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Abstract
New social media platforms, such as TikTok, are characterized by dynamic content that provides Generation Z users with 
a sense of connection and higher engagement rates than other social media platforms. The particularities of Generation Z 
as consumers have changed the way brands look for ways to drive engagement and forms of interaction on social networks 
(SNS). This article proposes a model to analyze the passive use of TikTok, and how it impacts the media engagement in users 
of Generation Z. In addition, it analyzes how media engagement impacts brand engagement through affective, cognitive, and 
behavioral dimensions. Finally, we present how these variables affect purchase intention. The results reflect that the motiva-
tions for interactivity and the drivers of those motivations significantly impact consumer engagement and that perceptual 
psychology plays a determining role in achieving engagement with the medium. The study identified that once engagement 
with the brand occurs, interactivity plays an active role in decision-making. This study makes significant contributions to 
the literature on consumer engagement and marketing management.
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Introduction

Since its launch in 2012, under Byte Dance, TikTok has had 
a significant impact on its audience; today, it has over one 
billion users worldwide, making it the leading social network 
(SNS) (Statista 2021). Zuo and Wang (2019) detail that Tik-
Tok's audience is divided into ordinary people, influencers, 

and brands. Specifically, ordinary people encourage users 
to produce content to satisfy their own psychological needs 
based on their self-presentation. Some companies gener-
ate content to close this gap with younger users (Zuo and 
Wang 2019). However, the literature on these new interac-
tive media is limited. According to Business Portal Medium 
(2020), TikTok maintains unique characteristics as a plat-
form. It provides users with a sense of connection and gen-
erates high engagement, as it allows them to be expressive. 
TikTok shows that results in a constant and relevant flow of 
information, making the platform addictive. This is because 
TikTok accurately records the user behavior. The decentral-
ized algorithm was optimized to select videos according to 
the user's personal preferences. This makes it easy to con-
nect with people all over the world. TikTok is an SNS that 
offers short videos, creative music, and fun challenges and 
seeks interaction from its users (Wang et al. 2019).

The TikTok for Business (2022) portal explains that 
social platforms rank first in terms of advertising equity. 
Their data show that 92% of their users interact with brands. 
Where they provide companies to unleash the creative side 
of the brand, throughout an immersive world, without judg-
ment or prejudice, where there is an audience for each voice, 
under the slogan "Don't Make Ads, Make TikToks.” The 
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demographic profile of TikTok is dominated by Generation 
Z, where global data indicate that 60% of users are women 
and another 40% are men (Iqbal 2021), and spend up to 
one hour a day using the social application (Statista 2021). 
Generation Z is the generational group born between 1997 
to 2009. Generation Z is also known as a centennial; they 
are considered true digital natives (Kartajaya et al. 2021). 
Generation Z coexists in different scenarios, and the techno-
logical area is an essential part of all these events (Singh and 
Dangmei 2016). Generation Z is characterized by seeking 
alternatives for success where SNSs become a critical part 
of their lives as a link for self-expression and social interac-
tion (Singh and Dangmei 2016; Cho et al. 2018). They seek 
social validation through Facebook "likes" and comments on 
their posts on social platforms, which makes them feel like 
they are part of a community (Chua and Chang 2016; Henzel 
and Håkansson 2020; Andreassen et al. 2017; Turner 2015).

From a consumer perspective, Generation Z is distin-
guished by having a direct, informal, and individual way 
of communicating with brands on SNS (Southgate 2017). 
Therefore, they expect to access and evaluate information 
before making their decisions. A distinguishing factor of 
Generation Z is the consumption of a product and its link 
with brands; they observed it as an expression of individual 
identity. Thus, they do not want annoying advertising but 
integrate and expect brand co-creation (Singh and Dang-
mei 2016; Cho et al. 2018). Considering the particularities 
of Generation Z as consumers, they could say that it has 
changed the way brands seek ways to interact with their con-
sumers on SNSs. Rangaswami et al. (2020) detail that nowa-
days, companies must identify and satisfy their consumers' 
needs through the core functionality of an SNS platform. It 
should aim to facilitate interaction, thus achieving significant 
cost reduction in marketing activities.

