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transformed consumer buying behavior—the
cognitive and emotional processes individuals
undertake when selecting, purchasing, and us-
ing products or services (Hwang, 2024). Tradi-
tionally influenced by psychological, social, and
cultural factors, buying behavior is now in-
creasingly shaped by the rise of digital plat-
forms, particularly social media. Among these,
TikTok has emerged as a dominant force, lever-
aging short-form videos, algorithm-driven per-
sonalization, and influencer marketing to guide
consumer decision-making (Valeza & Soriano,
2024).

Globally, TikTok has become a strategic
platform for brands, especially in industries
like fast beauty, where trends and visual con-
tent heavily influence consumer behavior. Tik-
Tok’s algorithm, powered by artificial intelli-
gence, creates personalized content that signif-
icantly increases product exposure and pur-
chase interest among digital generations such
as Gen Z and Millennials. Content strategies in-
volving storytelling, trends, and collaborations
with micro-influencers further strengthen con-
sumer engagement and drive purchase deci-
sions worldwide (Influencer Marketing Hub,
2025)

In the United States, TikTok is among the
fastest-growing social media platforms, with a
substantial portion of users regularly engaging
with content that influences their psychological
well-being and behavior. Research shows that
immersive experiences on TikTok, such as
“flow states,” can lead to problematic social me-
dia behaviors including addiction and in-
creased anxiety. Despite these risks, TikTok’s
ability to captivate users contributes to its
powerful role in shaping consumer habits and
purchase intentions locally. Additionally, Tik-
Tok serves as a significant news source for
younger adults in the U.S., with over half of Tik-
Tok users regularly obtaining news from the
platform. This highlights TikTok’s growing in-
fluence not only in entertainment and market-
ing but also as a key channel for information
dissemination, further embedding it in users’
daily lives and decision-making processes
(Smart Insights, 2025).

Understanding the relationship between
TikTok exposure and consumer buying behav-
ior is critical for marketers and researchers

alike. TikTok’s immersive features and tailored
content delivery heighten purchase intention,
influence brand perception, and promote im-
pulse buying (Tandon et al., 2023; Kaplan &
Haenlein, 2022; Jing & Nguyen, 2024). Expo-
sure can take multiple forms—passive brows-
ing, active engagement, and targeted advertise-
ments—all of which play distinct roles in shap-
ing consumer outcomes such as purchase fre-
quency, brand loyalty, and spontaneous pur-
chases (Zeng et al,, 2023; Naem & Okafor, 2022;
Huang & Su, 2022). Selezneva (2024) further
highlights the power of user-generated content
in stimulating unplanned purchases, particu-
larly when content resonates with users’ pref-
erences. Collectively, these findings confirm
TikTok’s role not only as an entertainment plat-
form but also as a powerful marketing channel
embedded in the digital consumer landscape.

Recent literature underscores the strategic
role of TikTok in shaping contemporary con-
sumer behavior. Ahmad et al. (2024) and Meng
et al. (2024) highlighted the effectiveness of
short-form video content, emotional reso-
nance, and influencer collaborations in foster-
ing authentic consumer-brand relationships
and driving purchase behavior. Complement-
ing these insights, Lin and Nuangjamnong
(2022) found that TikTok's live shopping fea-
tures enhance consumer trust and significantly
increase purchase intentions. Similarly, Ab Ha-
mid and Adnan (2022) demonstrated that viral
content on TikTok exerts a strong influence on
adolescent purchasing behavior, particularly
through emotionally engaging and socially val-
idated content. Tartaraj et al. (2024) further
substantiated these findings through econo-
metric modeling, revealing a significant corre-
lation between influencer activity and brand
recognition. Despite these contributions, much
of the existing research centers on generalized
populations or broad marketing outcomes,
with limited attention to long-term behavioral
effects or demographic-specific responses—
highlighting a gap for future inquiry.

While previous studies have highlighted
the marketing potential of TikTok, several as-
pects of its influence on consumer behavior re-
main underexplored. Although research has
acknowledged the roles of emotional reso-
nance, parasocial connections, and social proof
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in shaping online engagement (Ahmad et al,
2024; Jiang et al,, 2024), few have empirically
examined how these psychological mecha-
nisms operate within the TikTok environment.
Additionally, localized studies focusing on
highly engaged populations—such as univer-
sity students in Cebu City—have been scarce,
despite the demographic’s high social media
usage and purchasing potential (Maravillas,
2024). Moreover, there is a notable lack of re-
search specifically addressing TikTok’s influ-
ence on consumer buying behavior within the
Philippine context beyond Cebu City, leaving a
gap in understanding how regional cultural,
economic, and social factors may uniquely
shape these dynamics across the country. This
study addressed these gaps by examining Tik-
Tok exposure and its relationship to key di-
mensions of consumer buying behavior, includ-
ing purchase intention, frequency, brand loy-
alty, and online impulse buying.

Rather than dissecting the effects of distinct
exposure types (e.g., passive vs. active use), the
study measured frequency, content engage-
ment, and perceived influence of user-gener-
ated content as proxies to understand behav-
ioral patterns. Although algorithmic changes
and long-term brand loyalty were not the pri-
mary focus, the findings offered initial insights
into how regular TikTok use relates to sus-
tained consumer engagement. This aligns with
recent literature suggesting that TikTok's
evolving algorithm significantly shapes prod-
uct visibility and consumer decision-making
(Melgarejo-Espinoza et al., 2024). By centering
the analysis on a specific, digitally active popu-
lation, this study contributes contextualized ev-
idence to the broader discourse on social me-
dia-driven consumerism, while laying the
groundwork for future investigations into plat-
form mechanics and behavioral nuance.

This study seeks to address this gap by ex-
amining TikTok exposure and its relationship
to consumer buying behavior among university
students in Cebu City. The specific objectives
are to: (1) assess the dimensions of TikTok ex-
posure, including time spent on the platform,
frequency of use, user-generated content influ-
ence, and content engagement; (2) determine
the overall level of TikTok exposure among
participants; (3) evaluate consumer buying

behavior through purchase frequency, pur-
chase intention, brand loyalty, and online im-
pulse buying; (4) identify product category
preferences influenced by TikTok; and (5) in-
vestigate whether a statistically significant re-
lationship exists between TikTok exposure and
consumer buying behavior.

