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Abstract. This study aims to analyze the effect of TikTok review content and fashion
influencer credibility on purchase decisions for Eid clothing trends, with consumer
confidence as a mediating variable. The study used a quantitative approach with
Partial Least Square-Structural Equation Modeling (PLS-SEM) analysis technique. The
population and research samples were students of the Faculty of Economics and
Business Universitas Negeri Jakarta, with a total of 100 respondents. The results of the
analysis show that both TikTok review content and fashion influencer credibility have
a significant effect on consumer trust. However, both have no direct effect on purchase
decisions. Consumer trust is shown to have a significant influence on purchase
decisions and mediates the relationship between the TikTok fashion influencer review
content variable and purchase decisions. This finding suggests that consumer trust is
a key element in the purchase process, especially in seasonal products such as Eid
clothes.
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Introduction

In today's digital era, social media has become one of the main means for individuals to access information,
form opinions, and influence consumption behavior. This phenomenon is in line with the Sustainable
Development Goals (SDGs), particularly point 12 on responsible consumption and production, which
encourages consumers to make consumption decisions based on accurate and reliable information. In this
context, the presence of review content and opinions from other users on platforms such as TikTok plays an
important role in shaping consumer mindsets and preferences, including in the purchase of seasonal products
such as Eid clothes.

As digital development and interest in seasonal fashion trends increases, especially around the holidays,
consumers increasingly rely on the experiences and opinions of others shared through social media. Unlike
the live streaming feature or endorsement content, TikTok review content is not commercial in nature. Product
review content on TikTok is a short video that presents information about a product so that potential
consumers do not need to go to an offline store to find out this information (Vitara and Kurniawati, 2023).
Usually, review content influencers review products based on real personal experiences. Previous research
has shown that social media has an influence on purchase decisions (Yanti et al, 2025). However, most studies
still focus on commercial content or live streaming features of stores and paid influencers.

Thus, this study aims to address the gap of previous studies. The difference of this study lies in the approach
to non-commercial content on TikTok social media and how consumer trust acts as a mediator in purchase
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decision-making, particularly in the context of culturally nuanced seasonal products such as Eid clothes. A
suchfromthe r's This is relevant because the decision to purchase Eid clothes is not only driven by functional
needs, but also by social aspects, religious values, and the desire to appear on trend.

Literature Review

TikTok Review Content

TikTok content is a series of short videos created and shared through the TikTok social media platform. This
content includes various types of videos, such as chalenges, dance, lip-sync, comedy, education, life hacks,
recipes, and many more. To produce interesting content, TikTok users usually utilize various features such as
filters, special effects, and background music in their content creation (Rosita & Darlin, 2024). Online customer
reviews are reviews sent by previous consumers of purchased products which include negative and positive
reviews that can be used as a reference by other consumers before buying the product (Maulana in Wulandari
et al., 2024). Product reviews are not only in the form of sentences sent to the place where the product is sold,
but can also be in the form of video content uploaded on social media. According to Vitara and Kurniawati
(2023) Product review content on TikTok is a short video that presents information about a product so that
potential customers do not need to go to an offline store to find out this information.

According to Rosita and Darlin (2024), there are seven indicators of review content, namely relevance,
originality, engagement, entertainment and information value, clarity and presentation, consistency and
emotionality.

Influencer Fashion

Influencers are defined as customers who provide reviews to sellers or online stores that contain information
about product ratings after customers make purchases (Fachmi et al in Fitri & Syefulloh, 2023). The assessment
of a product does not have to be in the form of text sentences but can be in the form of video content. According
to Virus (2023) fashion influencer comes from the word fashion which means style of dress and influencer
which means someone who has influence. Fashion influencers have a large following on social media. So it
can be interpreted that a fashion influencer is someone who has many followers on social media and has an
influence on clothing styles. According to Prasetio et al (2023) fashion influencer is someone who has a large
number of followers on social media who produces content about fashion and has the power to influence
followers' opinions and purchase behavior. Each influencer usually has their own appeal and delivery style to
attract the attention of the audience and characterize their content.

