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ABSTRACT 

	Social media has proliferated, with TikTok being an influential platform that has revolutionized marketing strategies worldwide. However, its influence on a specific demographic segment remains understudied. Thus, this study examined how TikTok marketing campaigns influence brand awareness, brand recall, and purchase intention among Mandaya Gen Z in Cateel, Davao Oriental. Using the Uses and Gratification Theory as its framework, the research applied a quantitative descriptive-correlational design and surveyed 300 purposively selected TikTok users through an adapted questionnaire. Findings revealed high levels of brand awareness (), recall (), and purchase intention (). Significant positive relationships were found between brand awareness, recall, and purchase intention. Regression analysis revealed that brand recall () had a stronger influence than brand awareness () in predicting purchase behavior. These results underscored TikTok's effectiveness in shaping the purchasing decisions of Gen Z consumers through memorable and engaging brand content.
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1. INTRODUCTION   
In today’s digital economy, platforms like TikTok have gained prominence as marketing tools capable of shaping the purchasing behaviors of Generation Z audiences (Phuatangsila & Chaiveeradech, 2022). The platform’s unique format—featuring algorithmically curated short videos—has proven highly effective in capturing the attention of digitally immersed youth (Radesky et al., 2024). However, as Thathiah (2024) states, much of the research on TikTok marketing continues to focus on urban and technologically advanced populations, overlooking indigenous and geographically marginalized communities. One such group is the Mandaya Gen Z of Cateel, Davao Oriental, whose cultural identity and limited access to digital infrastructure significantly differentiate their media consumption behavior from that of mainstream Gen Z consumers (Viray, 2024). As Vicari and Kirby (2023) emphasize, the intersection of sociocultural context and digital accessibility necessitates more inclusive research approaches to comprehend the diverse effects of online platforms. 
	Given these disparities, the impact of TikTok marketing campaigns on Mandaya Gen Z remains underexplored, highlighting a need to examine how digital consumer strategies function in rural and indigenous settings (O’Donnell et al., 2016). Although TikTok continues to grow in reach and influence, its reception among Mandaya Gen Z users—who may be unfamiliar with fast-paced, influencer-driven advertising—remains poorly understood (Frankel, 2023). According to MacKinnon et al. (2021), unlike their urban peers, Indigenous youth often have more limited experience with interactive media, which may affect their engagement levels with platforms like TikTok. The assumption that digital campaigns have uniform effects across all Gen Z demographics is inaccurate and problematic (Vahnberg & Jallad, 2023). As Liu (2024) argues, localized and culturally nuanced studies are necessary to assess how consumers from underserved groups respond to brand awareness and recall strategies. Hence, investigating the behavioral responses of Mandaya Gen Z to TikTok's marketing dynamics becomes essential in crafting inclusive frameworks that reflect digital adaptation among indigenous populations (Chalipah et al., 2024). 
	Research suggests that Mandaya Gen Z may increasingly gain exposure to TikTok via mobile devices and limited internet access. However, their interpretation of the content may differ due to deeply rooted cultural beliefs and issues with media trust (Ahmed, 2022). According to Hollebeek and Macky (2019), factors such as digital literacy, prior exposure to online branding, and community norms can significantly influence how content is consumed and remembered. Their motivations for interacting with TikTok, as well as their potential to recall or form intentions to purchase, may deviate from the behavior patterns observed in general Gen Z populations (Noussier, 2023). Studying a group like Mandaya Gen Z provides scholars with the opportunity to explore how digital messages intersect with traditional value systems and localized identities (Ajani et al., 2024). As Santiago et al. (2025) noted, understanding these dynamics helps determine whether exposure to such media fosters genuine consumer interest or contributes to digital fatigue and disengagement. 
	Focusing this research on Mandaya Gen Z addresses a critical gap in consumer studies, which often excludes rural and Indigenous youth from digital marketing discourse (Philip & Williams, 2019). The study is positioned to evaluate not just TikTok's efficacy in raising brand awareness and recall but also to uncover socio-cultural variables that mediate its influence (Embang & Bunuan, 2024). As emphasized by Okonkwo et al. (2023), businesses must understand how culturally distinct populations interact with online branding in order to design effective campaigns. By doing so, the study contributes to inclusive marketing strategies, informs policy efforts related to digital literacy, and contributes to a broader academic conversation on equitable engagement in the digital age (Thompson et al., 201).
2. OBJECTIVES

