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electronic word-of-mouth (eWOM), and green marketing cues
when evaluating brands, making brand image a crucial factor in
shaping purchase intention. This study examines the mediating
role of brand image in the relationship between TikTok usage,
eWOM, green marketing, and purchase intention in Bandung’s
café industry. Using a quantitative approach, data were collected
from 433 respondents and analyzed using Partial Least Squares
Structural Equation Modeling. The findings show that TikTok
usage, eWOM, and green marketing do not have significant direct
effects on purchase intention. However, all three variables
significantly influence purchase intention indirectly through brand
image, indicating a full mediating effect. Furthermore, TikTok
usage, eWOM, and green marketing significantly enhance brand
image, which in turn strongly drives purchase intention,
highlighting its critical role in translating digital engagement into
consumer behavior.
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1. INTRODUCTION

The rapid development of digital technology has significantly transformed how
consumers search for information and make purchasing decisions, particularly in the food and
beverage sector. Social media platforms have evolved into key sources of information that
influence consumer perceptions and behavior (Manzoor et al., 2020). This shift is especially
evident among younger generations, who are highly active in digital environments and rely
on online content in their daily consumption activities (Molina-Prados et al., 2021).

In Indonesia, this phenomenon is clearly reflected in Bandung, a city widely recognized
for its strong culinary appeal. Bandung is recognized as a major culinary tourism destination
offering diverse dining experiences, supported by more than 8.5 million tourist visits and over
3,000 culinary establishments, according to Department of Culture and Tourism of Indonesia
(Firmansyah, 2025). This rapid growth has intensified competition among café businesses,
requiring them to continuously adapt their marketing strategies to attract and retain
consumers.

Today, cafés are no longer perceived merely as places to consume food and beverages,
but also as spaces for social interaction and lifestyle expression (Dewanthi et al., 2024). This
transformation is closely associated with the characteristics of Generation Y and Generation
Z, who tend to integrate digital platforms into their daily lives (Duffett, 2017; Mude & Undale,
2023; Waworuntu et al., 2022). These generations are not only digitally connected but also
highly influenced by visual content, peer recommendations, and online trends. Among
various social media platforms, TikTok is specifically selected in this study due to its rapid
growth and strong influence on younger consumers, particularly Generation Y and Generation
Z (Sari & Era, 2023; Wang et al., 2022). Globally, TikTok has become one of the most widely
used platforms, with Indonesia ranked as the second-largest market in terms of TikTok users,
reaching more than 100 million users (World Population Review, 2026). This indicates the
platform’s significant penetration and relevance within the Indonesian digital ecosystem.
Unlike other platforms, TikTok emphasizes short-form, algorithm-driven content that enables
higher levels of engagement, entertainment, and content virality, making it highly effective in
shaping consumer perceptions and preferences (J. Yang et al., 2025). Furthermore, TikTok has
become a dominant platform in influencing food and beverage consumption trends,
especially in the café industry, where visual appeal and experiential content play a critical role
(Kumsawat et al., 2025; Wang et al., 2022; Zeng et al., 2025). Therefore, TikTok provides a
relevant and contextually appropriate platform for examining how digital engagement
influences brand image and purchase intention among younger consumers.

In addition, electronic word-of-mouth (eWOM) plays a crucial role in influencing
consumer decision-making, as online reviews and peer recommendations are often perceived
as more credible and trustworthy than firm-generated content (Putra & Suprapti, 2020;
Wibisono et al., 2023). At the same time, increasing environmental awareness has
encouraged businesses to adopt green marketing practices, which signal sustainability values
and environmentally responsible behavior to consumers (Esmaelnezhad et al., 2023).
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This shift toward sustainability is also aligned with global priorities, particularly the
Sustainable Development Goals (SDGs), which emphasize responsible consumption and
production (United Nations, 2015). Younger consumers, especially Generation Z, demonstrate
higher awareness and concern toward environmental issues compared to previous
generations (Ewe & Tjiptono, 2023; Saadeldin et al., 2026). As digital natives, they are more
likely to evaluate brands based on their ethical and environmental values and tend to prefer
brands that reflect sustainability principles. Consequently, they are more responsive to green
marketing initiatives, which positively influence their purchase-related decisions (Borah et al.,
2024; Gomes et al., 2023; Radithya & Rosidah, 2025).