In line with these objectives, the study tests
the following hypotheses: Null Hypothesis
(Ho): There is no significant relationship be-
tween TikTok exposure and consumer buying
behavior among Cebu City university students.

By focusing on a digitally active and socially
engaged demographic, this study contributes
localized insights into TikTok’s dual role as an
entertainment platform and a marketing chan-
nel, providing valuable implications for mar-
keters and educators in the Philippine context.

Methods

This study will adopt a quantitative re-
search approach, utilizing a correlational de-
sign to examine the statistical relationship be-
tween TikTok exposure and consumer buying
behavior among university students in Cebu
City. Correlational research, a non-experi-
mental method, allows for the assessment of
naturally occurring associations without ma-
nipulating variables, making it well-suited for
addressing the study's objectives (Devi et al,
2022).

The target population comprises TikTok-
using university students aged 18 and above.
Convenience sampling was employed to select
participants based on accessibility and willing-
ness to participate. Inclusion criteria required
respondents to be currently enrolled university
students in Cebu City, aged 18 years or older,
and active TikTok users. This ensured the rele-
vance of the sample to the study’s focus on dig-
itally engaged youth (Golzar et al., 2022).

This study utilizes a quantitative approach
by collecting primary data from university stu-
dents in Cebu City through a structured online
survey administered via Google Forms. The in-
strument, adapted from previous peer-re-
viewed studies (Chu et al., 2022), consists of 20
items divided into three sections: the informed
consent form, TikTok exposure, and consumer
buying behavior. Both main constructs are
measured using a 5-point Likert Scale ranging
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from (1) Strongly Disagree to (5) Strongly
Agree, a format suitable for capturing attitudes
and statistically analyzing responses (Nilsson,
2023). To ensure clarity in interpretation, the

Table 1. Interpretation of the 5-Point Likert Scale

mean scores will be analyzed using the verbal
scale developed by Bringula et al. (2012),
facilitating a consistent understanding of
participant responses across the study.

Scale Point Mean Range

Verbal Interpretation

5 4.51-5.00 Strongly Agree
4 3.51-4.50 Agree

3 2.51-3.50 Neutral

2 1.51-2.50 Disagree

1 1.00 - 1.50 Strongly Disagree

To establish the validity and reliability of
the survey instrument, content validity was en-
sured through expert review by academic pro-
fessionals familiar with social media research.
A pilot test was conducted to assess clarity and
relevance of the items. Internal consistency re-
liability was measured using Cronbach’s alpha,
with values exceeding the acceptable threshold
of 0.70 for both TikTok exposure and consumer
buying behavior scales, confirming the instru-
ment’s reliability.

This study aims to determine whether
there is a significant relationship between Tik-
Tok exposure and consumer buying behavior
among university students in Cebu City. To
gather data, the researchers created a 20-item
online questionnaire using validated questions
from previous studies (Chu et al,, 2022), with
both key variables measured using a 5-point
Likert Scale. The survey included a data privacy
consent form, questions on TikTok usage, and
items on consumer buying behavior. It was dis-
tributed via Google Forms to students aged 18
and above who actively use TikTok, using con-
venience sampling to reach at least 100 partic-
ipants (Golzar et al., 2022). Ethical standards,
including voluntary participation and confi-
dentiality, were observed following the Data
Privacy Act of 2012 and guidelines from BERA
(2024). Participants were informed about the
study’s purpose, procedures, and their rights,
including the option to withdraw at any time.
Anonymity was maintained by not collecting
personally identifiable information.

After collection, the responses will be coded
and analyzed using statistical software. De-
scriptive statistics will summarize the data,

while Spearman’s correlation will assess the re-
lationship between the two variables (Nilsson,
2023). While self-reported data can pose limi-
tations, the use of standardized questions and
secure data handling aims to minimize bias and
maintain research integrity.

Once the survey data is collected, it will be
analyzed using statistical software. The re-
searchers will calculate the frequency, percent-
age, and average scores of TikTok exposure and
consumer buying behavior to understand par-
ticipants’ overall responses. Because the data is
measured on a 5-point

Likert scale, it is considered ordinal—
where 1 means low and 5 means high. To exam-
ine the relationship between the two variables,
Spearman’s correlation will be used. This
method ranks the data and compares the differ-
ences to see how strongly and in what direction
the variables are related. A result close to 1 in-
dicates a strong positive relationship, while a
result near -1 shows a strong negative relation-
ship. A value around 0 means there is no clear
association (Nilsson, 2023). If the correlation is
statistically significant—meaning the p-value is
less than 0.05—the study will reject the null hy-
pothesis and conclude that a meaningful rela-
tionship exists between TikTok exposure and
consumer buying behavior.

To ensure ethical integrity, this study ad-
heres to principles outlined by Bell and Bryman
(2007) and BERA (2024), emphasizing partici-
pant protection, transparency, and responsible
data handling. Before participation, respond-
ents will be informed about the study’s pur-
pose, procedures, privacy safeguards under the
Data Privacy Act of 2012 and NPC Circular No.
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2023-06, and researcher contact details. Ques-
tions will be designed to minimize discomfort,
and theoretical context will support compre-
hension. Participation is voluntary and anony-
mous. Transparency will be upheld by clearly
communicating objectives and methods, offer-
ing access to raw data upon request, and apply-
ing rigorous statistical analysis to maintain ac-
curacy and avoid misrepresentation.

Results and Discussions
The following tables and figure summarize
the key dimensions of TikTok exposure and

consumer buying behavior among the partici-
pants, providing a clear overview of usage pat-
terns, behavioral tendencies, and product pref-
erences. Table 2 presents the descriptive statis-
tics for the four dimensions of TikTok exposure
examined in the study: time spent on the plat-
form, frequency of use, user-generated content
influence, and content engagement. It includes
measures of central tendency, variability, dis-
tribution shape, and normality, offering an
overview of participant responses across each
variable.