The primary objective of this study was to examine the role of TikTok marketing campaigns on brand awareness, brand recall, and purchase intentions among Mandaya Gen Z. The specific objectives were as follows:
     1. To assess the level of brand awareness of Mandaya Gen Z in TikTok marketing campaigns 
     2. To evaluate the level of brand recall of Mandaya Gen Z in TikTok marketing campaigns                                                         
     3. To measure the level of purchase intention of Mandaya Gen Z in TikTok marketing campaigns
     4. To analyze if there is a significant relationship between TikTok marketing campaigns and the purchase intentions of Mandaya Gen Z, this study will analyze their interest in trying the brand's products or services and the likelihood of purchasing the brand's products or services. 
     5. To examine the degree of influence between brand awareness and brand recall that leads to purchase intention. 
	
3. MATERIALS AND METHODS

Research Design
This study employed a quantitative descriptive correlational research design to investigate the relationship between brand awareness and brand recall on purchase intentions among Mandaya Gen Z. The quantitative approach allowed for the collection and analysis of numerical data to identify patterns and relationships between variables (Creswell, J. W., & Creswell, J. D., 2017). A survey method was employed to gather data from a representative sample of Gen Z TikTok users in Cateel, thereby ensuring a comprehensive understanding of consumer behaviors and responses to TikTok marketing strategies (Bryman, 2016). The survey included structured questionnaires that measured respondents' exposure to TikTok marketing, their awareness and recall of brand elements, and their purchase intentions (Gesmundo et al., 2022). Statistical analysis techniques, such as regression analysis and correlation, were employed to analyze the data and test the hypotheses.
Research Instrument
The research instrument used in this study for data collection was an adapted survey questionnaire from Gesmundo et al. (2022). Part 1 of the questionnaire covered the respondents' profiles, gathering information such as age, frequency of TikTok usage, and purpose of using TikTok. Part 2 consisted of statement items categorized into three sections: brand awareness, brand recall, and purchase intention. The brand awareness section included eight questions, followed by eight questions under brand recall and eleven questions under purchase intention. Respondents answered by checking (√) the appropriate box using a Five-Point Likert scale: (5) Strongly Agree, (4) Agree, (3) Neither Agree nor Disagree, (2) Disagree, and (1) Strongly Disagree.
Respondents of the Study
The respondents in this study were Mandaya Gen Z individuals residing in Cateel who were active TikTok users. A quota sampling technique was employed to select the 300 respondents for this study, ensuring a balanced representation of the Mandaya Gen Z population in Cateel in terms of age and frequency of TikTok usage, thereby enhancing the study's validity (Iliyasu & Etikan, 2021). The selection of respondents was carried out by systematically recruiting individuals from age 12 to 27, continuing sequentially through each age group until a total sample of 300 respondents was achieved. The number of respondents per age was not evenly distributed, as recruitment depended on the availability of qualifying participants within each age bracket. Throughout this process, each individual’s Mandaya ethnicity and TikTok usage were confirmed to ensure they met the study’s inclusion criteria. According to Rahi et al. (2019), selecting 300 respondents for this study aligns with established practices in survey research, ensuring that the sample size is sufficient to capture diverse perspectives while being statistically valid. Additionally, the use of parametric tests, including Pearson's r and regression analysis, was validated by Weir & Vincent (2020), who illustrate that these methods can be applied effectively with non-probability samples under specific conditions.
Data Gathering
This study was conducted in several steps to ensure comprehensive and accurate data collection, with the primary method being a survey targeting Mandaya Gen Z individuals who are active TikTok users in Cateel. Ethical clearance was obtained from the Davao Oriental State University Research Ethics Board (DORSU-UREB) after submitting a detailed research proposal outlining the study’s objectives, methodology, and ethical safeguards, including informed consent, data confidentiality, and voluntary participation. A structured survey questionnaire, adapted from validated instruments on brand awareness, brand recall, and purchase intention, was used, accompanied by informed consent forms to ensure participants understood the purpose of the study and their rights. A pilot test was conducted to refine the instrument's clarity and reliability before the full-scale administration. Face-to-face surveys were administered to facilitate accurate responses and engagement, with participants given 10–15 minutes to complete the survey and on-site assistance provided to clarify any confusion. Completed questionnaires were immediately reviewed for completeness, and any inconsistencies were addressed to minimize data loss. The questionnaire underwent expert review and validation to ensure clarity, reliability, and alignment with the study's objectives. Data encoding was done manually into a secured digital database, with careful verification to ensure accuracy and consistency. Statistical techniques were then applied to analyze the relationships between brand awareness, brand recall, and purchase intention, offering insights into consumer behavior among Mandaya Gen Z in Cateel and contributing to a localized understanding of digital marketing effectiveness in this specific cultural and regional context.