However, previous studies have reported inconsistent findings regarding the direct
impact of digital marketing activities on purchase intention. While some studies find
significant effects (Hoang & Tung, 2023; Waworuntu et al., 2022), others suggest that these
influences are indirect and depend on consumers’ internal evaluations (Ali & Naushad, 2023;
Tafolli et al., 2025). This indicates that consumers may not respond directly to marketing
stimuli but instead process the information through their perceptions and attitudes toward
the brand. In this context, brand image plays a critical role in shaping consumer trust,
perception, and ultimately purchase intention (Tafolli et al., 2025; Tran, 2023). Although many
prior studies have examined eWOM, green marketing, and social media in relation to
purchase intention, most have treated these factors independently. For example, Fahlevi et
al. (2023) analyzed eWOM and social media usage in relation to trust and loyalty but did not
consider brand image as a mediating variable. Tan et al. (2022) investigated the effect of green
marketing on purchase intention without focusing on generational differences. Similarly,
Juliantari et al. (2019) explored green attitudes toward eco-product purchases without
incorporating social media dynamics such as TikTok. Therefore, there remains a gap in
understanding how these factors interact within a unified framework, particularly in the
context of younger consumers.

To address this gap, this study integrates TikTok usage, eWOM, and green marketing into
a single model, with brand image as a mediating variable to examine their combined effect
on purchase intention among Generation Y and Generation Z consumers in Bandung’s café
industry. This study is grounded in the Stimulus—Organism—Response (SOR) framework, which
provides a comprehensive explanation of how external marketing stimuli—namely TikTok
usage, eWOM, and green marketing—are processed by consumers through internal cognitive
and affective evaluations, represented by brand image, before leading to behavioral
responses in the form of purchase intention (Mehrabian & Russell, 1974).

In this context, signaling theory further explains how these marketing activities function
as informational cues that reduce uncertainty and shape consumers’ perceptions of brand
credibility, attractiveness, and environmental responsibility (Spence, 1973). These signals are
interpreted by consumers and contribute to the formation of a favorable brand image.
Furthermore, the theory of planned behavior (TPB) supports the link between internal
evaluation and behavioral intention by emphasizing that consumers’ attitudes toward a
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brand—shaped by its image—play a critical role in determining their purchase intention
(Ajzen, 1991a).

By integrating these theoretical perspectives, this study aims to provide a more
comprehensive understanding of how digital engagement and sustainability-oriented
marketing efforts influence purchase intention indirectly through brand image, thereby
offering a clearer explanation of the underlying mechanism that drives consumer behavior.

2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT

2.1 Theoretical Foundation

This study is grounded in three main theoretical perspectives, namely the Stimulus—
Organism—Response (SOR) framework, signaling theory, and the Theory of Planned Behavior
(TPB), which collectively explain the mechanism through which marketing stimuli influence
consumer behavior.

The Stimulus—Organism—Response (SOR) framework posits that external environmental
stimuli influence individuals’ internal states, which subsequently lead to behavioral responses
(Mehrabian & Russell, 1974). In the context of consumer behavior, stimuli refer to marketing-
related factors, the organism represents internal evaluations such as perceptions and
emotions, and the response reflects behavioral outcomes. Studies investigating purchase
intention in the contexts of social media and green marketing through the Stimulus—
Organism—Response (SOR) framework have been extensively explored in the existing
literature (Bui et al., 2025; Luarn et al., 2024; Rivas et al., 2022; Sohaib et al., 2022). This
framework suggests that consumers do not respond directly to external stimuli; rather, their
responses are shaped by internal cognitive and affective processes.

Signaling theory explains how firms communicate information to reduce asymmetry
between themselves and consumers through observable signals (Spence, 1973). In digital
contexts, signals such as social media content, online reviews, and sustainability initiatives
provide cues regarding a brand’s quality, credibility, and values (Budjanovcanin & Yang, 2026;
Sarkar et al., 2022), which are interpreted by consumers in forming their perceptions.

Furthermore, the Theory of Planned Behavior (TPB) posits that behavioral intention is
primarily determined by an individual’s attitude toward a behavior (Ajzen, 1991a). In this
study, these attitudes are reflected in consumers’ evaluation of the brand, particularly
through brand image, which ultimately influences purchase intention.

2.2 Purchase Intention

Purchase intention refers to a consumer’s likelihood or willingness to purchase a product
after evaluating relevant information and forming certain perceptions. As a key component
of consumer behavior, purchase intention is influenced by factors such as eWOM, brand trust,
perceived value, and the quality of information received (Bui et al., 2025; Fahlevi et al., 2023;
Lazaroiu et al., 2020; Tan et al., 2022). In digital contexts, engaging and informative marketing
communication plays an important role in guiding consumers through the stages of attention,
interest, desire, and action, as described in the AIDA model (lwamoto, 2023). In the food and

DOI: http://dx.doi.org/10.35313/jmi.v6i1.291 |
e-ISSN 2807-8365 |



http://dx.doi.org/10.35313/jmi.v6i1.291

59 | Journal of Marketing Innovation, Volume 6 Issue 1, March 2026, Page 55-74

beverage industry, purchase intention is particularly shaped by brand presence on social
media, as well as perceptions of quality, value, and sustainability, which collectively influence
consumers’ decision-making processes (Lisboa et al., 2024; Saadeldin et al., 2026).