This behavioral change to marketing tactics in younger 
groups could explain how TikTok's content model enables 
linking its users with brands. Ruiz (2021) concluded that 
the TikTok audience is more receptive to brand messages 
and calls to action, as it is directly related to the adequate 
sympathy it produces with the content of its users. This 
results in a consumer engagement rate of 15%, which is the 
highest among the leading SNS platforms. This is associ-
ated with its users wanting brands to meet where they are 
on TikTok. Both paid and organic content are perceived as 
less intrusive and do not interfere with the TikTok expe-
rience (TikTok for Business, 2022). The content delivery 
method creates continuous engagement cycles (Ruiz 2021). 
However, how consumer engagement acts in Generation Z 
through new platforms such as TikTok is a topic that has not 
been addressed in the literature; therefore, further research is 
required. In addition, how engagement works and its analy-
sis dynamics vary according to platform type (Unnava and 
Aravindakshan 2021).

Engagement theory began with studies on distance 
learning (Kearsley and Shneiderman 1998) and business 
(Csikszentmihalyi 1997). Later, it evolved into disciplines 
such as communication (Kumar et al. 2010a, b) and psy-
chology (Achterberg et al. 2003; Kumar et al. 2010a, b). In 
the marketing field, the seminal work of Algesheimer et al. 
(2005) postulated that engagement is a force that influences 
consumer loyalty and, thus, the continuity of brand con-
sumption. Various perspectives of engagement concur in 
analyzing psychological and behavioral attributes through a 
person's connection, interaction, and participation. Implica-
tions at individual, organizational, and societal levels (Willis 
2007; Kahn 1990; Kearsley and Shneiderman 1998). From 
a marketing perspective, it analyzes the psychological state 
that is produced under interactive and co-creative experi-
ences of the customer with a focal agent/object (a brand) 
(Brodie et al. 2011) and contemplates voluntary brand con-
tributions characterized by specific levels of cognitive, cog-
nitive, and behavioral activities (Hollebeek et al. 2016, 2011; 
Jaakkola and Alexander 2014; Brodie et al. 2011).

Bilro and Loureiro (2020) argue that the concept of con-
sumer engagement has evolved, establishing new definitions 
and clarifying that there is no unified conceptualization in 
the literature. In addition, they propose a research model to 
be used in future research where consumer engagement is 
studied, emphasizing the analysis of motivations and drivers, 
including interactivity factors that play a role in decision-
making. This study addresses two relevant gaps in the lit-
erature, as suggested by Bilro and Loureiro (2020). First, it 
analyzes how consumer interactivity in the engagement pro-
cess indexes the participation processes. Second, to explore 
how online brand community engagement platforms focus 
on existing third-party platforms, such as TikTok, allow con-
sumers to contribute to a focal object, such as a product or 
service. According to Bilro and Loureiro (2020), this second 
gap is a less-explored area of academic literature.

This study is relevant given the growing research inter-
est in analyzing consumer brand dynamics. How do the 
consequences of consumer engagement have direct effects 
on behavioral measures? In addition, SNSs are based on 
different types of experience and are experienced uniquely 
and differently across platforms. Thus, the rapid evolution 
of how consumer engagement acts and its typologies is 
ideal for analyzing consumer dynamics and how they relate 
to a brand (Bilro and Loureiro 2020). Thus, through the 
Theory of Consumer Engagement, this study tests part of 
Bilro and Loureiro’s (2020) model by analyzing whether 
media engagement and consumer brand engagement trig-
ger a response to purchase intention. The proposed struc-
tural model examines whether passive use of TikTok by 
Generation Z users significantly affects engagement with 
the medium. Second, it explores whether media engage-
ment affects consumer brand engagement (CBE). Third, we 
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analyzed whether CBE directly impacts the purchase inten-
tion of Generation Z consumers. This study proposes a struc-
tural model to analyze two types of consumer commitment 
through the effects of engagement and its dimensions. This 
study is segmented into two analyses and offers important 
contributions to the theory and practice of consumer engage-
ment and its direct effects on purchase intent. Both analyses 
provide essential insights into consumer engagement in new 
communicative environments such as TikTok. The follow-
ing section begins with a background of the literature and 
discusses methodological rigor, its discussion, contributions, 
limitations, and future research.

