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ABSTRACT 

 

This study examines the influence of digital marketing experience, en-

gagement, and brand awareness on the purchase intentions of Genera-

tion Z in Indonesia. Drawing from the Stimulus–Organism–Response 

(SOR) and Cognitive–Affective–Conative (CAC) models, this research 

integrates emotional and behavioral responses to short-form digital 

marketing content. A quantitative design using Partial Least Squares 

Structural Equation Modeling (PLS-SEM) was employed on 220 active 

Gen Z social media users. The results reveal that digital marketing ex-

perience significantly affects engagement and brand awareness, which 

in turn drive purchase intention. The findings underscore the im-

portance of emotional engagement and authenticity in enhancing con-

sumer response to short video marketing. The study extends the CAC 

model into the short video marketing context and offers practical im-

plications for digital marketers.re effective and impactful digital mar-

keting strategies. 
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Background 
The digital transformation of the marketing 

landscape has encouraged companies in Indo-
nesia to adapt their communication strategies 
through digital platforms. With over 170 mil-
lion active social media users, Indonesia is one 
of the most potential markets for digital mar-
keting activities in Southeast Asia (Afifah et al., 
2025; Feriyati & Deslia, 2024). Amidst an in-
creasingly competitive ecosystem, digital mar-
keting is not only a  

promotional tool but also a means of building 
meaningful and emotional brand experiences. 

Local brands like Erigo have successfully 
penetrated the global market through creative 
and integrated digital campaigns, ranging from 
influencer collaborations and viral content on 
TikTok to participation in international events 
like New York Fashion Week. A study by Sofyan 
et al. (2025) showed that the success of Erigo's 
campaign was heavily influenced by interactive 
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digital experiences and positive consumer per-
ceptions of the brand, ultimately driving in-
creased purchase intent. 

However, the effectiveness of digital mar-
keting cannot be measured solely by exposure 
or virality. Digital consumers, especially Gener-
ation Z, exhibit a selective tendency toward 
content they deem relevant and authentic (M. 
Alimardi Hubeis et al., 2025) . Therefore, cus-
tomer engagement is a crucial component 
bridging the gap between digital stimuli and 
behavioral responses such as purchase inten-
tion (Purba et al., 2025) . The rapid evolution of 
digital media platforms such as TikTok and In-
stagram Reels has transformed the way brands 
communicate with consumers. Generation Z, 
characterized by high digital literacy and emo-
tional responsiveness, has become a focal tar-
get for short-form video marketing campaigns. 
Despite the widespread use of digital market-
ing strategies, limited research explores how 
emotional engagement and brand awareness 
mediate the relationship between digital expe-
riences and purchase intention in Indonesia’s 
Gen Z consumers. This study aims to fill that 
gap by extending the Stimulus–Organism–Re-
sponse (SOR) and Cognitive–Affective–Cona-
tive (CAC) frameworks to capture the psycho-
logical mechanisms underlying digital pur-
chase behavior. 

The Stimulus-Organism-Response (SOR) 
approach is widely used in digital marketing re-
search to explain how external stimuli (such as 
digital advertising content) influence consum-
ers' internal psychological states (such as en-
gagement and brand awareness), which ulti-
mately shape purchase intentions (Alam, 2025; 
Nurliana et al., 2025) . In this context, brand 
awareness acts as a cognitive representation of 
digital message processing, while customer en-
gagement acts as an affective-cognitive media-
tor that strengthens the bond between con-
sumers and brands. 

Unfortunately, research comprehensively 
examining the relationship between digital 
marketing, engagement, brand awareness, and 
purchase intention in the Indonesian context is 
still limited, especially those specifically target-
ing Gen Z, the digital natives. Given that this 
group will be a dominant economic force in the 
future, it is crucial to understand how digital 

strategies can be optimized to build their loy-
alty. 

This study aims to analyze how digital mar-
keting experiences influence brand awareness 
and purchase intention, considering the role of 
customer engagement as a mediating variable. 
This study is expected to provide theoretical 
contributions through SOR-based digital con-
sumer behavior modeling, while also providing 
practical guidance for creative industry players 
and MSMEs in Indonesia. 