2.3 Social Media Marketing

Social media marketing (SMM) has become an essential strategy in contemporary
business environments, enabling firms to promote products, engage with consumers, and
strengthen brand presence through platforms such as Instagram, Facebook, and TikTok (Ali &
Naushad, 2023; Sohaib et al.,, 2022). Through the creation of engaging and interactive
content, SMM facilitates direct communication with consumers and contributes to the
development of a strong brand image, which subsequently influences purchase intention (Ali
& Naushad, 2023; Waworuntu et al.,, 2022). This role is particularly significant among
Generation Y and Generation Z, whose consumption behavior is highly shaped by social media
exposure (Duffett, 2017; Fahlevi et al., 2023). In the context of café businesses, SMM
enhances visibility and competitiveness by fostering consumer engagement and loyalty, while
also influencing decision-making processes, as consumers increasingly rely on online content,
reviews, and recommendations prior to making purchases (Fahlevi et al., 2023; Sari & Era,
2023). Consequently, SMM is not merely a supporting tool, but a critical factor in shaping
brand image and driving purchase intention in the digital era.

2.4 TikTok Usage

TikTok has emerged as one of the fastest-growing social media platforms and has become
increasingly central in digital marketing strategies. With Indonesia recorded as one of the
largest TikTok user bases globally (World Population Review, 2026), the platform
demonstrates strong relevance within the local digital landscape. As a short-video-based
application, TikTok enables users to create and share visually engaging content, supported by
features such as music, filters, and interactive effects, which enhance user experience and
drive high levels of engagement (Kumsawat et al., 2025; Zeng et al., 2025). The platform’s
dynamic and easily shareable content allows information to spread rapidly, making TikTok an
effective channel for marketing communication. User-generated content and influencer-
driven posts further contribute to shaping consumer perceptions, as they are often perceived
as more authentic and relatable (Wang et al., 2022). In this context, TikTok not only facilitates
information dissemination but also plays a role in influencing how consumers evaluate and
perceive a brand.

Previous studies suggest that TikTok-based marketing activities can positively influence
brand image by strengthening brand awareness and associations (Cao & Nguyen, 2025). In
addition, engaging and persuasive content may directly stimulate consumers’ interest and
intention to purchase (Indrawati et al., 2023; Ying et al., 2025). However, this influence is often
linked to how consumers internalize the content and translate it into favorable brand
perceptions (Ying et al., 2025). Based on this argument, the following hypotheses are
proposed:
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Hi: TikTok usage has a positive effect on brand image.
H.: TikTok usage has a positive effect on purchase intention.

2.5 Electronic Word-of-Mouth (eWOM)

Electronic word-of-mouth (eWOM) refers to the dissemination of consumer opinions,
experiences, and recommendations regarding products or services through digital platforms
such as social media, online forums, and review websites. Compared to traditional marketing
communication, eWOM is often perceived as more credible because it is based on actual
consumer experiences, thereby reducing perceived bias and increasing trust (Bui et al., 2025;
Fahlevi et al., 2023). The rise of social media platforms, particularly TikTok and Instagram, has
further amplified the reach and impact of eWOM by enabling the rapid spread of user-
generated content in engaging and interactive formats (Seo et al., 2020). The volume and
credibility of such content contribute to information validation and enhance consumers’
confidence in evaluating brands (Bui et al., 2025).

From a theoretical perspective, eWOM functions as an important signal that reduces
uncertainty and provides cues regarding product quality and brand reliability (Spence, 1973).
Empirically, eWOM has been recognized as a key determinant of brand perception and
consumer behavior. Positive eWOM strengthens brand image by reinforcing favorable
associations and increasing trust, which subsequently influences purchase intention (Hoang
& Tung, 2023; Tafolli et al., 2025). In this process, brand image serves as an underlying
mechanism through which eWOM affects consumer decisions, indicating its indirect role in
shaping behavioral outcomes. Furthermore, eWOM contributes to the development of
positive attitudes and fosters stronger consumer trust and loyalty toward the brand
(Abuhjeeleh et al., 2023; Aldulaimi et al., 2025). Based on this argument, the following
hypothesis is proposed:

Hs: eWOM has a positive effect on brand image.