4. RESULTS AND DISCUSSION

Level of brand awareness of Mandaya Gen Z in TikTok marketing campaigns

The data in (Table 1) shows the level brand awareness of Mandaya Gen Z in TikTok marketing campaigns. The result showed that the level of brand awareness of Mandaya Gen Z in TikTok marketing campaigns is high (). This indicates that Mandaya Gen Z have a good level of awareness of the brand by being familiar with most aspects of the brand but may not have complete knowledge of all details or marketing campaigns. The result suggests that TikTok serves as an effective platform for introducing brands to Gen Z consumers and establishing a general familiarity with their identity, offerings, and messaging. While complete brand comprehension may still require further exposure or deeper engagement, the high awareness rating confirms that TikTok content successfully captures the attention and recognition of the target audience. 

[bookmark: _Hlk205376815]Table 1. Level of brand awareness of Mandaya Gen Z in TikTok marketing campaigns
	[bookmark: _Hlk203567325][bookmark: _Hlk203567410]Variable
	Mean
	Standard Deviation
	Description

	Brand Awareness
	4.01
	0.61
	High

	1. Numerous brands are using TikTok
	4.42
	0.86
	Very High

	2. Well-known brands frequently use TikTok to showcase or market their products
	4.41
	0.74
	Very High

	3. Most TikTok users are able to recognize and identify the brands they encounter on the platform
	3.54
	0.96
	High

	4. Using TikTok makes it easier for brands to attract the attention of potential consumers
	3.76
	1.03
	High

	5. People often become more acquainted with brands they consistently see on TikTok
	3.79
	0.93
	High

	6. TikTok serves as a medium through which individuals discover brands they hadn’t known before
	4.19
	0.83
	High

	7. Brand awareness developed through TikTok can impact a consumer’s purchasing decisions.
	3.89
	0.98
	High

	8. TikTok is considered a useful tool for gaining information about unfamiliar or emerging brands.
	4.05
	1.00
	High



[bookmark: _Hlk205376548]This result aligns with the findings of De Vries et al. (2017) and Marrufo (2022) who emphasized that TikTok’s high engagement rates and rapid content dissemination boost brand visibility and recognition. It is also consistent with the findings of Pitafi and Mumtaz (2024), who noted that interactive social media environments, such as TikTok, reinforce brand recognition through constant exposure and content virality. Additionally, Agrawal (2023) highlighted that TikTok’s algorithm is optimized for quick content circulation, making it easier for brands to establish awareness. Furthermore, Segarwati et al. (2023) found that high-quality marketing communication on TikTok significantly enhances brand recall and awareness, while Haenlein et al. (2020) confirmed that influencer-based marketing improves consumer exposure and credibility, which are vital for strengthening brand awareness.

This result shows that TikTok is a good platform for helping Mandaya Gen Z become more aware of brands (Marrufo, 2022). It’s fun features, popular influencers, and personalized content make it easy for young users to see and remember different brands (Haenlein et al., 2020). Because of this, TikTok gives businesses a great way to reach Gen Z through creative, relatable, and repeated messages that fit their online habits (Gao & Feng, 2016

Level of brand recall of Mandaya Gen Z in TikTok marketing campaigns

The data in (Table 2) shows the level of brand recall of Mandaya Gen Z in TikTok marketing campaigns. The result revealed that the level of brand recall among Mandaya Gen Z is high (). This indicates that the respondents possess a strong ability to remember brands they have encountered on TikTok, particularly in terms of recognizing brand names, logos, taglines, or product features. While some may require occasional prompts to fully retrieve brand-related details, the general level of recall reflects the effectiveness of TikTok in embedding brand impressions into the memory of its young users.