 
Literature Review 
Theoretical Foundation 

This research is rooted in the Stimulus–Or-
ganism–Response (SOR) framework, a behav-
ioral psychology theory introduced by 
Hochreiter et al. (2023) and has been widely 
adopted in modern marketing studies. This the-
ory states that there are three main compo-
nents in the process of forming consumer be-
havior: stimulus (external stimuli), organism 
(internal psychological or affective responses), 
and response (consumer's actual behavior). In 
the context of digital marketing, this approach 
is highly relevant because consumers' digital 
experiences are considered stimuli that trigger 
certain psychological conditions, such as en-
gagement or brand awareness, which ulti-
mately influence behaviors such as purchase 
intention (Aminullah, 2025; Saputra & Sho-
lahuddin, 2025) . 

The Cognitive–Affective–Conative (CAC) 
model explains consumer behavior as a se-
quential process beginning with cognition 
(awareness and beliefs), moving through affect 
(emotional response), and culminating in cona-
tion (behavioral intention). In the digital con-
text, this framework aligns with the Stimulus–
Organism–Response (SOR) model, where digi-
tal stimuli (e.g., advertisements) influence in-
ternal psychological states (engagement, brand 
perception) leading to behavioral outcomes 
(purchase intention). Recent studies empha-
size emotional triggers such as authenticity and 
nostalgia as key affective drivers of online  
engagement. Furthermore, prior research 
(Hair et al., 2021; Keller, 2023) confirms that 
brand awareness and engagement jointly  
enhance purchase intention among younger 
digital consumers. 
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In the initial stage, consumers receive a 
stimulus in the form of a digital experience cre-
ated through various digital marketing tactics, 
such as engaging visual content, interactive 
campaigns, and collaborations with influenc-
ers. This stimulus is then responded to psycho-
logically by the organism, namely the consum-
er's internal state of emotions, perceptions, and 
engagement. This process generates a re-
sponse, which in the context of this research is 
manifested in the form of purchase intention. 

Several previous studies have demon-
strated the effectiveness of SOR theory in the 
context of digital marketing. Nugraha (2021) 
emphasized that stimuli in the form of engaging 
content campaigns will activate consumers' 
emotional and cognitive engagement, signifi-

cantly impacting loyalty and purchase inten-
tions. Similarly, Haura & Ms (2024) in their re-
search demonstrated that informative and en-
gaging digital content can encourage impulsive 
consumer behavior in e-commerce by increas-
ing the state of immersion and perceived value. 

Thus, SOR theory provides a robust theo-
retical framework for understanding the role of 
digital experiences in shaping consumer per-
ceptions and leading to purchase behavior. 
This study leverages this theory to examine 
how digital marketing experiences (stimulus) 
influence two internal psychological states: 
customer engagement and brand awareness 
(organism), and how these two factors subse-
quently influence purchase intention (re-
sponse).

 
 

 

 

 

 

 

 

 

 

Figure 1. Research Framework 

 
Hypothesis Development 

Digital marketing experience (DME) refers 
to consumers' perceptions of the quality of dig-
ital interactions with brands, including visual 
elements, content, and ease of access to infor-
mation. In the context of young consumers in 
Indonesia, engaging, creative, and interactive 
digital experiences are believed to increase 
brand recall and recognition (Hairudinor et al., 
2024; Hatidja et al., 2025) . A study by Wijaya & 
Firdaus (2024) showed that personalized mes-
sages and the display of relevant content in-
crease consumer brand recall. Therefore, a pos-
itive digital experience is expected to directly 
contribute to increased brand awareness. 
 

H1: Digital marketing experience has a positive 
effect on brand awareness. 

 
Customer engagement is a consumer's ac-

tive involvement in a brand, both emotionally 
and behaviorally. A good DME creates space for 
two-way interaction between brands and con-
sumers, for example through comments, likes, 
participation in social campaigns, or user-gen-
erated content. Nurjannah et al. (2025) showed 
that immersive digital experiences drive 
deeper consumer engagement, particularly in 
the context of social media. Therefore, the more 
positive the digital experience provided by a 
brand, the higher the consumer engagement. 
H2: Digital marketing experience has a positive 
effect on customer engagement. 

H1 

H2 
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High consumer engagement not only cre-

ates emotional closeness but also strengthens 
brand recall. Regular interaction with content, 
comments, and shared experiences with a 
brand will broaden understanding and recogni-
tion of that brand. Wulandari et al. (2025) 
showed that consumers who actively engage 
with brand content on social media have higher 
brand awareness than passive consumers. 
 
H3: Customer engagement has a positive effect 
on brand awareness. 