Table 2 Descriptive Statistics for TikTok Exposure Dimensions

__ . Frequenc User- Content
Statistic Time Spent U(iage ’ Generated Content Engagement

N 345 345 345 345
Missing 0 0 0 0
Mean (M) 246 3.56 3.11 3.17
Median (Mdn) 2 4 3 3
Standard Deviation (SD)  1.21 1.26 0.903 1.21
Minimum 1 1 1 1
Maximum 5 5 5 5
Skewness 0.358 -0.540 -0.296 -0.144
SE Skewness 0.131 0.131 0.131 0.131
Shapiro-Wilk W 0.885 0.875 0.856 0912
Shapiro-Wilk p <.001 <.001 <.001 <.001

Note. All Shapiro-Wilk p-values are below .001, indicating that the distributions of the variables de-
viate significantly from normality. This supports the use of non-parametric statistical methods, such
as Spearman’s correlation, for analyzing the relationships among TikTok exposure dimensions.

Table 2 presents data from a complete sam-
ple of 345 participants, each responding to all
four dimensions of TikTok exposure, resulting
in no missing values. Among these dimensions,
User-Generated Content Influence yielded the
highest mean score (M = 3.56), suggesting a
comparatively stronger impact of TikTok con-
tent on participants’ attitudes and behaviors. In
contrast, Time Spent on TikTok registered the
lowest mean (M = 2.46), indicating that while
participants frequently access the app, their in-
dividual usage sessions are relatively brief.
Standard deviations ranged from 0.903 to 1.26,
reflecting moderate variability in responses.
The lowest variability was observed for Con-
tent Engagement (SD = 1.21), while User-Gen-
erated Content Influence exhibited the highest
(SD = 0.903). Skewness values indicated slight

asymmetries in the distributions, and Shapiro-
Wilk test results (p <.001 for all variables) con-
firmed significant deviations from normality.
These findings suggest a usage pattern
characterized by frequent yet time-efficient en-
gagement with the platform. Participants re-
ported habitual interactions with TikTok—
such as liking, sharing, and commenting—de-
spite spending limited time per session. The
pronounced influence of user-generated con-
tent underscores the persuasive power of au-
thentic, peer-driven media, echoing previous
findings that such content significantly affects
consumers’ brand perceptions and behavioral
intentions (Backstad & Lindquist, 2024). Over-
all, the results highlight TikTok’s role as an in-
fluential social platform that fosters habitual
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engagement and shapes user behavior through
relatable and community-generated content.
The distribution of participants’ self-re-
ported time spent on TikTok is detailed in Ta-
ble 3, highlighting the prevalence of brief but
frequent usage sessions. This presents the

frequency distribution of respondents based
on the amount of time they reported spending
on TikTok. The table includes five categories of
usage intensity, along with the corresponding
counts, percentage of the total sample, and cu-
mulative percentages for each category.

Table 3. Distribution of Respondents According to Time Spent on TikTok

Time Spent on TikTok Counts % of Total Cumulative %
Very Low 100 29.0% 29.0%
Low 77 22.3% 51.3%
Moderate 99 28.7% 80.0 %
High 48 13.9% 93.9%
Very High 21 6.1% 100.0 %

Note. Percentages may not sum to exactly 100% due to rounding. Categories for time spent on TikTok
were based on participants’ self-reported usage levels, grouped into five predefined intervals.

Table 3 presents the distribution of partici-
pants based on their reported time spent on
TikTok. The majority of respondents fell within
the very low (29.0%) and moderate (28.7%)
categories, collectively accounting for 57.7% of
the sample. This suggests that while TikTok is
frequently accessed, most users do not engage
in extended viewing sessions. An additional
22.3% reported low usage, whereas only a mi-
nority indicated high (13.9%) or very high
(6.1%) time spent on the platform. Cumulative
percentages indicate that 80% of participants
spend a moderate amount of time or less on
TikTok.

These findings align with existing literature
describing TikTok as a platform that encour-
ages brief, habitual interactions. Omar and
Dequan (2020) observed that younger users
typically engage in quick scrolling sessions due

to the short-form nature of the content. Simi-
larly, Montag, Yang, and Elhai (2021) empha-
sized that TikTok’s algorithmic design fosters
repeated engagement through short bursts of
attention rather than prolonged use. Taken to-
gether, these studies support the current find-
ings, underscoring the platform’s design as
conducive to high-frequency but time-efficient
usage patterns.

Table 4 further breaks down the frequency
of TikTok use, showing that a majority of stu-
dents engage with the platform multiple times
daily. This presents the frequency distribution
of respondents based on how often they re-
ported using TikTok. The table includes usage
categories along with their corresponding
counts, percentages of the total sample, and cu-
mulative percentages.

Table 4. Distribution of Respondents According to Frequency of TikTok Use.

TikTok Frequency Usage Count % of Total Cumulative %
Very Low 28 8.1% 8.1%
Low 49 14.2% 22.3%
Moderate 67 19.4% 41.7%
High 103 29.9% 71.6%
Very High 98 28.4% 100.0%

Note. Percentages may not sum to exactly 100% due to rounding. Frequency categories were based
on self-reported usage levels.

Table 4 presents the frequency distribution
of participants based on their reported TikTok

usage. The data indicate that a majority of re-
spondents demonstrate high engagement with
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the platform, with 29.9% classified as high-fre-
quency users and 28.4% as very high-fre-
quency users—together comprising 58.3% of
the sample. This suggests that more than half of
the participants regularly and intensively use
TikTok. Moderate users accounted for 19.4%,
while low and very low users represented
smaller proportions at 14.2% and 8.1%, re-
spectively. The cumulative percentages reflect
a strong concentration of participants in the
higher usage categories, indicating that TikTok
has become a deeply embedded aspect of many
users’ daily routines.