Literature review

Passive use of TikTok

SNS use is defined as engagement with an audience that 
facilitates interactivity, interaction, and collaboration 
(Song and Yoo 2016; Chi 2011). SNS use can be analyzed 
actively or passively (Shao 2009; Ruano and Maca 2017; 
Yue et al. 2021). First, passive use is defined as the con-
sumption of content without direct participation in social 
interactions (Verduyn et al. 2021, 2017). Passive use was 
initially explained using monitoring. SNS users analyze and 
compare their lives with those of others (Shao 2009; Whit-
ing and Williams 2013). Other characterizations of passive 
use include performing any other activity (watching videos, 
news, etc.) where users consume content but do not interact 
with others on SNSs (Gerson et al. 2017). Studies have clari-
fied that the analysis of passive use acts on various motiva-
tional factors. With TikTok, a limited group of studies on 
Generation Z concluded that passive use is characterized by 
relaxation factors, stress reduction, and day-to-day pressures 
(Wang et al. 2019; Omar and Dequan 2020). Passive use is 
defined as a person's minimum level of engagement with an 
SNS (Schivinski et al. 2016). Thus, in this study, the pas-
sive use of TikTok was analyzed through relaxation factors, 
reduction of day-to-day stresses and strains, and how these 
factors convert it into active use.

How a user engages with the medium through passive use 
generates power to significantly actuate active use (Verduyn 
et al. 2020, 2017; Dienlin 2020; De Vries, 2014). Active 
use is defined as a user's participation in an SNS and is 
explained by intrinsic and extrinsic motivations (Ruano and 
Maca 2017; Shao 2009). Therefore, passive use significantly 
affects the media engagement of SNS users. Short videos 
that help users find sensory stimuli characterize TikTok, 
creating psychological pleasure. Its decentralized algorithm 
provides a greater reach of high-quality content in multiple 
ways and topics that motivate users to participate (Omar 
and Dequan 2020). This is in addition to TikTok's ease of 

attracting new followers to its users, which satisfies their 
motivation for self-expression and socialization. Allowing 
users to receive more reactions or comments than on other 
SNSs reduces the quality and quantity of the content, regard-
less of the number of followers they have (Qiyang and Jung 
2019; Omar and Dequan 2020).

This experience with TikTok also enables and facilitates 
virtualization of user content. This leads to an exponen-
tial increase in the number of followers (Xiao et al. 2019; 
Yang et al. 2019). Thus, once the user maintains media 
engagement, various forms of Generation Z participation 
are explained by experience factors, personal engagement 
(self-expression), and social-interactive engagement (Omar 
and Dequan 2020; Harrigan et al. 2021). Other studies have 
shown that passive use affects engagement with the environ-
ment, where various forms of participation are motivated 
to establish visibility and links with other users on SNSs 
(Bucknell-Bossen and Kottasz 2020; Cho et al. 2018; Xiao 
et al. 2019; Erz et al. 2018; Tang 2019). It is against this 
background that we posit:

H1  The passive use of TikTok significantly affects media 
engagement among Generation Z users.

Media engagement

Media engagement is defined as any experience of liking or 
disliking a specific medium (Calder and Malthouse 2008, 
2018). This concept emerged from the seminal work of Cal-
der and Malthouse (2008), who analyzed the psychologi-
cal experience of consumers using media and determined 
that engagement with media arises from empathy. Di Gangi 
and Wasko (2016) explain that media engagement is expe-
rienced motivationally and has the power to affect a brand’s 
response. Media engagement in SNSs encompasses social 
interactions between users, which will be observed accord-
ing to the attractiveness and characteristics of the social plat-
form (Prahalad and Ramaswamy 2004). Bilro and Loureiro 
(2020) detail that media engagement is a multidimensional 
variable in which personal engagement, social-interactive 
engagement, and experience figure are three relevant dimen-
sions to explain media engagement.