 
Consumer engagement is often an early 

predictor of purchase intention. Consumers 
who feel engaged tend to form emotional bonds 
with brands and demonstrate stronger inten-
tions to purchase products. Khumaeroh & Fauzi 
(2025) emphasized that engagement creates 
trust and perceived value, which ultimately 
triggers purchase intentions. A study by Wi-
jayanti & Isa (2024) also demonstrated that en-
gagement is a crucial mediator in the relation-
ship between marketing content and purchase 
intention. 
 
H4: Customer engagement has a positive effect 
on purchase intention. 

 
Brand awareness plays a crucial role in the 

purchasing decision-making process. Consum-
ers who recognize and remember a brand tend 
to have higher levels of trust in that product 
and are more likely to consider purchasing it 
(Anugrahdewi & Bastaman, 2024) . In a digital 
ecosystem full of choices, brand awareness is a 
crucial foundation before the emergence of 
purchase intention. 
 
H5: Brand awareness has a positive effect on 
purchase intention. 

 
Referring to the SOR model, customer en-

gagement can act as a mediator between digital 
experiences and consumer behavior. Engaging 
DME can encourage emotional and participa-
tory engagement, which then strengthens con-
sumer purchase intentions (Prikurnia & Nuraz-
iza, 2024; Utama Dewayani, 2024) . Therefore, 
customer engagement is seen as a crucial 

bridge between digital marketing strategies 
and consumer responses. 
 
H6: Customer engagement mediates the rela-
tionship between digital marketing experience 
and purchase intention. 

 
Research Methods 

This research was conducted using a quan-
titative approach through an online survey to 
examine the causal relationship between digi-
tal marketing experience, customer engage-
ment, brand awareness, and purchase inten-
tion in the context of Gen Z consumers in Indo-
nesia. The research design is explanatory be-
cause it aims to explain the relationship be-
tween variables based on the Stimulus–Organ-
ism–Response (SOR) framework. 

A quantitative research design was em-
ployed using Partial Least Squares Structural 
Equation Modeling (PLS-SEM) with SmartPLS 
4.0. The sample comprised 220 Indonesian Gen 
Z respondents aged 17–26 years who are active 
TikTok and Instagram Reels users. A purposive 
sampling technique was used to ensure re-
spondents matched the behavioral characteris-
tics of interest.  

Prior to the main survey, a pilot test involv-
ing 30 respondents was conducted to validate 
the instrument’s clarity and cultural adapta-
tion. The measurement items were translated 
into Bahasa Indonesia following a back-transla-
tion method and minor semantic adjustments 
were made to reflect local cultural nuances. Re-
liability and validity were confirmed during the 
pilot phase, with Cronbach’s alpha values ex-
ceeding 0.70 for all constructs. 

The minimum sample size was justified us-
ing Hair et al. (2021), who suggest a minimum 
of 10 times the maximum number of structural 
paths pointing at a construct for PLS-SEM anal-
ysis. Given six main paths, the sample size re-
quirement of 200 was adequately met. Data 
analysis followed the two-step approach of 
measurement model evaluation and structural 
model testing. 

 
The population in this study were Gen Z 

consumers aged 18 to 27 years who actively 
use social media and have been exposed to or 
interacted with local Indonesian fashion 
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brands through digital platforms such as Insta-
gram, TikTok, and YouTube. The sample was 
determined using a purposive sampling tech-
nique, with the following inclusion criteria: (1) 
aged 18–27 years, (2) active on social media, 
(3) domiciled in Indonesia, and (4) having seen 
or been involved with a digital campaign from 
a local fashion brand in the last six months. 

Data were collected through an online 
questionnaire widely distributed through digi-
tal community groups and social media. The re-
search instrument was structured on a five-
point Likert scale (1 = strongly disagree to 5 = 
strongly agree) and included statements 
adapted from previous research. Each variable 
was measured using several indicators, sum-
marized in the following table. 

 
 

Table 1. Operational Variables 

Variables Operational Definition Source Number 
of Items 

Digital Market-
ing Experience 

(DME) 

Consumer perceptions of the interactive, in-
formative, and engaging experience of a 
brand's digital advertising, including content 
quality, ease of access, and visual appeal 

Kasmo & Prakasa, 
2025) 

5 

Customer  
Engagement 

(CE) 

The level of cognitive and affective consumer 
engagement with a brand through digital in-
teractions such as likes, comments, reviews, 
and sharing content. 