Table 2. Level of brand recall of Mandaya Gen Z in TikTok marketing campaigns
	Variables 
	Mean
	Standard Deviation
	Description

	Brand Recall
	3.67
	0.56
	High

	1. TikTok content enables viewers to easily recall specific brands after watching them
	4.03
	0.82
	High

	2. Even after several days, individuals are still able to remember brands they have seen on TikTok
	3.69
	0.88
	High

	3. The ability to recall a brand from TikTok can influence a person's decision to purchase it
	3.78
	1.00
	High

	4. TikTok is considered helpful in enhancing brand recall among its viewers
	3.86
	0.90
	High

	5. Brand names promoted on TikTok are often easy for viewers to remember
	3.82
	0.90
	High

	6. Viewers may still recognize or recall a brand even if its name was not explicitly shown in a TikTok video
	3.59
	0.98
	High

	7. Viewers may still recognize or recall a brand even if its name was not explicitly shown in a TikTok video
	2.76
	1.08
	Moderate

	8. Brands discovered on TikTok that users considered purchasing are often easily remembered
	3.80
	0.95
	High



This result supports the claim of Haq and Chiu (2024), who found that TikTok’s visually engaging and emotionally resonant content significantly enhances brand message retention. Schmidt and Eisend (2015) emphasized that repetitive exposure to brand elements—common in TikTok’s algorithmic content delivery—strengthens consumer recall. Similarly, Reena and Udita (2020) highlighted the role of personalized content recommendations in aligning brand messages with user interests, thereby increasing the likelihood of memory retention. Jamali and Khan (2018) also noted that platforms with interactive features, such as TikTok’s challenges and duets, deepen brand engagement and improve recall accuracy. Moreover, Van der Bend et al. (2023) observed that influencer collaborations on TikTok can improve recall by linking brands with familiar faces and emotionally relatable content.

While Mandaya Gen Z’s brand recall was rated high, a limitation emerged from the brand recall results, where one indicator scored a moderate (). This suggests that brands are less likely to be recognized when not explicitly named, indicating weak use of implicit cues like visuals and symbols (Van Ooijen et al., 2017). Ngo et al. (2022) emphasized that brand salience depends on consistent and meaningful associations. Therefore, enhancing non-verbal brand elements—such as colors, sounds, and themes—can improve recognition even in indirect messaging (Fielding, 2015).

This result implies that TikTok helps Mandaya Gen Z remember brands better (Mammadli, 2021). The short videos, fun features, and personalized content make brand messages easier to remember (Haddock et al., 2022). This shows that marketers should be consistent with their branding, repeat their messages, and use creative stories (Schmidt & Eisend, 2015). When the content is clear, interesting, and easy to relate to, it stays in the minds of Gen Z even after they stop watching (Gao & Feng, 2016).

[bookmark: _Hlk205377495]Level of purchase intention of Mandaya Gen Z in TikTok marketing campaigns
	
	The data in (Table 3) presents the level of purchase intention of Mandaya Gen Z in TikTok marketing campaigns. The result showed that the level of purchase intention is high (). This result indicates that the respondents are likely to consider purchasing the brand’s products after seeing them promoted on TikTok. It suggests that the platform’s marketing content—whether through videos, influencer endorsements, or interactive promotions—has a positive influence on their willingness to buy. The respondents’ high level of purchase intention reflects their receptiveness to TikTok-based advertising and their trust in the content they consume on the platform.

Table 3. Level of purchase intention of Mandaya Gen Z in TikTok marketing campaigns
	[bookmark: _Hlk203568271]Variables 
	Mean
	Standard Deviation
	Description