These findings may be attributed to the
platform’s algorithm-driven content delivery
and interactive features, which promote habit-
ual and sustained engagement. Smith and An-
derson (2018) observed that younger social
media users tend to exhibit frequent checking
behaviors, often engaging with platforms like
TikTok multiple times per day. Similarly,

Baumann et al. (2025) demonstrated that Tik-
Tok’s recommendation system rapidly rein-
forces user interests through personalized con-
tent streams, fostering persistent engagement
and narrowing content diversity. The high fre-
quency of usage observed in this study aligns
with these prior findings, underscoring the
platform’s capacity to sustain user attention
through algorithmic amplification.

Table 5 illustrates the varying degrees of in-
fluence that user-generated content exerts on
participants, underscoring its role as a key
driver of behavior. This presents the frequency
distribution of user-generated content influ-
ence, categorized across five levels: Very Low,
Low, Moderate, High, and Very High. The table
includes the number of responses (Counts), the
percentage each category represents of the to-
tal (% of Total), and the cumulative percentage
(Cumulative %) progressing through the distri-
bution.

Table 5 Frequencies of User-Generated Content Influence

Level of Influence Count Percentage (%) Cumulative Percentage (%)
Very Low 23 6.7 6.7
Low 34 9.9 16.5
Moderate 189 54.8 71.3
High 79 229 94.2
Very High 20 5.8 100.0

Table 5 presents the distribution of partic-
ipants based on their reported level of user-
generated content (UGC) influence on TikTok
usage. A majority of respondents (54.8%) indi-
cated a moderate level of influence, suggesting
that UGC plays a meaningful but not over-
whelming role in shaping user behavior. An ad-
ditional 22.9% reported a high level of influ-
ence, while smaller proportions indicated low
(9.9%) and very low (6.7%) influence. Only
5.8% of participants reported experiencing a
very high influence from UGC. Cumulatively,
71.3% of participants experienced a moderate
or lower degree of influence, while 94.2% re-
ported influence levels up to high, indicating
that UGC is a broadly impactful—though varia-
bly experienced—component of TikTok en-

differentiated impact of UGC on social media
behavior. The pronounced influence of user-
generated content on consumer buying behav-
ior aligns with Social Proof Theory, which pos-
its that individuals look to the behaviors and
opinions of others to guide their own decisions,
especially in uncertain situations (Cialdini,
2009). On TikTok, authentic peer-driven con-
tent serves as a powerful form of social proof,
encouraging users to emulate purchasing be-
haviors endorsed by their community (Zhao,
Wang, & Chen, 2022). This dynamic explains
the strong correlation between user-generated
content influence and consumer buying behav-
ior observed in this study. Similar trends
have been observed in the Philippine context,
where TikTok’s authentic peer content signifi-

gagement. cantly shapes Gen Z consumers’ attitudes and

These findings are consistent with prior re- purchase decisions (De Guzman & Reyes,
search emphasizing the persuasive yet 2022). Moreover, Stamenkovi¢ and Mitrovié
IJMABER 4661 Volume 6 | Number 9 | September | 2025
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(2023) found that TikTok users are often moti-
vated by the authentic and personally relevant
nature of user-generated content, which fos-
ters routine engagement. Similarly, Lyu and
Kim (2020) highlighted that UGC can shape us-
ers’ attitudes, behaviors, and even purchasing
decisions, particularly when the content is per-
ceived as authentic and personally relevant.
These studies reinforce the present findings,

Table 6 Frequencies of Content Engagement

underscoring UGC’s role as a dynamic
and influential driver of user interaction on
TikTok.

Table 6 displays the distribution of content
engagement levels among respondents. The
data are organized into five ordinal catego-
ries—Very Low to Very High—and include cor-
responding frequencies, percentages of the to-
tal, and cumulative percentages.

Level of Engagement Count Percentage (%) Cumulative Percentage (%)
Very Low 34 9.9 9.9
Low 73 21.2 31.0
Moderate 91 26.4 57.4
High 94 27.2 84.6
Very High 53 154 100.0

Table 6 presents the distribution of partici-
pants based on their reported level of content
engagement on TikTok. A substantial portion of
respondents reported high (27.2%) and mod-
erate (26.4%) engagement levels, together
comprising 53.6% of the total sample. Addi-
tionally, 15.4% indicated a very high level of
engagement, suggesting that a notable segment
of users is highly involved with platform con-
tent. In contrast, low (21.2%) and very low
(9.9%) engagement levels were reported by a
smaller proportion of participants. Cumula-
tively, 84.6% of respondents demonstrated at
least a moderate level of content engagement,
underscoring the platform’s capacity to foster
widespread user interaction.

These findings are consistent with prior re-
search emphasizing TikTok’s algorithmic de-
sign and content structure as key drivers of en-
gagement. Wang (2022) highlighted that Tik-
Tok’s recommendation algorithm plays a piv-
otal role in shaping user behavior by delivering

Table 7. Frequencies of TikTok Exposure

highly personalized content streams based on
prior interactions and preferences. This algo-
rithmic precision fosters habitual usage and
deepens user involvement. Likewise, Klug et al.
(2021) found that TikTok’s short-form, emo-
tionally resonant videos—combined with in-
teractive features like likes, shares, and com-
ments—encourage sustained engagement and
frequent platform return. These insights align
with the present study’s results, underscoring
the role of algorithmic personalization and con-
tent variety in shaping user engagement pat-
terns.

Table 7 summarizes the overall exposure
levels to TikTok content, indicating that most
participants maintain moderate engagement
with the platform. This outlines the distribu-
tion of participants’ levels of exposure to Tik-
Tok content. The responses are classified into
five categories—Very Low to Very High—ac-
companied by their corresponding frequencies,
percentages, and cumulative percentages.