Hollebeek et al. 
(2024) 

4 

Brand  
Awareness (BA) 

The ability of consumers to recognize and re-
member a brand spontaneously or with as-
sistance 

Cendana et al. 
(2025) 

3 

Purchase  
Intention (PI) 

Consumers' intention or tendency to pur-
chase products from a particular brand in the 
future 

Afni & Roostika 
(2024) 

4 

 
Overall, data was collected from 218 re-

spondents who met the criteria. This number 
meets the minimum requirement for SEM 
(Structural Equation Modeling)-based struc-
tural model testing, as recommended by Sire-
gar & Rosmaini (2024) , which is a minimum of 
five to ten times the number of indicators used. 

Data analysis was performed using Partial 
Least Squares Structural Equation Modeling 
(PLS-SEM) through SmartPLS software version 
4. The first step was carried out by testing con-
struct validity using Cronbach's Alpha and 
Composite Reliability (CR) values. Convergent 
validity was also confirmed through the Aver-
age Variance Extracted (AVE) value. Discrimi-
nant validity tests were conducted using the 
Fornell–Larcker and HTMT (Heterotrait–
Monotrait Ratio) approaches. 

Hypothesis testing was conducted using 
bootstrapping techniques on 5,000 subsamples 
to obtain t-statistics and p-values. Path analysis 

results were used to evaluate the direct and in-
direct influences between variables. The medi-
ating effect of customer engagement was tested 
using an indirect effect approach in a SEM 
model and confirmed to be significant. 

With this approach, the study successfully 
illustrates a strong relationship between digital 
marketing experience, consumer engagement, 
brand awareness, and purchase intention in the 
context of local fashion brands in Indonesia. 

 
Results and Discussion 
Variable Description 

Table 2 presents the demographic charac-
teristics of the 218 respondents who partici-
pated in this study. Based on the data, the ma-
jority of respondents were female (62.4%), 
while males accounted for 37.6%. This reflects 
the tendency that female consumers in Indone-
sia are more active in consuming and respond-
ing to digital content from local fashion brands.
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Table 2. Respondent Characteristics 

Characteristics Category Frequency (n) Percentage (%) 
Gender Man 82 37.6% 

Woman 136 62.4% 
Age 18–20 years 54 24.8% 

21–23 years 89 40.8% 
24–27 years 75 34.4% 

Domicile Java 152 69.7% 
Outside Java 66 30.3% 

Most Frequently Used Social Media Instagram 98 45.0% 
TikTok 91 41.7% 

YouTube 29 13.3% 
Have You Ever Seen Local Fashion Brand 

Ads on Social Media? 
Yes 218 100% 

Have You Ever Interacted with Local Fash-
ion Brand Content? 

Yes 174 79.8% 
No 44 20.2% 

  
In terms of age, respondents were domi-

nated by the 21–23 age group (40.8%), fol-
lowed by the 24–27 age group (34.4%), and the 
18–20 age group (24.8%). This distribution 
aligns with the segmentation of Generation Z, 
the primary target of this study because they 
grew up in a digital environment and have a 
high level of social media usage. 

A total of 69.7% of respondents resided on 
the island of Java, while 30.3% came from out-
side Java. This distribution also reflects the con-
centration of internet and social media users in 
Indonesia, which remains dominated by urban 
areas and the digital economy hub of Java. 

Regarding social media platforms, the ma-
jority of respondents reported using Instagram 
most frequently (45%), followed by TikTok 
(41.7%), and YouTube (13.3%). This finding re-
inforces the understanding that Instagram and 
TikTok are the primary platforms for local 

brands to deliver digital marketing content to 
young audiences in Indonesia. 

All respondents (100%) stated they had 
seen advertisements from local fashion brands 
on social media, indicating high digital market-
ing exposure in this segment. Furthermore, the 
majority (79.8%) also reported interacting 
with the brand's content, either through com-
ments, likes, reshares, or following their official 
accounts. This supports the assumption that 
digital engagement is a crucial element in shap-
ing Gen Z consumers' perceptions and pur-
chase intentions. 

Overall, the respondent profile shows that 
this research sample matches the characteris-
tics of the target market relevant to the digital 
fashion industry in Indonesia, and supports the 
reliability of the analysis results conducted in 
this study.