On the one hand, personal engagement is intrinsically 
explained through the degree of participation and com-
munication that an individual has within an SNS (Oh et al. 
2017; Castillo et al. 2021). Then, social-interactive engage-
ment is both intrinsically and extrinsically motivated, and 
this encompasses individuals' participation in formal and 
informal collective activities (Pagani and Mirabello 2011; 
Kim et al. 2016; Zhang et al. 2011). Experience refers to an 
immersive state of content consumption (Boyd 2010). Social 
interactions between users and how the characteristics of the 
social platform influence users have been analyzed (Prahalad 
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and Ramaswamy 2004; Goldfarb et al. 2015). In this study, 
media engagement is analyzed through its dimensions of 
personal engagement, social-interactive engagement, and 
experience to observe whether it affects brand engagement 
in TikTok users in Generation Z.

The literature highlights that personal engagement is 
associated with stimulation (Oh et al. 2017) because of the 
need to receive likes (Khan 2017; Bucknell-Bossen and 
Kottasz, 2020), the feeling of being noticed (Castillo et al. 
2021), and participation as a form of self-expression (Mar-
wick 2013; Sepp et al. 2011). Conversely, social-interactive 
engagement reinforces social capital by linking relationships 
and implies activity and interaction (Meservy et al. 2019; 
Shane-Simpson et al. 2018; Naeem et al. 2021). In terms of 
experience, we analyzed how utilitarian (utility, informa-
tion seeking, and privacy) and hedonic (fun, rewarding, and 
maintaining pleasant experiences) values act. Utilitarian and 
hedonic values have the power to explain how engagement 
with the environment is linked to brand engagement (Lee 
and Wu 2017; Leftheriotis and Giannakos 2014; Chahal 
et al. 2020).

Studies from various perspectives have highlighted that 
personal and social-interactive engagement (Bailey et al. 
2021; Ismail et al. 2020; Jones and Lee, 2022) and expe-
rience (Hollebeek et al. 2020; Chahal et al. 2020; Khan 
et al. 2020; Kumar et al. 2022) facilitate brand engagement. 
Although the TikTok literature is limited, some studies have 
concluded that interactive and usability elements (Feng et al. 
2019) facilitate faster engagement, as Generation Z users can 
receive a higher proportion of reactions or comments (Yang 
et al. 2019; Xiao et al. 2019) than other social platforms. 
Experience, social interaction, and self-expression signifi-
cantly impact brand engagement (Omar and Dequan 2020; 
Zuo and Wang 2019). TikTok's decentralized content model 
explains this phenomenon. The platform can satisfy both 
intrinsic and extrinsic motivations. Therefore, this content 
model can explain high user engagement with TikTok. This 
is because of the following reasons:

H2  Media engagement significantly affects consumer brand 
engagement in Generation Z TikTok users.

Consumer brand engagement

Consumer brand engagement (CBE) on SNSs refers to user 
behaviors beyond simple actions, such as viewing or reading 
(Paine 2011; France et al. 2016). The CBE study emerges in 
relationship marketing and the analysis of consumer brand 
relationship studies (Palmatier et al. 2006; Fournier 1998). 
CBE is defined as a psychological state that occurs during 
the interactive and co-creative experiences of consumers 
with products or brands in a digital environment (Brodie 
et al. 2013; France et al. 2016). Hollebeek et al. (2014) 

explain that the psychological state of CBE is explained by 
its (a) cognitive (thoughts of the brand), (b) affective (feel-
ings toward the brand), and (c) behavioral (time a consumer 
spends with a brand) dimensions. The psychological state of 
the relationship between consumers and brands is directly 
driven by the interactions between Hollebeek et al. (2014) 
and Brodie et al. (2013), Hollebeek (2011), and Hollebeek 
and Macky (2019). Thus, interactivity has direct (purchase 
intention) or indirect (referrals, influence, and feedback) 
effects on consumer behavior (Bilro and Loureiro 2020). 
Thus, this study analyzes brand engagement through its 
cognitive, affective, and behavioral dimensions, and how it 
directly affects purchase intention.