According to Haerunnisa et al. (2019) fashion influencers have several indicators, namely: 1) trustworthiness,
2) attractiveness, 3) expertise. Meanwhile, according to Rachman (2018) Mentioning Influencer Indicators
include, a) Relationship (Relatability), b) Knowledge (Knowledge), c) Helpfulness, d) Trust (Confidence), e)
Articulation (Articulation).

Consumer Trust

According to Sunarto (2006), consumer trust is all the knowledge possessed by consumers and the various
conclusions they draw about an object, the attributes and benefits that object provides. In addition, according
to Nurrahmanto (2017) consumer trust is the consumer's belief that the other party has integrity and can be
trusted, and the person he trusts will fulfill all his obligations in making transactions as expected. In line with
Rosdiana & Haris (2018) who define consumer trust as a person's willingness to accept the risk of another
party's actions in the hope that the other party will take important actions for the person who trusts him
regardless of his ability to monitor and control the actions of the trusted party.

According to Syahran (2008), the consumer trust variable is measured using 3 indicator items, namely as
follows: Can fulfill its promises, transactions can be trusted, the information offered is honest.

Purchase Decision
Decision making is basically a process of selecting from various alternative options that may be chosen in the
hope that it will result in the best decision (Hastuti & Anasrulloh, 2020). According to Regatirta & Tiningrum
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(2020) purchase decisions are an important component in consumer behavior that causes them to buy a
product, this decision is made by consumers inseparable from various factors that influence and motivate
them to buy the product. Kotler (2000: 251-252) defines a purchase decision as a problem-solving process
consisting of analysis or recognition of needs and wants, information search, evaluation of sources of selection
of alternative purchases, purchase decisions, and behavior after purchase.

According to Soewito (2013) the indicators used to measure purchase decision variables are, Perceived needs,
activities before purchase, behavior while wearing, post-purchase behavior.

Conceptual Framework
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Figure 1. Conceptual Framework

Methods

This study uses quantitative methods with an explanatory research design that aims to examine the effect of
TikTok review content and fashion influencers on purchase decisions for Eid clothing trends with consumer
confidence as a mediating variable. The population in this study were active students of the Faculty of
Economics and Business, Universitas Negeri Jakarta. The sampling technique used is purposive sampling with
the criteria of student respondents who are Muslim and are TikTok users. The number of samples obtained
was 100 respondents. Data collection was carried out through online distribution of (closed) questionnaires
prepared using Google Form. The research instrument was compiled based on indicators from theories
relevant to the four research variables, namely TikTok review content, fashion influencers, purchase decisions,
and consumer confidence. Each indicator was measured using a Likert scale of 1-5. Data analysis was carried
out using the Structural Equation Modeling (SEM) method based on Partial Least Square (PLS) with the help
of SmartPLS 4.0 software. The data analysis includes testing the outer model (validity and reliability), inner
model (R-square and VIF test), and hypothesis testing.

Result and Discussion

To determine the relationship between variables in this study, hypothesis testing was carried out using path
analysis through the Partial Least Squares (PLS) approach. This test aims to see whether the independent
variable has a direct or indirect effect on the dependent variable. With the condition that the T-statistic value
> 1.96 and the P-values < 0.05 (Harahap, 2020). The results of hypothesis testing are shown in the following
table:
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Table 1: Results of Path Coefficients Calculation

Original Sample Standard T statistics
Hypothesis sample | mean (M) | deviation (|O/STDEV|) P values Result
(0) (STDEV)

TikTok review content
— Consumer trust -0.019 -0.017 0.124 0.155 0.877 | Significant
Fashion influencer
— Consumer trust 0.196 0.201 0.135 1.445 0.149 | Significant
TikTok review content Not
—> Purchase decisions 0.243 0.235 0.113 2.155 0.031 | Significant
Fashion influencer Not
- Purchase decisions 0.494 0.508 0.112 4.430 0.000 | Significant
Consumer trust -
Purchase decisions 0.660 0.655 0.106 6.199 0.000 | Significant