2.6 Green Marketing

Green marketing refers to a strategic approach that emphasizes environmentally friendly
products, sustainable practices, and the integration of ecological values into marketing
activities, including communication, distribution, and promotion (Rivas et al., 2022). Beyond
product attributes, green marketing functions as a signal of a company’s ethical and
environmental responsibility, which enhances brand credibility and strengthens positive
brand associations (Juliantari et al., 2019). In digital contexts, sustainability messages are
increasingly communicated through engaging content, allowing consumers to evaluate not
only product quality but also the values represented by the brand(Borah et al., 2024; Seo et
al., 2020).

Generations Y and Z are known to be more environmentally conscious and tend to
incorporate sustainability considerations into their purchasing decisions (Borah et al., 2024).
In particular, Generation Z shows greater sensitivity toward environmental issues, such as
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carbon footprints, and demonstrates a stronger preference for brands that implement green
marketing practices (Borah et al., 2024; Ewe & Tjiptono, 2023). Empirical studies indicate that
green marketing positively influences brand image by reinforcing trust and credibility, which
subsequently leads to higher purchase intention (Juliantari et al., 2019; Tan et al., 2022).
Moreover, when sustainability values align with consumers’ personal beliefs, green marketing
can foster emotional attachment and long-term loyalty toward the brand (Radithya &
Rosidah, 2025). Based on this argument, the following hypotheses are proposed:.

Ha: Green marketing has a positive effect on brand image.
Hs: Green marketing has a positive effect on purchase intention.

2.7 Brand Image

Brand image refers to the set of perceptions, beliefs, and associations that consumers
hold about a brand, which are formed through their experiences and interactions. It reflects
both the functional and emotional attributes of a brand, encompassing rational evaluations
such as quality and performance, as well as affective responses such as trust and pleasure (Ali
& Naushad, 2023; Hien et al., 2020). A strong brand image enhances credibility and fosters a
positive relationship between the brand and its consumers, making it a critical factor in
shaping how a brand is perceived in competitive markets.

From a behavioral perspective, brand image plays a central role as an internal evaluation
that influences consumer attitudes and decision-making processes. Within the Theory of
Planned Behavior (TPB), a favorable perception of a brand contributes to positive attitudes,
which in turn strengthens purchase intention (Ajzen, 1991). Empirical studies consistently
show that brand image significantly affects purchase intention by increasing trust, perceived
value, and emotional attachment, while also encouraging loyalty and repeat purchasing
behavior (Ali & Naushad, 2023; Juliantari et al., 2019). Moreover, brand image serves as a key
mechanism that reinforces the impact of external information, such as digital communication
and consumer-generated content, on purchasing decisions (Hoang & Tung, 2023). Based on
this argument, the following hypothesis is proposed:

He: Brand image has a positive effect on purchase intention.

2.8 Mediating Role of Brand Image

Consistent with the Stimulus—Organism—Response (SOR) framework, the influence of
external stimuli on behavioral responses is often mediated by internal evaluations
(Mehrabian & Russell, 1974). In this study, TikTok usage, electronic word-of-mouth (eWOM),
and green marketing function as external stimuli that provide information and signals to
consumers. These stimuli are first processed cognitively and affectively, leading to the
formation of brand image as an internal evaluation. Brand image, therefore, represents the
organism component that captures consumers’ perceptions, associations, and emotional
responses toward a brand, which subsequently shape their behavioral intentions.
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Brand image plays a central mediating role by transforming marketing stimuli into
meaningful perceptions that influence purchase intention. Exposure to engaging TikTok
content, credible eWOM, and sustainability-oriented practices can strengthen brand
credibility, trust, and positive associations, which in turn increase consumers’ intention to
purchase. This mechanism is also supported by signaling theory, where marketing activities
serve as signals that reduce uncertainty and help consumers evaluate brand quality. Empirical
studies further confirm that brand image mediates the relationship between marketing
activities and purchase intention (Ali & Naushad, 2023; Tafolli et al., 2025; Tan et al., 2022),
suggesting that consumers are more likely to develop purchase intention when positive
stimuli are internalized into favorable brand perceptions.

H7: Brand image mediates the relationship between TikTok usage and purchase intention.
Hs: Brand image mediates the relationship between eWOM and purchase intention.
Ho: Brand image mediates the relationship between green marketing and purchase intention.