Purchase intention is defined as consumers’ willingness 
to purchase a product or service (Aluri et al. 2015; Alalwan 
2018). The literature shows that the three dimensions of CBE 
directly impact purchase intentions in Generation Z consum-
ers (Florenthal 2019; Arghashi and Arsun-Yuksel 2022; Bazi 
et al. 2020; Djafarova and Bowes 2021; Klein and Sharma 
2022). Other authors highlight that in Generation Z, cogni-
tive processing is the most significant and explains purchase 
intention (Molina-Prados et al. 2021). Klein and Sharma 
(2022) stress that, on the contrary, cognitive and affective 
processing directly influence purchase behavior and not 
behavioral processing. Toni and Mattia (2021) stress that the 
brand hashtag challenge does not directly trigger a purchase 
but activates interest in the product.

Lontoh et al. (2022) present how engagement behaviors 
in TikTok facilitate their purchase decisions. TikTok's ease 
of engaging users with brands improves offers and engage-
ment, and interactivity is explained by purchase intention 
(Rangaswami et al. 2020; Xiao et al. 2019). However, the 
extensive literature does not offer a clear delineation of how 
brand engagement acts on a platform, which explains how 
each dimension shapes the CBE variable. Against this back-
ground, we propose the following hypothesis:

H3 Consumer Brand engagement impacts interactivity 
among Generation Z TikTok users, directly affecting pur-
chase intent.

Method

We tested the conceptual model in Fig. 1 using partial 
least squares structural equations (PLS-SEM) on 403 
active users of the social network TikTok belonging to 
Generation Z and residents of Puerto Rico. Generation Z 
is a group born between 1997 and 2009 (Kartajaya et al. 
2021). The participation criteria were established as being 
male or female, between 21 and 24 years of age, and an 
active user of TikTok. Limiting this age group was justi-
fied because, according to research ethics regulations in 
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the USA (IRB), all participants under 20 years of age 
require parental consent to participate. Additionally, the 
choice of this age group overcomes the biases of seg-
mented sampling and coverage (Heckathorn 1997; Sabin 
et al. 2005). Sabin et al. (2005) detail that the applica-
tion of segmented sampling reduces bias in the sample 
by applying an ethnographic evaluation of the population 
to be studied. In addition, choosing a specific age seg-
ment reduces coverage bias and increases participants' 
representativeness.

The study employed simple random sampling through 
an electronic survey sent via SNS (Facebook and Insta-
gram) and used a database owned by researchers that had 
been developed for research purposes. To maintain the 
quality and rigor of the data, we employed non-replace-
ment sampling. The survey was protected and coded so 
that it could be accessed only on a single occasion. If a 
participant dropped out or took another action, the survey 
was immediately rejected, and the participant could not 
reaccess it. Malhotra (2020) explained that non-replace-
ment sampling is more meaningful than other sampling 
techniques. Non-replacement sampling does not allow the 
same population to enter the sample more than once.

To determine the population to participate in, we ana-
lyzed the census estimates for Puerto Rico. Data from the 
Puerto Rico Institute of Statistics (IDEPR) (2021) reflects 
a finite population of 222,186 inhabitants between the 
ages of 21 and 24. Subsequently, we set a confidence 
level of 95% and a margin of error of 5% with 384 poten-
tial participants. The data were collected between March 
and September 2021 and culminated in 895 surveys, of 
which only 403 were valid for analysis. Demographics by 
participation were relatively consistent with the official 
statistics of TikTok users. TikTok's comprehensive data 
indicate that its audience is dominated by Generation Z 
(Statista 2021). With a demographic that is 60% female-
dominated and another 40% male-dominated (Iqual 2021). 
In addition, global data show that users spend up to one 
hour per day using social applications (Statista 2021). 
Thus, 66.50% of the participants were women (n = 268), 
and 33.50% were men (n = 135). Moreover, the time 
spent using TikTok reflected that 56.33% (n = 227) spent 
one hour daily. A total of 29.28% (n = 118) spent up to 
two hours a day, and 14.39% (n = 58) spent 3 h or more 
(Table 1).