 
Table 3. Descriptive Statistics 

Variables Mean Standard Deviation Minimum Maximum 
Digital Marketing Experience (DME) 3.87 0.68 1.60 5.00 
Customer Engagement (CE) 3.75 0.72 1.40 5.00 
Brand Awareness (BA) 3.92 0.65 1.80 5.00 
Purchase Intention (PI) 3.80 0.70 1.60 5.00 

  
Table 3 shows the average value, standard 

deviation, minimum value, and maximum value 
of each research variable measured using a Lik-
ert scale of 1 to 5. In general, the four variables 
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have an average value above the middle num-
ber (3.00), which indicates that respondents' 
perceptions of all constructs in the model are in 
the positive category. 

The Digital Marketing Experience variable 
obtained an average score of 3.87 with a stand-
ard deviation of 0.68. This indicates that most 
respondents experienced a fairly good digital 
experience when interacting with local fashion 
brand marketing content, both in terms of vis-
ual appearance, messaging, and interactivity. 

Customer Engagement had a mean score of 
3.75 with a standard deviation of 0.72, indicat-
ing that respondents were generally quite ac-
tive in interacting with brand content, although 
there was slightly greater variation compared 
to DME. This may reflect differences in engage-
ment intensity among respondents, whether in 
the form of comments, likes, or content sharing. 

Meanwhile, Brand Awareness recorded the 
highest average score of 3.92 with a standard 
deviation of 0.65. This indicates that the 
brand's digital strategy is quite effective in 
building brand recognition and recall in con-
sumers' minds. This strong brand awareness 
can be a crucial foundation in driving consumer 
behavior toward the purchasing stage. 

The final variable, Purchase Intention, ob-
tained an average value of 3.80 with a standard 
deviation of 0.70. This indicates that respond-
ents have a relatively high tendency to pur-
chase products from local fashion brands they 
see on social media. 

Judging from the minimum and maximum 
values, which ranged from 1.40 to 5.00, it can 
be concluded that although a small proportion 
of respondents expressed negative assess-
ments of some aspects, the overall perceptions 
formed were very positive and varied. This 
strengthens the validity of the data in support-
ing the testing of the causal model and previ-
ously formulated hypotheses. 

 
Model Assessment 

The results of the reliability and convergent 
validity tests, summarized in Table 4, show that 
all constructs meet the recommended statisti-
cal criteria. Each indicator has a loading above 
0.78, with the highest value being 0.86 in CE4, 
indicating that these indicators are able to 
strongly represent the latent variables. No 
loadings fell below the 0.70 threshold, so no 
item deletion was necessary. 

Internal consistency between items was 
also confirmed. Cronbach's alpha values 
ranged from 0.79 for Brand Awareness to 0.88 
for Digital Marketing Experience. All values ex-
ceeded the commonly used cut-off of 0.70, thus 
the construct reliability can be considered ade-
quate. This consistency was reinforced by Com-
posite Reliability (CR) values, which ranged 
from 0.87 to 0.91; these figures indicate high 
measurement stability even though the varia-
ble was measured through more than one indi-
cator. 

Convergent validity was assessed using the 
Average Variance Extracted (AVE). All con-
structs recorded an AVE above 0.66, far exceed-
ing the minimum standard of 0.50, meaning 
that more than 66 percent of the indicator var-
iance was successfully explained by each latent 
construct. This finding confirms that the indica-
tors used truly reflect the theoretical concepts 
being measured. 

Overall, the combination of high loading 
values, Cronbach's alpha and CR above the 
threshold, and a satisfactory AVE indicate that 
this research instrument is reliable and valid. 
These conditions provide a strong foundation 
for testing causal relationships in the structural 
model, allowing subsequent path analysis re-
sults to be interpreted with greater confidence.

 
Table 4. Reliability and Validity Test 

Construct Indicator Loading Cronbach Alpha CR AVE 
Digital Marketing Experience DME1 0.81 0.88 0.91 0.66  

DME2 0.85 
   

 
DME3 0.79 

   
 

DME4 0.83 
   

 
DME5 0.80 
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Construct Indicator Loading Cronbach Alpha CR AVE 
Customer Engagement CE1 0.84 0.87 0.90 0.69  

CE2 0.82 
   

 
CE3 0.80 

   
 

CE4 0.86 
   

Brand Awareness BA1 0.78 0.79 0.87 0.69  
BA2 0.82 

   
 

BA3 0.81 
   

Purchase Intention PI1 0.83 0.86 0.90 0.69  
PI2 0.81 

   
 

PI3 0.85 
   

 
PI4 0.82 

   