The research model for all the direct effect hypotheses can be seen as follows.

r - — — — — — — 0 - - - - - - - 70 - - - — — — —
| Stimulus | Organism —i_ Response |
|
| Tiktok Usage |+ I |
| i~ | ! |
| H H, | |
| eWOoM | Brand Image I » Purchase Intention
| Hg | | A |
, |
Green Marketin
| _ _ _ _ _ _ _ _ | _ _ _ _ _ _ _ |l _ _ _ _ _ _ _ J

Figure 1. Research Model
Source: (Bui et al., 2025; Cao & Nguyen, 2025; Fahlevi et al., 2023; Indrawati et al., 2023; Juliantari et
al., 2019; Ying et al., 2025)

3. METHODS
3.1 Research Design and Sample

This study adopts a quantitative approach using a cross-sectional survey design to
examine the relationships between TikTok usage, electronic word-of-mouth (eWOM), green
marketing, brand image, and purchase intention within Bandung’s café industry.

The target population consists of Generation Y and Generation Z consumers who have
experience visiting cafés in Bandung. In this study, Generation Y refers to individuals born
between 1981 and 1996 (Mude & Undale, 2023), while Generation Z is operationally defined
as individuals aged 17 years and above (Borah et al., 2024; Fahlevi et al., 2023). This
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adjustment ensures that all respondents are capable of making independent purchasing
decisions and eliminates the need for parental consent.

Table 1. Profile of respondents

Characteristic Description Frequency %
Gender Male 315 72.7
Female 118 27.3
Age 17-24 156 36
25-30 236 54.5
31-36 40 9.2
37-44 0 0
Occupation Student 81 18.7
Private Employee 149 32.3
Government Employee 78 18
State-owned Employee 77 17.8
Entrepreneur 48 11.1
Freelancer 9 2.1
Monthly <IDR 999,999 9 2.1
Income IDR 1,000,000 —IDR 2,499,999 81 18.7
IDR 2,500,000 —IDR 4,999,999 145 335
IDR 5,000,000 — IDR 7,499,999 170 39.3
IDR 7,500,000 — IDR 9,999,999 25 5.8
>IDR 10,000,000 3 3

A purposive sampling technique was employed, with the following criteria: (1)
respondents belong to Generation Y or Generation Z, (2) actively use TikTok, (3) have seen
promotional content for Bandung cafés on TikTok, and (4) have visited cafés in Bandung. Data
were collected through an online questionnaire, resulted in 433 respondents as can be seen
in Table 1, with the majority being male (72.7%) and aged between 25-30 years (54.5%),
followed by 17-24 years (36%) and 31-36 years (9.2%), indicating that the sample is
dominated by Generation Y and Generation Z consumers. In terms of occupation, most
respondents were private employees (32.3%), followed by students (18.7%), government
employees (18%), with smaller proportions of entrepreneurs (11.1%), freelancers (2.1%), and
others. Regarding income, the majority earned between IDR 5,000,000—Rp 7,499,999 (39.3%)
and IDR 2,500,000—-Rp 4,999,999 (33.5%), reflecting a middle-income consumer segment that
is highly relevant to the café industry. Overall, this profile confirms that the respondents
represent digitally active consumers within the primary target market of café businesses in
Bandung.

3.2 Measurement of Variables
All variables in this study were measured using multi-item scales adapted from prior
literature to ensure content validity. A five-point Likert scale ranging from 1 (strongly
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disagree) to 5 (strongly agree) was used. A total of 5 constructs were used in this study, with

the detail of measurement for each constructs are shown in Table 2.

Table 2. The measurements of variables and their sources

Variable Indicators Measurement Source
TikTok TUl | often use TikTok to find café recommendations in  (Mude & Undale, 2023;
Usage Bandung. Seo et al., 2020; C. Yang