Level of Exposure Count Percentage (%) Cumulative Percentage (%)
Very Low 36 10.4 10.4
Low 100 29.0 39.4
Moderate 146 42.3 81.7
High 57 16.5 98.3
Very High 6 1.7 100.0
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The data indicate that most participants re-
ported a moderate level of TikTok exposure
(42.3%), followed by low exposure (29.0%),
while only a small proportion reported very
high exposure (1.7%), suggesting that exces-
sive use is relatively uncommon within the
sample. These findings align with prior re-
search indicating that although TikTok is
widely popular, most users engage with it in a
balanced manner rather than excessively
(Kircaburun & Griffiths, 2019). The minimal
percentage of very high exposure supports the
conclusion of Boursier et al. (2021) that prob-
lematic usage patterns are limited to a minority
of users, often shaped by individual psycholog-
ical traits.

Notably, the 16.6% of participants who re-
ported high exposure is consistent with Sun
and Zhang’s (2021) observation that entertain-
ment-driven motivations can lead to increased
usage. Compared to earlier studies on plat-
forms like Facebook and Instagram—where

high usage was more prevalent among youth
(Keles, McCrae, & Grealish, 2020)—the present
findings suggest a more moderated pattern of
TikTok engagement, potentially due to its
short-form content design. Although Auxier
and Anderson (2021) documented elevated
screen time among teens during the pandemic,
the moderate exposure observed in this study
may reflect a post-pandemic recalibration.
Overall, the results suggest that while TikTok is
a widely used platform, participants generally
demonstrate effective self-regulation in their
usage patterns.

Table 8 summarizes the descriptive statis-
tics for four key consumer behavior variables:
Purchase Frequency, Purchase Intention,
Brand Loyalty, and Online Impulse Buying Be-
havior. The table provides information on sam-
ple size, missing values, central tendency, vari-
ability, distribution shape, and normality indi-
cators.

Table 8 Descriptive Statistics for Consumer Behavior Variables

Statistic Purchase Purchase Brand Online Impulse
Frequency Intention Loyalty Buying Behavior

N 345 345 345 345
Missing 0 0 0 0

Mean 3.65 3.54 3.44 2.99
Median 3.80 3.60 3.40 3.00
Standard Deviation 0.887 0.867 0.884 1.02
Minimum 1.00 1.00 1.00 1.00
Maximum 5.00 5.00 5.00 5.00
Skewness -0.637 -0.554 -0.348 -0.035

Std. Error Skewness 0.131 0.131 0.131 0.131
Shapiro-Wilk W 0.953 0.957 0.966 0.968
Shapiro-Wilk p <.001 <.001 <.001 <.001

Table 8 reveals that most participants re-
ported moderate to high levels of purchase in-
tention, while only a small proportion indicated
very low willingness to purchase. This suggests
that a significant portion of the student popula-
tion is receptive to buying products encoun-
tered online, particularly through platforms
like TikTok. The distribution pattern, sup-
ported by a negative skewness value (-0.554),
further indicates that participants generally
leaned toward higher purchasing intentions.

The investigation into consumer buying be-
havior included an analysis of four key dimen-
sions: purchase frequency, purchase intention,
brand loyalty, and online impulse buying be-
havior. Descriptive statistics presented in Ta-
ble 8 provide a foundational overview of these
variables. Among them, purchase frequency
recorded the highest mean, suggesting that stu-
dents tend to make purchases on a regular ba-
sis. In contrast, online impulse buying behavior
yielded the lowest average, indicating a more
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measured or restrained approach to spontane-
ous online purchases.

These findings are consistent with prior re-
search emphasizing the role of credible influ-
encers and authentic content in shaping con-
sumer behavior. Lim et al. (2022) highlighted
that influencer credibility and high-quality con-
tent significantly enhance purchase intention
and brand loyalty, particularly on platforms
like TikTok where authenticity fosters trust.
Rather than prompting immediate impulsive
actions, TikTok’s user-generated content often
encourages sustained engagement. Similarly,
Jamil et al. (2024) found that influencer charac-
teristics—such as argument quality and kind-
ness—positively affect consumer well-being

Table 9 Frequencies of Purchase Frequency

and purchase intention, reinforcing the idea
that TikTok supports deliberate, trust-based
consumer interactions. Collectively, these in-
sights suggest that TikTok serves as a platform
for intentional and loyalty-driven consumer
behavior, especially among Gen Z users.

The frequency distribution of purchase fre-
quency among participants is shown in Table 9,
reflecting regular buying habits. This presents
the frequency distribution of participants’ self-
reported purchase frequency levels. The data
are grouped into five categories—Very Low
through Very High—and include the number of
responses, percentage of the total, and cumula-
tive percentage for each level.

Level of Purchase Frequency

Count Percentage (%) Cumulative Percentage (%)

Very Low 13
Low 37
Moderate 139
High 125
Very High 31

3.8 3.8

10.7 14.5
40.3 54.8
36.2 91.0
9.0 100.0

Table 9 reveals a clear pattern in the pur-
chasing behaviors of the surveyed university
students, with a substantial proportion report-
ing moderate to high-frequency purchasing.
This suggests that regular online shopping is a
common and normalized practice within this
demographic. The relatively low percentages at
the extremes—very low and very high pur-
chase activity—indicate a general tendency to-
ward balanced consumption habits. While fre-
quent purchasing is prevalent, the data do not
suggest widespread impulsive or excessive
buying, pointing instead to a more regulated
and intentional approach to online shopping.

These findings are consistent with prior re-
search on the development of digital purchas-
ing behaviors. Efendioglu (2024) emphasized
that digital consumers increasingly rely on per-
sonalized content and peer-generated reviews
to build familiarity and trust, which gradually
shape habitual purchasing patterns. Similarly,
Mehmood et al. (2025) demonstrated that in-
fluencer traits such as credibility, likeability,
and relatability significantly influence pur-

chase intentions, particularly when users per-
ceive influencers as authentic and trustworthy.
In the context of TikTok, the interplay between
algorithmic exposure and social validation ap-
pears to encourage frequent yet deliberate en-
gagement with shopping-related content. The
observed purchase frequency among Cebu City
University students reflects this dynamic, sug-
gesting that their buying decisions are guided
more by perceived value and trust than by im-
pulsivity—underscoring the platform’s role in
promoting mindful consumption among Gen Z
users.

