is .137, and the coefficient of explanation (Adjusted R2) is .135. The joint efficiency of the influence
of marketing communication in TikTok on the behavior of Generation Z consumers is 13.5 percent
with a statistical significance of .01.

Keywords: Influence of communication; Marketing in TikTok; Consumer behavior; Generation Z
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