Research instrument

To assess these constructs, we used a combination of the 
literature-based scales adapted to the context of the Tik-
Tok content model. After pre-testing 30 participants with 
the same inclusion criteria for the study and eliminat-
ing three indicators that did not show reliability (factor 
loading < 0.70), the final version had 36 items on a five-
point Likert scale. Participants responded that 1 strongly 
disagreed to 5 strongly agreed with each statement. The 
treatment for each variable began with the passive use of 
TikTok, which counted four items using the scale pro-
posed by Gerson et al. (2017) and edited according to the 
TikTok content model. Media engagement had 15 items, 
segmented into five items for personal engagement and 
five for interactive social engagement. The scales used 
to assess the items were recommended by Pagani and 
Mirabello (2011), Khan (2017), and Sundar and Limp-
eros (2013). The third dimension consisted of five items. 
According to the scales proposed by Calder and Malthouse 
(2008), these items analyze how utilitarian and hedonic 
values act. The instrument's construction continued with 
the consumer brand engagement variable with 11 items 
segmented by each dimension. Four items were used for 
cognitive processing, three for affective processing, and 
four for behavioral processing. Each statement was edited 
according to the TikTok content model of the instrument 
proposed by Hollebeek et al. (2014). Finally, the purchase 
intention variable had six items. These new scales analyze 
the intention, motivation, or willingness to purchase prod-
ucts through interaction with the brand in TikTok (Aluri 
et al. 2016; Allawah 2018).

Fig. 1  Reserch model

Table 1  Demographic sample. Source: Own creation with survey data

% n = 403

Women 66.50 268
 Male 33.50 135

Time of use
 1 hour daily 56.33 227
 To 2 hours a day 29.28 118
 3 hours or more 14.39 58
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Validity and reliability of the study

The analysis performed for the measurement model 
observed in Table 2 reflects that the values of the fac-
tor loading, alpha coefficients, and composite reliability 
reflected values above the criterion of 0.70 (Hair et al. 
(2020) and Henseler et al. (2009)). As for AVE values, 
all latent variables reflected values above the criterion of 
0.50 (Hair et al. (2020)). The values for the HTMT dis-
criminant validity test reflected in Table 3 are according 
to the criterion of 0.90 or less (Henseler et al. 2014; Hair 
et al. 2020), where these data allow us to conclude that 
there are no problems between variables that could have 
the same meaning. These data reflect the high validity 
and reliability of the results (Hair et al. 2020).

Confirmatory composite analysis (CCA)

After analyzing the reliability and validity of the study, 
we analyzed whether the results of the study were con-
firmatory. Confirmatory composite analysis (CCA) was 
used for this analysis. The analysis continued by observ-
ing whether collinearity existed. To analyze this, variance 
inflation factor (VIF) values were calculated. The results 
indicated that the VIF values for all variables were at a 
variance inflation level of 1.0 and a tolerance level of 1.0. 
The variance inflation data were not greater than 5.0, and 
the tolerance level was not greater than 2.0. The structural 
model is not a limitation in estimating the results (Hair 
et al. 2020). In Fig. 2, the research model shows a high 
variance explained by endogenous variables. These reflect 
higher values of R2>0.50 (Hair et al. 2021). When compar-
ing these results with the data from Q2 (Blindfolding), the 
same reflected values greater than Q2> 0.27. The research 
model maintains high predictive power (Hair et al. 2020). 
All data for f 2 were more outstanding than 0.35, reflect-
ing that each observed variable significantly affects the 
exogenous construct on its corresponding endogenous 
construct (Hair et al. 2021). The data in Figs. 2 and 3 
reflect the data of a high correlation β > 0.70 and high 
significance scores. This supports nomological validity, 
as the results are consistent with the theoretical direction, 
sample size, and significance of correlations (Hair et al. 
2020; Adcock 2001). At the end after analyzing the factor 
loading values, alpha coefficients, composite reliability, 
discriminant validity (HTMT) (Tables 4, 5, and 6), col-
linearity analysis, the values of R2 y Q2 values, predictive 
relevance f 2 , and supporting nomological validity lead 
to the conclusion that the study fulfills each step to sup-
port that the results to be discussed are also confirmatory, 
according to the confirmatory composite analysis (CCA) 
criterion (Hair et al. 2020).