Table 10 details participants’ purchase in-
tentions, highlighting their receptiveness
to buying products encountered on TikTok.
This presents the frequency distribution of par-
ticipants’ self-reported levels of purchase in-
tention. The data are categorized into five ordi-
nal levels—Very Low through Very High—and
include corresponding frequencies, percent-
ages of the total sample, and cumulative
percentages to illustrate the distribution across
the scale.
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Table 10 Frequencies of Self-Reported Purchase Intention

Level of Purchase Intention = Count Percentage (%) Cumulative Percentage (%)
Very Low 12 3.5 3.5
Low 49 14.2 17.7
Moderate 156 45.2 62.9
High 101 29.3 92.2
Very High 27 7.8 100.0

These findings align with prior research
highlighting the persuasive power of short-
form, visually engaging content in driving con-
sumer behavior. Ngo (2022) found that enter-
taining and emotionally resonant TikTok vid-
eos significantly enhance purchase intention
among Gen Z users by fostering trust and relat-
ability. Similarly, Ling et al. (2024) demon-
strated that interpersonal interaction and psy-
chological closeness—often cultivated through
community-driven content—play a mediating
role in enhancing consumer purchase intent.
Together, these insights affirm TikTok’s capac-
ity not only to capture attention but also to
shape deliberate consumer decision-making

when content design and credibility resonate
with user values.

Brand loyalty levels are presented in
Table 11, indicating moderate to high
loyalty with some flexibility among students.
This table presents the frequency distribution
of participants’ levels of brand loyalty. Re-
sponses were categorized into five ordinal lev-
els—from Very Low to Very High—and include
corresponding counts, percentages of the total,
and cumulative percentages. This breakdown
provides insight into how strongly respondents
identify with or consistently purchase from
particular brands.

Table 11 Frequencies of Self-Reported Brand Loyalty

Level of Brand Loyalty Count Percentage (%) Cumulative Percentage (%)
Very Low 17 49 49
Low 58 16.8 21.7
Moderate 158 45.8 67.5
High 89 25.8 93.3
Very High 23 6.7 100.0

Table 11 indicates that brand loyalty
among participants is predominantly moderate
to high, with only a small proportion reporting
very low or very high levels of loyalty. This sug-
gests that while many students express a pref-
erence for specific brands, they generally re-
main open to exploring alternatives. Such pat-
terns reflect a form of situational brand com-
mitment, wherein loyalty is shaped by contex-
tual factors rather than long-term allegiance.

This flexible loyalty aligns with emerging
research on Gen Z consumer behavior. Eastman
et al. (2021) observed that younger consumers
often base brand support on current relevance,
social values, or trend alignment, rather than
enduring brand attachment. Similarly, Ladhari
et al. (2020) found that social media platforms

foster fluid brand preferences by exposing us-
ers to competing options and peer-driven con-
tent, which continually reshape brand percep-
tions. Within the dynamic environment of Tik-
Tok—where trends shift rapidly and algorith-
mic feeds refresh constantly—brand loyalty
appears contingent on sustained relevance and
perceived authenticity. These findings suggest
that while brand loyalty exists among students,
it is adaptive and responsive, underscoring the
importance of consistent engagement and val-
ues-based marketing for long-term brand re-
tention.

Table 12 displays the distribution of online
impulse buying behavior, revealing moderate
levels of impulsivity tempered by restraint.
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This table displays the distribution of partici-
pants’ self-reported levels of online impulse
buying behavior. The data are categorized into
five ordinal levels—Very Low through Very

High—and include absolute frequencies, per-
centages of the total sample, and cumulative
percentages to illustrate response trends.

Table 12 Frequencies of Self-Reported Online Impulse Buying Behavior

Level of Online Impulse

Cumulative Percentage

Buying Behavior Count Percentage (%) (%)
Very Low 52 15.1 15.1
Low 82 23.8 38.8
Moderate 137 39.7 78.6
High 55 15.9 94.5
Very High 19 55 100.0

Table 12 reveals a central tendency toward
moderate levels of online impulse buying
among the study population, with fewer partic-
ipants reporting either minimal or excessive
engagement in such behavior. This distribution
suggests that while unplanned purchases are
not uncommon, students generally exhibit a de-
gree of restraint in their online purchasing de-
cisions.

This pattern aligns with recent research on
impulse buying in digital environments, partic-
ularly on platforms like TikTok. Philippine
studies also report that social media marketing
influences impulse buying behavior among col-
lege students, moderated by cultural and finan-
cial awareness factors (Santos & Villanueva,
2020). While emotionally engaging content and
algorithmic personalization can encourage
spontaneous purchases, students’ financial
awareness and critical thinking often temper
these impulses. Shamim and Azam (2025) em-
phasized the mediating role of trust, showing
that influencer content characteristics—such
as emotional resonance and informational
value—can heighten impulsive buying tenden-
cies. Similarly, Zhang et al. (2022) found that
scarcity-driven content and fear of missing out
significantly influence impulse purchases, es-
pecially when trust and social cues are present.
These findings suggest that although TikTok
fosters an environment conducive to impulsive
behavior, users in this study appear to engage
with a degree of intentionality, reflecting selec-
tive and value-driven consumption patterns.

Cultural values and generational character-
istics play a significant role in shaping impulse

buying and brand loyalty behaviors among uni-
versity students. In the Filipino cultural con-
text, which emphasizes community and social
harmony, consumers tend to exhibit more cau-
tious spending habits, which can moderate im-
pulse buying tendencies. At the same time,
younger generations like Gen Z, who are highly
engaged with digital platforms such as TikTok,
are more susceptible to impulse purchases
driven by fast-paced, trend-based content.
However, this generation also values authentic-
ity and social responsibility, which fosters se-
lective brand loyalty toward brands that align
with their personal and cultural values. This in-
terplay between cultural prudence and genera-
tional digital engagement helps explain the bal-
anced levels of impulse buying and brand loy-
alty observed in the study.