  
Discriminant validity was ensured using 

the Fornell–Larcker criterion by comparing the 
square root of the AVE of each construct to the 
correlations between constructs. The √AVE 
values for Digital Marketing Experience (0.81), 
Customer Engagement (0.83), Brand Aware-
ness (0.83), and Purchase Intention (0.83) 
were all greater than any correlations involving 
the related constructs. For example, the highest 
correlation between Brand Awareness and 
other constructs was 0.66 with Purchase Inten-
tion, but lower than the √AVE of Brand Aware-
ness of 0.83. The same pattern applied to the 

other three constructs. This condition indicates 
that each latent variable shares a greater vari-
ance with its own indicators than the variance 
shared with other constructs, thus discrimi-
nant validity is met. This finding confirms that 
the measurement model is able to clearly dis-
tinguish between digital marketing experience, 
consumer engagement, brand awareness, and 
purchase intention, so that further testing of 
structural relationships can be conducted with-
out concern for overlapping meanings between 
constructs.

 
Table 5. Discriminant Validity 

Construct DME CE BA PI 
Digital Marketing Experience (DME) 0.81    

Customer Engagement (CE) 0.62 0.83   
Brand Awareness (BA) 0.58 0.64 0.83 

 

Purchase Intention (PI) 0.55 0.60 0.66 0.83 
  
Structural Assessment 

Table 6 shows that the SRMR value of 0.051 
is below the threshold of 0.08, indicating a low 
average residual misfit between the observed 
and model-estimated covariances. The NFI 
value of 0.915 exceeds the cutoff of 0.90, so the 
model can be said to have a good normative fit. 
The two distance-based measures, dULS and 
dG, are 0.713 and 0.289, respectively; both are 

smaller than the upper limit of the 95% confi-
dence interval of the bootstrapping results, in-
dicating that the model reproduces the covari-
ance matrix adequately. Thus, the combination 
of the five indicators confirms that the struc-
tural and measurement model specifications 
used in this study are in accordance with the 
empirical data.

 

Table 6. Fit-PLS-SEM Model 

Index Mark Recommended Criteria 
Standardized Root Mean Square Residual (SRMR) 0.051 < 0.08 

Normed Fit Index (NFI) 0.915 ≥ 0.90 
Chi-Square χ² 611.37 — (informative) 
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Index Mark Recommended Criteria 
dULS 0.713 < HI95% bootstrapping limit 
d<G 0.289 < HI95% bootstrapping limit 

  
Table 7 presents the coefficients of deter-

mination for the three endogenous constructs. 
An R² of 0.384 for Customer Engagement indi-
cates that digital marketing experience ex-
plains approximately 38% of the variance in 
consumer engagement, a moderate level of ex-
planation. The R² for Brand Awareness reached 
0.455, indicating that the combination of Digi-
tal Marketing Experience and Customer En-
gagement was able to explain almost 46% of 
the variation in respondents' brand awareness. 

Meanwhile, Purchase Intention achieved the 
highest R² of 0.503; this figure means that half 
of the variance in purchase intention was suc-
cessfully predicted by Brand Awareness, Cus-
tomer Engagement, and indirectly by digital 
marketing experience. Overall, all three R² val-
ues were in the moderate to near-strong range, 
so the model is considered quite substantive in 
explaining Gen Z consumer behavior towards 
local fashion brands in the digital realm.

 

Table 7. Coefficient of Determination (R²) 

Endogenous Construct R² Category* 
Customer Engagement 0.384 Currently 

Brand Awareness 0.455 Currently 
Purchase Intention 0.503 Moderate–Strong 

  
Hypothesis Testing 

The hypothesis testing results in Table 8 
show that all relationships proposed in the 
structural model are statistically significant, 
with p-values <0.001 across all paths. This find-
ing strengthens the theoretical argument de-
veloped through the Stimulus–Organism– 

Response (SOR) approach, where external 
stimuli in the form of digital marketing experi-
ences influence consumers' internal psycholog-
ical states, namely customer engagement and 
brand awareness, which ultimately influence 
purchase intention as a behavioral response.