TU2 | find TikTok useful for discovering information about & Lee, 2020)
cafés.
TU3 | trust café recommendations on TikTok more than on
other social media platforms.
TU4 | prefer café recommendations on TikTok over other
social media platforms.
eWOM EWOM1 | feel that other users' reviews on TikTok help me (Fahlevi et al., 2023;
choose which café to visit. Universiti Teknologi
EWOM?2 | tend to share my café experiences on TikTok through MARA et al., 2020; C.
comments or posts. Yang & Lee, 2020)
EWOM3 | consider the number of likes and positive comments
on reviews before deciding to visit a café.
EWOM4 I am more confident visiting a café that is
recommended by many people with similar opinions.
Green GM1 | prefer cafés that use recyclable or eco-friendly (Mazwan et al., 2023;
Marketing packaging. Mulya &
GM2 | like cafés that provide reusable tumblers or drink Kusumawardhani, 2023)
containers to reduce plastic waste.
GM3 | prefer cafés that use furniture or decorations made
from recycled materials.
GM4 | feel more comfortable visiting cafés that offer a
natural and eco-friendly atmosphere.
GM5 I am more attracted to cafés that include
environmental education messages in their
promotions.
Brand BI1 | feel that cafés frequently appearing on TikTok are (Fuadiyah et al., 2025;
Image more recognizable and have a strong identity. Tan et al., 2022)
BI2 | perceive that viral cafés on TikTok have unique
characteristics compared to others.
BI3 | believe cafés that are popular on TikTok have a good
and consistent reputation.
Bl4 I am more interested in visiting cafés that have
attractive visual branding on social media
Purchase PI1 | am interested in visiting cafés that are frequently  (Fuadiyah et al., 2025;
Intention discussed on TikTok. Hien et al., 2020)
PI2 | want to try food or drinks from cafés that often appear
on TikTok
PI3 | am convinced to visit a café after seeing positive
online reviews.
P14 | would recommend a café | saw on TikTok to my

friends.
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3.3 Data Analysis

The data were analyzed using Partial Least Squares Structural Equation Modeling (PLS-
SEM) with SmartPLS 4.0, which is suitable for examining complex relationships and predictive
models. The analysis was conducted in two stages. First, the measurement model was
evaluated to assess reliability and validity, including indicator reliability, internal consistency
reliability, convergent validity, and discriminant validity. Second, the structural model was
assessed to examine the hypothesized relationships using path coefficients, significance
testing through bootstrapping, and the coefficient of determination (R?) (Hair et al., 2019). In
addition, mediation analysis was performed to evaluate the indirect effects of TikTok usage,
eWOM, and green marketing on purchase intention through brand image (Fuadiyah et al.,
2025; Hair et al., 2019).

4. RESULTS AND DISCUSSION

4.1 Measurement Model

The measurement model was evaluated to assess the reliability and validity of all
constructs, including TikTok usage, electronic word-of-mouth (eWOM), green marketing,
brand image, and purchase intention. As presented in Table 3, all outer loadings exceed the
recommended threshold of 0.70, indicating good indicator reliability. In addition, Cronbach’s
alpha values range from 0.752 to 0.846 and Composite Reliability (CR) values range from
0.843 to 0.890, both surpassing the minimum requirement of 0.70, confirming internal
consistency reliability (Hair et al., 2019). Convergent validity is also established, as all Average
Variance Extracted (AVE) values are above 0.50, ranging from 0.573 to 0.619 (Fornell &
Larcker, 1981), indicating that each construct adequately explains the variance of its

indicators.
Table 3. Result of the structural model testing
Variable Indicators Outer Loading Cronbach’s Alpha Composite AVE
Reliability
TU1l 0.781
TikTok TU2 0.805
0.777 0.851 0.588
Usage TU3 0.779
TU4 0.730
EWOM1 0.761
EWOM?2 0.788
eWOM 0.771 0.890 0.619
EWOM3 0.783
EWOM4 0.747
GM1 0.762
GM2 0.783
Green
. GM3 0.777 0.846 0.843 0.573
Marketing
GM4 0.811
GM5 0.801
Bl1 0.772
Brand
BI2 0.726 0.767 0.857 0.599
Image

BI3 0.785
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Variable Indicators Outer Loading Cronbach’s Alpha Composite AVE
Reliability
Bl4 0.784
PI1 0.745
Purchase PI2 0.763
. 0.752 0.853 0.593
Intention  PI3 0.761
PI4 0.759

Furthermore, discriminant validity was assessed using the Heterotrait—Monotrait (HTMT)
ratio, as shown in Table 4. All HTMT values are below the recommended threshold of 0.90,
indicating that each construct is empirically distinct from one another (Hair et al., 2019).
Overall, these results confirm that the measurement model demonstrates satisfactory
reliability and validity, and is therefore suitable for further structural model analysis.