Figure 1 reveals that fashion and apparel
are the most influenced product categories,
with 71.6% of participants indicating prefer-
ence. This dominance likely reflects TikTok’s
highly visual format, which effectively show-
cases clothing styles, outfit ideas, and trend-
driven content that resonates strongly with
Gen Z users. Similarly, beauty and personal
care rank second (62.3%), supported by a vi-
brant community of beauty influencers, tutori-
als, and product demonstrations that foster
trust and engagement. The moderate interest
in electronics (34.2%) may be driven by popu-
lar unboxing videos and tech reviews that ap-
peal to students’ curiosity and desire for the lat-
est gadgets. In contrast, categories such as fur-
niture and décor (15.4%) and food and bever-
ages (22.0%) show lower influence, possibly
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due to less frequent or less engaging content in
these areas on TikTok. These patterns under-
score TikTok’s strength in promoting visually
appealing, trend-sensitive, and lifestyle-ori-
ented products, aligning with the platform’s al-
gorithmic emphasis on entertainment and peer
influence. There was a total of 345 responses in

the product category preference survey. This
preference pattern highlights TikTok’s effec-
tiveness in shaping consumer interests toward
visually engaging and trend-sensitive products,
particularly those that align with Gen Z’s life-
style and identity expression.

Product Preference Frequency from 345 Respondents

Toysand Games

Fitne= and Wellness

I (] (23.2%)

I (] (25.23%)

Books I (] (26.7%)

Food and Beverages NN [] (22.0%)

Furriture I (] (15.4%)

Home Goods G [ (27.0%)

Electronics ltems
Fashion and Appare
Beauty and Personal Care

0 50 100

I ] (34.2%)
. [ (71.6%4)
I [ (62.3%)

150 Tt e 2.0

Figure 1 Distribution of Participants’ Product Category Preferences

Table 13 summarizes the overall consumer
buying behavior levels, showing that most stu-
dents exhibit moderate purchasing influenced
by TikTok exposure. This table displays the fre-
quency distribution of overall consumer buy-
ing behavior among participants. Responses

were grouped into five ordinal categories,
ranging from Very Low to Very High, and are
presented with corresponding frequencies,
percentages, and cumulative percentages. This
breakdown provides an overview of the gen-
eral purchasing tendencies within the sample.

Table 13 Frequencies of Self-Reported Consumer Buying Behavior

Level of Consumer Buying Behavior Count Percentage (%) Cumulative Percentage (%)

Very Low 14
Low 57
Moderate 200
High 61
Very High 13

41 4.1

16.5 20.6
58.0 78.6
17.7 96.2
3.8 100.0

Table 13 provides a detailed summary of
consumer buying behavior levels among study
participants. A majority of respondents (200
individuals, 58.0%) exhibited a moderate level
of buying behavior influenced by TikTok expo-
sure, indicating that while the platform does af-
fect purchasing decisions, most students main-
tain balanced and controlled consumption
patterns. This suggests that TikTok may shape

consumer tendencies without necessarily lead-
ing to excessive or impulsive purchasing.

The second largest group reported high
consumer buying behavior (60 individuals,
17.8%), closely followed by those with low
buying behavior (57 individuals, 16.9%). Only
a small fraction of participants fell into the very
high (13 individuals, 3.8%) and very low (14 in-
dividuals, 4.1%) categories. Cumulative
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analysis reveals that 78.4% of the sample
demonstrates moderate or lower buying be-
havior, while only 21.6% falls into the high or
very high range. These findings suggest that alt-
hough TikTok exposure contributes to in-
creased consumer engagement, most students
retain a degree of purchasing restraint, reflect-
ing intentional rather than purely impulsive
consumption.

Spearman’s rho correlation coefficients in
Table 14 reveal significant positive relation-
ships between TikTok exposure variables and

consumer buying behavior, with user-gener-
ated content influence showing the strongest
effect. This table presents the Spearman's rho
correlation coefficients examining the relation-
ships between various TikTok-related varia-
bles and consumer buying behavior. This non-
parametric analysis was employed due to the
non-normal distribution of the data, as previ-
ously assessed. The table includes correlation
values, degrees of freedom, and significance
levels, offering insight into the strength and di-
rection of associations among the variables.

Table 14 Spearman’s Rho Correlations Between TikTok Exposure Variables and Consumer Buying

Behavior
TikTok-Related Variable Spearman’s p df p-value
TikTok Exposure 0.480*** 343 <.001
Time Spent on TikTok 0.237*** 343 <.001
TikTok Frequency Usage 0.405%** 343 <.001
User-Generated Content Influence 0.517*** 343 <.001
Content Engagement 0.406*** 343 <.001

Note. *p <.05, **p <.01, ***p <.001.

The results in Table 14 reveal significant
positive correlations between all TikTok-re-
lated variables and consumer buying behavior.
Notably, user-generated content influence ex-
hibited the strongest relationship (p = 0.517, p
< .001), followed by TikTok exposure (p =
0.480, p <.001), indicating that authentic, peer-
driven content and general platform exposure
are key drivers of purchasing behavior. Other
moderately strong correlations were found
with content engagement (p = 0.406) and Tik-
Tok frequency usage (p = 0.405), highlighting
the role of active platform interaction.

Meanwhile, time spent on TikTok showed a
weaker yet still significant association (p =
0.236), suggesting that the quality or nature of
interaction may be more influential than dura-
tion alone. Collectively, the data suggest that
consumer buying behavior is more strongly in-
fluenced by participatory and content-based
factors than by passive usage metrics.

The correlation coefficients indicate vary-
ing effect sizes based on conventional bench-
marks: the relationship between user-gener-
ated content influence and consumer buying
behavior (p = 0.517) represents a large effect
size, highlighting a strong practical association.

Other variables such as TikTok frequency us-
age (p = 0.405) and content engagement (p =
0.406) show moderate effect sizes, while time
spent on TikTok (p = 0.237) reflects a small to
moderate effect. These effect sizes underscore
the importance of participatory and content-
driven interactions over mere duration of use
in influencing buying behavior.