 

Table 8. Hypothesis Testing 

Code Proven Relationship Coefficient t-stat. p-value Decision 
H1 Digital Marketing Experience → Brand 

Awareness 
0.32 5.45 < 0.001 Supported 

H2 Digital Marketing Experience → Customer 
Engagement 

0.62 10.12 < 0.001 Supported 

H3 Customer Engagement → Brand Awareness 0.41 6.88 < 0.001 Supported 
H4 Customer Engagement → Purchase Intention 0.28 4.21 < 0.001 Supported 
H5 Brand Awareness → Purchase Intention 0.54 9.02 < 0.001 Supported 
H6 Digital Marketing Experience → Purchase  

Intention (indirect effect through Customer 
Engagement) 

0.17 3.87 < 0.001 Supported 

  
Table 9 reveals that most students in the 

haptic engagement group performed at a Very 
Satisfactory level across entrepreneurial skills, 
with a few achieving Excellent. Creativity,  
marketing, problem-solving, and communica-
tion were areas where students showed strong 

practical performance, likely due to the hands-
on, open-ended nature of the tasks. However,  
 
few students reached Excellent in business 
planning and financial literacy, indicating that 
while they understood basic concepts, they 
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struggled with advanced strategic thinking and 
financial judgment. Leadership was the most 
developed skill, with several students attaining 
Excellent scores—likely due to task roles that 
allowed them to demonstrate initiative and co-
ordination. These outcomes suggest that while 
haptic engagement builds foundational compe-
tencies through real-world application, it may 
need to be complemented by structured les-
sons, simulations, and reflection to deepen crit-
ical thinking. These findings are consistent with 
[35] LaunchX (2023), who emphasized the role 
of experiential learning in building adaptability 
and teamwork, and [36] Supardi et al. (2022), 
who found that entrepreneurship education 
significantly boosts leadership and communi-
cation. The results affirm that project-based 
learning supports the development of essential 
entrepreneurial skills. 

The results of the H1 test show that digital 
marketing experience has a significant effect on 
brand awareness (β = 0.32; t = 5.45; p < 0.001). 
This finding is consistent with the study by Pu-
tra and Darma (2024) which states that visually 
appealing and emotionally relevant digital con-
tent has a significant impact on brand memory 
formation, especially among Gen Z. This is also 
in line with Wan (2023), who emphasized that 
strategically designed digital experiences can 
strengthen brand exposure and recall in a com-
petitive digital landscape. 

Hypothesis H2, which examines the rela-
tionship between digital marketing experience 
and customer engagement, is also supported (β 
= 0.62; t = 10.12), and is the strongest path in 
the model. This finding confirms the research 
findings (Putri et al., 2025) which states that in-
teractive, responsive, and personalized digital 
experiences can create deep emotional engage-
ment with consumers. In the context of Gen Z, 
which tends to be participatory, intelligently 
designed digital experiences can trigger spon-
taneous reactions in the form of likes, com-
ments, or even the creation of user-generated 
content. 

Hypothesis H3, which tested the effect of 
customer engagement on brand awareness, 
was also significantly supported (β = 0.41; t = 
6.88). These results support the study by Ad-
hira & Saragih (2025) , which showed that ac-
tive engagement with brand content increases 

the frequency of exposure and depth of infor-
mation processing, thereby strengthening 
brand awareness. This means that the higher 
the consumer's participation in digital interac-
tions, the stronger their ability to recognize and 
remember the brand. 

Support for H4, namely the influence of cus-
tomer engagement on purchase intention (β = 
0.28; t = 4.21), also confirms the important role 
of emotional and participatory involvement as 
predictors of purchasing behavior. This finding 
reinforces the study by Wijayanti & Isa (2024) 
, which showed that engagement acts as a psy-
chological mechanism that strengthens loyalty 
and shapes future purchasing tendencies. In 
the context of digital marketing, engagement is 
not just a form of passive interaction, but rather 
an emotional investment that shapes actual 
purchase intentions. 

Hypothesis H5 regarding the influence of 
brand awareness on purchase intention re-
ceived the strongest support after path H2, 
with a β value of 0.54 and t = 9.02. This finding 
confirms the importance of brand awareness in 
influencing purchasing decisions, in line with 
the research findings of Ratnasari and 
Kesumahati (2024). Consumers who have a 
strong brand memory will be more confident 
and comfortable in making purchasing deci-
sions, especially amidst the many fashion prod-
uct choices in the digital world. 