Table 4. HTMT result

Construct TU EWOM GM Bl PI
TU

EWOM 0.645

GM 0.788 0.413

BI 0.759 0.498 0.469

PI 0.775 0.443 0.483 0.578

4.2 Structural Model
Table 5. Goodness-of-fit result

Construct AVE R? Q?
TikTok Usage 0.588

eWOM 0.619

Green Marketing 0.573

Brand Image 0.599 0.492 0.168
Purchase Intention 0.593 0.303 0.284
Average Score 0.596 0.397

AVE x R? 0.237

GoF = V(AVE x R?) 0.487

The structural model was evaluated to examine the relationships among constructs using
Goodness-of-Fit (GoF), coefficient of determination (R?), predictive relevance (Q?), effect size
(f2), and path coefficient analysis. The GoF value of 0.487 (see Table 5) exceeds the threshold
of 0.36, indicating a strong overall model fit (Hair et al., 2019). Based on the Table 5, the R?
values show that brand image (0.492) and purchase intention (0.303) are explained at
moderate levels, with an average R? of 0.397. In addition, the Q? values for brand image
(0.168) and purchase intention (0.284) are above zero, confirming the model’s predictive
relevance (see Table 5). As for the result shown in Table 6, the effect size (f?) results indicate
that brand image has a moderate effect on purchase intention (f> = 0.201), while TikTok usage
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has a moderate effect on brand image (f> = 0.181). In contrast, green marketing and eWOM

exhibit relatively small effects, and green marketing shows a negligible direct effect on

purchase intention.

Table 6. Result of effect size

Path 2 Interpretation

TU ->BI 0.181 Small

TU ->PI 0.003 N/A

EWOM -> Bl 0.136 Small

GM -> Bl 0.133 Small

GM -> Pl 0.003 N/A

Bl -> Pl 0.201 Medium

Table 7. Result of hypotheses testing
Hypothesis B t-value p-value Remark

Hi: TU -> BI 0.348 6.065 0.000 Accepted
H2: TU -> PI 0.054 0.786 0.432 Not Accepted
Hs: EWOM -> B 0.290 4.420 0.000 Accepted
Hs: GM -> BI 0.286 5.825 0.000 Accepted
Hs: GM -> Pl 0.053 0.948 0.343 Not Accepted
He: Bl -> Pl 0.493 9.125 0.000 Accepted

Path coefficient analysis was conducted using bootstrapping in SmartPLS to test the

significance of the hypothesized relationships. The results, as seen in Table 7, indicate that

brand image has a significant positive effect on purchase intention (B = 0.493; t =9.125; p <
0.001), while TikTok usage (B = 0.348; t = 6.065; p < 0.001), eWOM (B =0.290; t = 4.420; p <
0.001), and green marketing (B = 0.286; t = 5.825; p < 0.001) significantly influence brand
image. However, the direct effects of green marketing (B = 0.053; p = 0.343) and TikTok usage

(B =0.045; p = 0.432) on purchase intention are not significant.

Table 8. Result of indirect effect testing

Indirect Effect

Total Effect

Path
B t-value p-value B t-value p-value
TU -> BI - - - 0.348 6.065 0.000
TU ->PI 0.172 4.859 0.000 0.225 3.657 0.000
EWOM -> BI - - - 0.290 4.420 0.000
EWOM -> PI 0.143 4.179 0.000 0.143 4.179 0.000
GM -> Bl - - - 0.286 5.825 0.000
GM -> Pl 0.141 4.671 0.000 0.194 3.347 0.001
Bl ->PI - - - 0.493 9.125 0.000
H;TU -> Bl -> PI 0.172 4.859 0.000 0.172 4.859 0.000
Hs EWOM -> Bl -> PI 0.143 4.179 0.000 0.143 4.179 0.000
Hs GM -> Bl -> PI 0.172 4.859 0.000 0.172 4.859 0.000
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Figure 2. Result of tested model

Furthermore, Table 8 shows the indirect effects analysis, which reveals that green
marketing (B = 0.141; t = 4.671; p < 0.001), TikTok usage (B =0.172; t = 4.859; p < 0.001), and
eWOM (B = 0.143; t = 4.179; p < 0.001) significantly influence purchase intention through
brand image. This indicates that brand image plays a mediating role in the relationship
between the independent variables and purchase intention. The total effect results further
confirm that all relationships are statistically significant, highlighting the importance of both
direct and indirect pathways in explaining consumer behavior. The result of tested model can
be seen in Figure 2.

4.3 Discussion

The findings of this study provide important insights into how digital engagement and
sustainability-oriented marketing influence consumer behavior in Bandung’s café industry.
The results indicate that TikTok usage, eWOM, and green marketing do not directly influence
purchase intention, but instead exert their effects indirectly through brand image. This
suggests that consumers do not immediately translate exposure to digital content or
sustainability messages into behavioral intention; rather, they process such stimuli cognitively
and effectively before forming purchase decisions. This finding is consistent with prior studies
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(Ali & Naushad, 2023; Tafolli et al., 2025), which argue that the impact of marketing activities
on consumer behavior is often indirect and depends on internal evaluations.