	Purchase Intention
	3.65
	0.58
	High

	1. TikTok has a positive influence on consumers' purchase intentions toward a brand
	3.95
	0.91
	High

	2. TikTok may negatively impact some consumers' purchase intentions toward a brand
	2.89
	1.11
	Moderate

	3. Consumers are often willing to purchase a brand because of its attractive TikTok campaigns
	3.69
	1.01
	High

	4. Memorable TikTok campaigns can increase consumers' willingness to purchase a brand.
	3.67
	0.99
	High

	5. Exposure to brand content on TikTok can influence consumers' purchase decisions
	3.75
	0.96
	High

	6. After watching TikTok videos, consumers may feel inspired to purchase featured brands
	3.91
	0.98
	High

	7. Consumers are likely to purchase brands that have established strong awareness in their minds
	3.92
	0.97
	High

	8. Brands that create strong recall among consumers are more likely to be purchased
	3.72
	1.01
	High

	9. Some consumers do not consider TikTok as a factor in their purchasing decisions
	2.69
	1.01
	Moderate

	10. The content on TikTok has an impact on how consumers form their purchasing decisions.
	3.89
	0.93
	High

	11. TikTok enhances brand recognition, driving consumer purchases
	4.08
	0.91
	High



This finding supports the study of Sohid et al. (2024), which emphasized TikTok’s strong influence on shaping the online purchase intentions of Gen Z consumers through visually engaging and emotionally persuasive content. Similarly, Ngo et al. (2023) highlighted that TikTok marketing strategies, such as product demonstrations and storytelling, drive higher levels of consumer interest and intent to purchase. Zeng (2023) further argued that TikTok’s dynamic and entertaining environment enhances product appeal and encourages impulsive buying behavior. Wijaya (2023) also noted that positive brand impressions created through TikTok campaigns contribute significantly to consumers’ decision-making processes. Additionally, Chu et al. (2024) confirmed that personalized, authentic, and relatable content on TikTok strengthens user engagement, which in turn increases the likelihood of purchase. 

While Mandaya Gen Z’s overall purchase intention toward TikTok marketing was high (3.65, s ), two indicators showed moderate ratings ( 2.89, s ) and (2.69, s), reflecting skepticism about TikTok’s influence on buying decisions (Douglas, 2024). This suggests that some users question the platform’s credibility or relevance in their purchasing behavior (Li & Suh, 2015). As Bruns (2018) noted, social media impact depends on authenticity and trust. Cabeza-Ramírez et al. (2022) also emphasized that perceived manipulation or irrelevance in content can lower purchase intent. Marketers should address this by creating transparent, value-driven content and using credible influencers aligned with Gen Z values (Bennett, 2024).

This result means that TikTok can strongly influence the buying decisions of Mandaya Gen Z (Smith & Anderson, 2021). Its fun and relatable content, along with clear product features, helps create a positive view of brands and encourages people to buy (Chen et al., 2022). For marketers, this shows the importance of making creative, eye-catching, and trendy content that not only grabs attention but also turns that interest into a decision to purchase (Johnson & Lee, 2020).

[bookmark: _Hlk205377851]Relationship between Brand Awareness, Brand Recall and Purchase Intention
	
	The data in (Table 4) presents the relationship between brand awareness, brand recall, and purchase intention of Mandaya Gen Z in TikTok marketing campaigns. The results showed that brand awareness (r) and brand recall (r) have a significant relationship with purchase intention. These results indicate that as awareness and recall of a brand increase, the likelihood of Mandaya Gen Z consumers to consider purchasing that brand also increases. Both variables show a strong positive correlation with purchase intention, demonstrating their influence on consumer behavior.

Table 4. Relationship between brand awareness, brand recall and purchase intention
	[bookmark: _Hlk203569191]Variables correlated with Purchase Intention
	Correlation Coefficient
	p-value
	Interpretation

	Brand Awareness
	0.634
	0.000
	Significant

	Brand Recall
	0.669
	0.000
	Significant



This finding is consistent with the assertion of Shahid et al. (2017) that brand awareness plays a critical role in shaping consumer decisions by increasing brand familiarity and recognition. It also aligns with Khurram et al. (2018), who emphasized that brand recall has a direct impact on consumer choice, especially when purchasing decisions are made based on previously stored brand knowledge. Furthermore, Aileen et al. (2021) explained that a consumer’s ability to recognize and recall brands from social media platforms is closely tied to their willingness to engage in purchase-related behavior. Coyle (2022) supported this by stating that a heightened level of brand recognition on digital platforms leads to increased consumer trust and buying intentions. Lastly, Alqaysi et al. (2024) highlighted that both awareness and recall are necessary components of effective advertising, especially on platforms like TikTok where emotionally engaging content can drive intention to purchase.