To determine the relationship between variables in this study, hypothesis testing was carried out using
analysis specific indirect effect through the Partial Least Squares (PLS) approach. This test aims to see how the
independent variable affects the dependent variable through the mediator. With the condition that the T-
statistic value > 1.96 and the P-values < 0.05 (Harahap, 2020). The results of hypothesis testing are shown in

the following table:
Table 2: Specific Indirect Effect Calculation Results
Original Sample Standard T statistics
Hypothesis sample | mean (M) | deviation (|O/STDEV|) | P values Result
(0) (STDEV)

TikTok review content
- Consumer trust - 0.160 0.152 0.074 2.166 0.030 | Significant
Purchase decisions

Fashion influencer >
Consumer trust = 0.326 0.334 0.096 3.383 0.001 | Significant
Purchase decisions

The results of the analysis show that TikTok review content has a significant influence on consumer trust, but
has no direct effect on purchase decisions. This shows that although review content is able to shape consumer
perceptions and beliefs, its influence on the final decision is only felt if it can build consumer trust first. TikTok
review content should have a unique content style, present product visualizations, and clear and honest
information such as based on personal experience.

Meanwhile, the credibility of fashion influencers is proven to have a strong influence on consumer trust, but
does not directly have a significant impact on purchase decisions. This indicates that trust in influencers is an
important bridge before consumers make buying decisions. This influence arises because consumers assess
influencers from several aspects, such as delivery style, strong image or visual appeal, and honesty in
providing information.

The most prominent finding is that consumer trust directly and significantly influences the purchase decision
of Eid clothing trends, this confirms that trust is the main key that moves consumers from considering to
making a purchase.

In addition, the mediation analysis reinforces that both TikTok review content and fashion influencers can
influence purchase decisions for Eid clothing trends indirectly through consumer trust. This makes it clear
that building trust is the most effective strategy in influencing purchase behavior compared to a direct
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approach, especially in the context of consumption of Eid clothing trends that have many considerations of
style, social image, and personal values. Considerations for purchase Eid clothes are complex enough that
consumers really consider the appeal of influencers who create content about the trend. Like the influencer's
physical appearance that looks perfect when trying the product, which will make consumers interested and
think they will look just as beautiful as the influencer. This finding is in line with the results of research
conducted by Octaviani and Selamat (2023) which revealed that there is a positive and significant mediating
effect of consumer confidence in the relationship between influencer credibility and purchase intentions
supported by attractiveness and trust in influencers.

Overall, the results of this analysis show how consumer trust can be an important bridge that connects
exposure to digital content such as TikTok reviews and fashion influencer credibility with the final decision
to purchase the Eid clothing trend. Although the direct effect of these two variables on purchase decisions is
not significant, the presence of trust as a mediating variable can strengthen the relationship. This means that
consumers do not necessarily make decisions based on the information they see, but rather go through a
process of internalizing information that fosters confidence first.

Conclusion

This study can be concluded that TikTok review content and fashion influencer credibility have a significant
effect on consumer trust, but do not directly influence purchase decisions for Eid clothing trends. Consumer
trust proved to be a strong mediating factor in bridging the influence of TikTok review content and fashion
influencers on purchase decisions. This means that the presence of informative review content and positive
ratings from fashion influencer reviews can increase consumer confidence, which in turn encourages them to
make purchase decisions. This finding suggests that in the context of purchase seasonal products such as Eid
clothes that require a lot of consideration, consumers do not necessarily make decisions based on the content
or reviews they see on social media. Instead, they first build trust in the information conveyed before
proceeding to the purchase stage. Therefore, consumer trust plays an important role in the decision-making
process.
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