These findings strongly support the Stimulus—Organism—Response (SOR) framework,
where TikTok usage, eWOM, and green marketing act as external stimuli, while brand image
represents the organism reflecting internal perceptions. The insignificant direct effects of
TikTok usage and green marketing on purchase intention reinforce the notion that consumer
responses are mediated by psychological processes rather than occurring instantaneously.
This result aligns with previous research highlighting that social media exposure alone is
insufficient to drive purchase intention without favorable brand perception (Tan et al., 2022).

From the perspective of signaling theory, the results suggest that TikTok content, eWOM,
and green marketing function as signals that reduce information asymmetry and shape brand
credibility. Their significant effects on brand image indicate that consumers interpret these
cues as indicators of quality, trustworthiness, and brand values. However, the absence of
direct effects on purchase intention implies that signals must first be internalized into a
positive brand image to influence behavior. This extends prior findings (Sarkar et al., 2022;
Tran, 2023) by emphasizing that the effectiveness of marketing signals depends on consumer
interpretation rather than mere exposure.

Furthermore, the findings are consistent with the Theory of Planned Behavior (TPB),
which highlights the role of attitudes in shaping behavioral intention. In this study, brand
image reflects consumers’ overall evaluation of the brand, which significantly influences
purchase intention. This result supports prior studies (Fuadiyah et al., 2025; Juliantari et al.,
2019) showing that trust, perceived value, and emotional attachment embedded in brand
image are key drivers of consumer decisions.

Importantly, this study reveals the full mediating role of brand image in linking TikTok
usage, eWOM, and green marketing to purchase intention. This finding helps reconcile
inconsistencies in previous research (Ali & Naushad, 2023; Hoang & Tung, 2023; Tafolli et al.,
2025; Waworuntu et al., 2022) by demonstrating that these variables do not directly trigger
behavioral intention but operate through a unified mechanism. Thus, the study contributes
to the literature by integrating digital engagement and sustainability factors within a single
framework and highlighting brand image as the central pathway influencing consumer
behavior.

From a managerial perspective, these findings suggest that café businesses should
prioritize building a strong and consistent brand image rather than relying solely on digital
exposure. TikTok content should reflect brand identity and values, not just entertainment. In
addition, managing eWOM through authentic customer engagement is crucial, as peer-
generated content significantly shapes perceptions. Green marketing initiatives should also
be communicated clearly and consistently to enhance credibility and align with the values of
Generation Y and Z consumers. Ultimately, integrating digital marketing and sustainability
efforts toward strengthening brand image is essential for effectively driving purchase
intention in a competitive market.
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5. CONCLUSION

This study aims to examine the role of brand image in mediating the influence of TikTok
usage, electronic word-of-mouth (eWOM), and green marketing on purchase intention in
Bandung’s café industry. The findings reveal that while TikTok usage, eWOM, and green
marketing do not directly influence purchase intention, all three variables significantly affect
purchase intention indirectly through brand image. This indicates that brand image fully
mediates these relationships, highlighting its critical role as an internal evaluation that
translates external marketing stimuli into consumer behavioral intentions. Among all
relationships tested, brand image demonstrates the strongest direct effect on purchase
intention, confirming its importance in shaping consumer decisions within the café context.

From a theoretical perspective, this study reinforces the applicability of the Stimulus—
Organism—Response (SOR) framework, signaling theory, and the Theory of Planned Behavior
(TPB) in explaining consumer behavior in digital and sustainability-oriented marketing
contexts. The results support the notion that consumers do not respond directly to external
stimuli, but rather process them cognitively and affectively through brand image before
forming purchase intentions. This study also contributes to the literature by integrating TikTok
usage, eWOM, and green marketing into a unified model, providing a more comprehensive
understanding of how these factors interact through brand image.

However, this study is not without limitations. First, the research is limited to café
consumers in Bandung, which may restrict the generalizability of the findings to other
industries or geographic contexts. Second, the use of a cross-sectional design limits the ability
to capture changes in consumer behavior over time. Third, this study focuses only on
Generation Y and Generation Z, which may not fully represent other demographic segments
with different behavioral patterns.

Future research is recommended to expand the scope by including different industries,
regions, or broader demographic groups to enhance generalizability. Longitudinal studies
could also be conducted to better understand how consumer perceptions and purchase
intentions evolve over time. In addition, future studies may incorporate other potential
mediating or moderating variables, such as brand trust, perceived value, or consumer
involvement, to provide deeper insights into the mechanisms underlying consumer decision-
making in digital marketing environments.
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