This result is also supported by Sharabati et al. (2022), who noted that when brand content addresses users’ emotional and psychological needs, it tends to enhance brand recall and increases the likelihood of a future purchase. On TikTok, the use of short, engaging, and tailored content helps Mandaya Gen Z build a stronger connection with brands—leading to higher brand recognition and a greater chance of turning that recognition into an actual buying decision. In light of the Uses and Gratification Theory by Katz et al. (1973), this result can be explained by the idea that individuals engage with media to meet personal needs such as information-seeking, emotional satisfaction, identity expression, and social connection. TikTok content that addresses these needs effectively strengthens both awareness and recall, which in turn shapes consumer behavior and influences purchase intentions.

[bookmark: _Hlk205378041]This result suggests that brand awareness and brand recall are important factors that influence the purchase decisions of Mandaya Gen Z. TikTok creates a strong platform for supporting these factors through its short videos, personalized content, and influencer promotions. This means that for marketers, using TikTok to build both awareness and recall in a creative and engaging way is key to turning interest into actual buying decisions. 

The results of the correlation analysis in Table 4 showed that both brand awareness and brand recall were significantly and strongly associated with purchase intention. Brand awareness posted a correlation coefficient of r = 0.634 (p < 0.001), while brand recall obtained a slightly higher value of r = 0.669 (p < 0.001). This finding implies that as Mandaya Gen Z become more familiar with and capable of remembering brands on TikTok, their likelihood of making a purchase also rises notably. Moreover, the higher correlation value for brand recall indicates that it plays a more influential role in shaping consumer purchase intentions than brand awareness.

Degree of influence of Brand Awareness and Brand Recall on Purchase Intention

	The data in (Table 5) presents the regression analysis on the influence of brand awareness and brand recall on the purchase intention of Mandaya Gen Z in TikTok marketing campaigns. The regression analysis revealed that brand awareness () and brand recall () on its singular capacities significantly influence the purchase intention of Mandaya Gen Z in TikTok marketing campaigns. The combined influence of brand awareness and brand recall on purchase intention is also significant. The overall model was statistically significant with an r² value of 0.539, meaning that 53.9% of the variation in purchase intention can be explained by brand awareness and brand recall combined. The remaining 46.1% may be attributed to other factors outside the scope of this study.

[bookmark: _GoBack]Table 5. Degree of Influence of brand awareness and brand recall on purchase intention
	[bookmark: _Hlk203570751]Influencers
	Unstandardized Coefficient B
	p-value
	t value
	Interpretation

	Brand Awareness
	0.287
	0.000
	5.694
	Significant

	Brand Recall
	0.513
	0.000
	9.382
	Significant

	
r2              = 0.539
F              = 173.521
p-value    = 0.000



This finding is aligned with the results of Ilyas et al. (2020), who highlighted that brand awareness has a measurable impact on consumer satisfaction and repeat buying behavior. Bergkvist and Taylor (2022) also emphasized that brand recall significantly enhances the likelihood of purchase, especially when marketing content creates emotional resonance. In support, Khurram et al. (2018) found that recall and awareness serve as reliable predictors of consumer choices when the brand has been repeatedly and effectively presented. Gesmundo et al. (2022) reinforced this by stating that brand recall, especially in short-form content like TikTok, can substantially influence Millennials' and Gen Z’s purchase decisions. Lastly, Alcántara-Pilar et al. (2024) argued that influencers and emotionally charged content—two dominant elements of TikTok campaigns—can strengthen both recall and intention, further validating the results of this study.
This result suggests that improving both brand awareness and brand recall through TikTok marketing can greatly increase the likelihood that Mandaya Gen Z will consider making a purchase (Sohid et al., 2024). Since brand recall has a stronger impact, marketers should focus on strategies that not only make the brand known but also help people remember it through repeated and creative content (Schmidt & Eisend, 2015). Using eye-catching visuals, trusted influencers, and emotional storytelling can make TikTok more effective in turning brand exposure into real buying decisions (Kaseger et al., 2024).
The regression results in Table 5 indicated that both brand awareness and brand recall are significant predictors of purchase intention. Brand awareness (β = 0.287, p < 0.001) had a moderate influence, whereas brand recall (β = 0.513, p < 0.001) exerted a stronger effect. Combined, they accounted for 53.9% of the variance in purchase intention (R² = 0.539), which reflects a large effect size. This suggests that while awareness helps generate initial interest, recall plays a more decisive role in driving actual purchasing behavior, highlighting TikTok’s ability to create lasting brand impressions among Gen Z consumers.