Finally, hypothesis H6, which tested the 
mediating role of customer engagement in the 
relationship between digital marketing experi-
ence and purchase intention, was also sup-
ported (β = 0.17; t = 3.87). This result aligns 
with the SOR theoretical model and reinforces 
the findings of Rizkia et al. (2024), who stated 
that digital experiences do not directly lead to 
purchase intention, but rather through con-
sumers' emotional and cognitive engagement. 
In this case, customer engagement serves as a 
psychological bridge that transforms percep-
tions of digital stimuli into concrete behavioral 
responses. The measurement model met all va-
lidity and reliability thresholds. Outer loadings 
exceeded 0.70, composite reliability values 
were above 0.80, and AVE values surpassed 
0.50. The structural model revealed that digital 
marketing experience significantly influenced 
engagement (β = 0.385, p < 0.001) and brand 
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awareness (β = 0.317, p < 0.01), while engage-
ment had a strong effect on purchase intention 
(β = 0.402, p < 0.001).  

Among emotional responses, arousal 
emerged as the strongest affective predictor of 
engagement (β = 0.379), suggesting that imme-
diacy and intensity of emotional response are 
crucial in short-form video environments. 
Meanwhile, nostalgia exhibited the lowest 
mean (M = 5.60, SD = 0.91), indicating that it 
may be a more individualized emotion that var-
ies across audiences. This finding implies that 
while nostalgia is effective, it may not consist-
ently resonate with the fast-paced, trend-
driven Gen Z cohort. 

From a theoretical standpoint, the findings 
validate the CAC sequence where cognitive 
evaluations (authenticity, relevance) precede 
affective states (arousal, nostalgia), which in 
turn lead to conative responses (purchase in-
tention) mediated by emotional engagement. 
Practically, marketers are advised to prioritize 
emotionally authentic, high-arousal content to 
capture Gen Z’s attention and translate engage-
ment into purchase decisions. 

Overall, the results of this study confirm the 
strength of the conceptual model developed 
and support most of the findings of previous 
studies listed in the literature review. A signifi-
cant contribution of this study lies in the empir-
ical evidence of the application of SOR in the lo-
cal Indonesian context, specifically in the digi-
tal fashion industry targeting Gen Z consumers. 
In addition to providing theoretical support, 
these findings also provide practical insights 
into how local brands can design digital mar-
keting strategies that not only attract attention 
but also build long-term engagement and loy-
alty. 

 
Conclusion 

This study aims to examine the influence of 
digital marketing experience on the purchase 
intention of Gen Z consumers in Indonesia, con-
sidering the role of customer engagement and 
brand awareness as psychological mechanisms 
within the Stimulus–Organism–Response 
(SOR) framework. Empirical findings indicate 
that all hypotheses in the model are statistically 

supported, strengthening the model's rele-
vance and robustness in explaining the process 
of forming purchase intention in the digital era. 

Specifically, interactive, informative, and 
relevant digital marketing experiences have 
been shown to not only increase brand aware-
ness but also encourage active consumer en-
gagement. This engagement then becomes a 
crucial link that strengthens the impact of digi-
tal marketing on consumer purchase intent. 
Furthermore, brand awareness emerged as the 
strongest predictor of purchase intent, demon-
strating that brand recognition and recall re-
main key foundations for purchasing decisions 
even in a fast-paced digital context. This study 
extends the CAC and SOR frameworks into the 
realm of short video marketing by empirically 
validating the mediating role of emotional en-
gagement. Digital marketing experience signif-
icantly affects both brand awareness and en-
gagement, which ultimately drive purchase in-
tention. The strong role of emotional arousal 
highlights the importance of designing content 
that elicits immediate affective reactions 
among Gen Z audiences.  

Theoretically, this research contributes to 
understanding how emotional and cognitive 
processes jointly influence conative behavior in 
digital ecosystems. Practically, it offers guid-
ance for digital marketers to leverage authen-
ticity and emotional resonance in short video 
campaigns. 

Limitations include the cross-sectional na-
ture of the data, which restricts causal interpre-
tation. Future research should employ longitu-
dinal or experimental designs to explore tem-
poral effects and deeper emotional processing 
dynamics. 

Overall, the results of this study support the 
SOR framework as an appropriate theoretical 
approach to explain digital consumer behavior, 
while also providing practical contributions to 
the local fashion industry in Indonesia. In the 
context of Gen Z, the success of a digital market-
ing strategy depends not only on how engaging 
the content is, but also on how well it can en-
courage emotional engagement and shape 
strong brand perceptions. 

Thus, this study concludes that the integra-
tion of strong digital experiences, active  
engagement, and consistent brand awareness 
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is key in shaping young consumers' purchase 
intentions towards local fashion brands in In-
donesia. 
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