The findings related to purchase intention,
brand loyalty, and impulse buying behavior can
be interpreted through the lens of the Theory
of Planned Behavior (TPB), which suggests that
behavioral intentions are influenced by atti-
tudes, subjective norms, and perceived behav-
ioral control (Ajzen, 1991).

Table 15 presents correlations between
consumer buying behavior and its components,
confirming that purchase intention, brand loy-
alty, and impulse buying are all positively asso-
ciated with overall buying behavior. This table
presents Spearman’s rho correlation coeffi-
cients examining the associations between con-
sumer buying behavior and its key behavioral
components—purchase frequency, purchase
intention, brand loyalty, and online impulse
buying behavior—alongside general TikTok
exposure. This nonparametric approach was
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used due to the data’s non-normal distribution.
Each coefficient is reported with its

corresponding degrees of freedom and signifi-
cance level.

Table 15 Spearman’s Rho Correlations Between Consumer Buying Behavior and Related Constructs

Variable Spearman’s p df p-value
TikTok Exposure 0.503*** 343 <.001
Purchase Frequency 0.388*** 343 <.001
Purchase Intention 0.466*** 343 <.001
Brand Loyalty 0.429*** 343 <.001
Online Impulse Buying Behavior 0.458*** 343 <.001

Note. *p <.05, **p <.01, ***p <.001.

The results in Table 15 demonstrate statis-
tically significant positive correlations between
consumer buying behavior and all five related
constructs. TikTok exposure showed a moder-
ate association (p = 0.503, p <.001), reinforcing
its influence on purchasing patterns. Among
the behavioral components, online impulse
buying behavior (p = 0.458), purchase inten-
tion (p = 0.466), and brand loyalty (p = 0.429)
all displayed moderate relationships, suggest-
ing that consumer buying behavior tends to in-
crease alongside rising levels of intention, loy-
alty, and impulsivity.

Purchase frequency also showed a mean-
ingful, albeit slightly weaker, correlation (p =
0.388, p < .001), indicating that regular pur-
chasing habits align moderately with overall
consumer buying tendencies. These findings
suggest that consumer buying behavior, as a
holistic construct, is shaped by a combination
of exposure to persuasive content and behav-
ioral dispositions, with particularly strong
links to intention, loyalty, and impulse-driven
decisions.

Similarly, the correlations between con-
sumer buying behavior and its components re-
veal moderate to large effect sizes. Purchase in-
tention (p = 0.466) and online impulse buying
behavior (p = 0.458) exhibit moderate effects,
indicating meaningful contributions to overall
buying behavior. Brand loyalty (p = 0.429) also
shows a moderate effect size, while purchase
frequency (p = 0.388) reflects a small to mod-
erate effect. These findings suggest that inten-
tion, loyalty, and impulsivity are significant be-
havioral drivers within the TikTok-influenced
consumer context.

Together, these tables and figure provide a
comprehensive and clear depiction of how Tik-
Tok exposure shapes consumer behavior
among university students, highlighting the
platform’s role as both an entertainment and
marketing tool.

This study examined TikTok exposure and
consumer buying behavior among university
students in Cebu City. These findings align with
prior Philippine-based research highlighting
the growing impact of social media platforms
on Filipino youth’s consumer behavior (Llorin
& Dela Cruz, 2021; De Guzman & Reyes, 2022).
These reveal that TikTok has become an em-
bedded part of participants’ daily routines,
characterized by frequent but relatively brief
usage sessions. Among the exposure dimen-
sions, TikTok Frequency Usage registered the
highest mean, indicating that students engage
with the platform multiple times a day, even if
each interaction is short. Participants also re-
ported a moderate level of influence from user-
generated content, suggesting that while Tik-
Tok shapes perceptions and behaviors, users
maintain a degree of critical discernment.
Moreover, the prevalence of active engagement
behaviors—such as liking, sharing, and com-
menting—underscores the interactive and par-
ticipatory nature of TikTok usage.

In terms of consumer buying behavior, par-
ticipants generally exhibited moderate levels of
purchase frequency, purchase intention, brand
loyalty, and online impulse buying. This pattern
suggests that while TikTok effectively drives
consumer engagement—particularly through
viral content and peer endorsements—most
students demonstrate a balanced and inten-
tional approach to consumption. Furthermore,
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the analysis of product category preferences
revealed alignment with popular TikTok-
driven trends, especially in fashion, technology,
beauty, and lifestyle-related items. These re-
sults position TikTok not only as a source of en-
tertainment but also as a dynamic influence on
purchasing behavior and decision-making
among university students in Cebu City.

This study has several limitations that
should be considered when interpreting the
findings. First, the use of self-reported data
may introduce response biases, such as social
desirability or inaccurate recall. Second, the
sample was limited to university students in
Cebu City, which may restrict the generalizabil-
ity of the results to other populations or re-
gions. Third, the cross-sectional design cap-
tures a snapshot in time and does not account
for changes in TikTok usage or consumer be-
havior over time. Future research employing
longitudinal designs and more diverse samples
would provide a deeper understanding of Tik-
Tok’s influence on consumer behavior.

Conclusion

This study found a moderate positive rela-
tionship between TikTok exposure and con-
sumer buying behavior among Cebu City uni-
versity students, with user-generated content
having the strongest influence. Online impulse
buying was notably affected, especially in prod-
uct categories like fashion and beauty.

For marketers, these results highlight the
effectiveness of authentic peer content and in-
fluencer collaborations in driving purchases,
particularly among Gen Z. Leveraging TikTok’s
visual and algorithm-driven features can en-
hance brand engagement and loyalty. For edu-
cators, the findings emphasize the importance
of promoting digital literacy and consumer
awareness to help students recognize persua-
sive tactics and manage impulse buying re-
sponsibly.

While insightful, the study’s focus on a spe-
cific demographic and reliance on self-reported
data limit generalizability. Future research
should explore broader populations and longi-
tudinal effects to deepen understanding of Tik-
Tok’s impact on consumer behavior.
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