5. CONCLUSIONS AND RECOMMENDATIONS

[bookmark: _Hlk203578974]Conclusion
The findings reveals that the level of brand awareness of Mandaya Gen Z in TikTok marketing campaigns is high ( 4.01, s  0.61), indicating that TikTok is an effective platform in making brands familiar to young consumers. However, several indicators remain in the "high" rather than "very high" category, suggesting that while Gen Z recognizes brands, the consistency, depth of engagement, and brand influence on decision-making still require enhancement to maximize awareness outcomes.
The data shows that while the overall brand recall level of Mandaya Gen Z in TikTok marketing campaigns is high ( 3.67, s ), the ability of viewers to recognize or recall a brand without the explicit mention of its name received only a moderate rating ( 2.76, s). This suggests that implicit branding techniques, such as visual cues or thematic elements without brand names, are currently insufficient to create a strong and lasting impression on viewers’ memory.
The findings revealed that Mandaya Gen Z’s purchase intention through TikTok marketing is generally high ( 3.65, s ), reflecting positive consumer engagement. However, certain perceptions—such as TikTok’s potential negative influence on purchase decisions (2.89, s ) and the view that TikTok is sometimes not a factor in buying choices (2.69, s 1.01)—were rated moderate, indicating areas where TikTok’s impact can be strengthened.
The results showed that both brand awareness (r0.634, 0.000) and brand recall (r0.669, 0.000) have significant positive relationships with the purchase intention of Mandaya Gen Z in TikTok marketing campaigns. This indicates that higher levels of awareness and recall correspond with stronger intentions to buy.
The regression analysis shows that both brand awareness (0.287, 0.000) and brand recall (0.513,  0.000) significantly predict purchase intention among Mandaya Gen Z in TikTok marketing campaigns, with brand recall having a stronger influence. This suggests that while awareness initiates interest, recall plays a more critical role in driving purchase decisions, especially when supported by influencer marketing.

Recommendation
To elevate brand awareness from high to very high, it is suggested that marketers focus on improving specific aspects of TikTok marketing that currently register only high ratings. These include making brand recognition more intuitive, increasing the ability of TikTok content to capture attention, and strengthening the consistency of brand exposure. It is recommended that marketers adopt an emotionally engaging content strategy that features consistent brand elements such as logos, colors, and slogans; utilize relatable storytelling to foster emotional connection; and implement interactive features like TikTok challenges and influencer collaborations. These approaches should align with the interests and behaviors of Gen Z users to increase brand recognition, deepen emotional engagement, and ultimately shift overall brand awareness from high to very high.
To improve brand recall from high to very high, especially addressing the moderate rating on recognizing brands without explicit names, marketers may enhance the use of subtle branding cues in TikTok content—such as distinctive visuals, consistent color schemes, unique sounds, and thematic storytelling. Strengthening these implicit branding elements will help Mandaya Gen Z viewers more easily recognize and remember brands, thereby improving overall recall and making the marketing more effective.
To amplify purchase intention from high to very high, marketers may proactively address these moderate perceptions by enhancing positive engagement strategies that reduce negative impressions and increase TikTok’s relevance in consumers’ purchasing decisions. This can be achieved by developing authentic, trustworthy content that resonates with Mandaya Gen Z, leveraging relatable influencers who embody audience values, and integrating interactive features that directly connect brand messaging to consumer needs. Such targeted approaches will reinforce TikTok’s role as a decisive factor in shaping stronger and more consistent purchase intentions.
To strengthen purchase intention further, marketers may intensify efforts to boost both brand awareness and recall through integrated TikTok strategies that ensure consistent exposure and memorable brand messaging. This can include repeated brand appearances, creative content that enhances recognition, and interactive campaigns that embed brand elements deeply in consumer memory, thereby maximizing their combined influence on buying behavior.
Marketers may prioritize strategies that enhance brand recall through influencer collaborations that create memorable and relatable content. Influencers can effectively reinforce brand messaging and imagery, helping embed brands deeper into consumers’ memories, which in turn strengthens purchase intention. Leveraging influencers to consistently highlight key brand elements will maximize both awareness and recall, boosting overall marketing impact on Mandaya Gen Z.
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