Hypothesis testing

The analysis in Fig. 2 supports the hypothesis where the data 
reflect that the passive use of TikTok significantly affects 
media engagement in Generation Z users (H1 β = 0.724; 
p < 0.01; t = 29.864 t > 1.960). A significant result can be 
seen when analyzing whether media engagement affects (H2 
β = 0.804; p < 0.01; t = 31.920 t > 1.960) consumer brand 
engagement in Generation Z TikTok users. Furthermore, 
when analyzing whether brand engagement triggers inter-
activity in generation Z TikTok users and its direct effect 
(H3 β = 0.773; p < 0.01; t = 33.266 t > 1.960) on purchase 
intention. Thus, these hypotheses were supported.

Secondary analysis

The second part in Fig. 3 delves into analyzing how the pas-
sive use of TikTok affects each dimension of media engage-
ment. On the other hand, we analyzed whether the three 
dimensions of personal engagement, social-interactive 
engagement, and experience are determinant variables that 
explain the variable media engagement (Bilro and Loureiro 
2020) among TikTok users in Generation Z. Next, we ana-
lyzed whether engagement with the medium significantly 
affects cognitive, affective, and behavioral factors in CBE. 
To observe whether these three dimensions explain CBE 
among TikTok users in Generation Z (Hollebeek et  al. 
2014; Brodie et al. 2013; Hollebeek 2011; Hollebeek and 
Macky 2019). For this analysis, the following hypothesis 
was proposed:

H4  The passive use of TikTok by Generation Z users sig-
nificantly affects media engagement through its dimensions.

H4a  Personal engagement.

H4b Interactive social engagement.

H4c  Experience.

H5  Media engagement in Generation Z TikTok users is a 
multidimensional variable that its dimensions explained:

H5a  Personal engagement.

H5b  Interactive social engagement.

H5c  Experience.

H6  Media engagement in Generation Z TikTok users sig-
nificantly affects consumer brand engagement across its 
dimensions:



541Don't make ads, make TikTok’s: media and brand engagement through Gen Z's use of TikTok and its…

Table 2  Validity and reliability of the study. Source: own creation with SMART-PLS data

Factor loading Alpha Compos-
ite reli-
ability

AVE References

Passive use 0.9 0.931 0.774 Gerson et al. (2017)
My stress is reduced when I use TikTok 0.754
I relax when I use TikTok 0.899
TikTok allows me to get a wide variety of information 0.927
I escape from the pressures of the day when I view content on 

TikTok
0.927

Media engagement 0.944 0.947 0.548 Pagani and Mirabello (2011)
Personal engagement 0.79 0.895 0.923 0.705
I participated in the challenges to see if my video would go 

viral
0.895 Khan (2017)

I like expressing myself through TikTok 0.841
I like the idea of my video going viral through TikTok 0.868 Sundar and Limperos (2013)
I am interested in how many people like my TikTok videos 0.8
I use TikTok to express myself
Social-interactive engagement Calder and Malthouse (2008)
It's enjoyable to create content to share on the app 0.774 0.837 0.885 0.607
I have shared videos by participating in challenges 0.75
TikTok gives me the power to convey messages to my follow-

ers
0.854

On TikTok, I can connect with others 0.784
I communicate with other users through TikTok 0.727
TikTok experience
Sharing my personal experiences on TikTok is rewarding 0.711 0.826 0.878 0.591
Using TikTok is convenient for me 0.743
I use TikTok as kept well informed about the latest trends 0.781
The experience though TikTok is very much like real life 0.805
TikTok allows me to review the opinions of others before mak-

ing decisions
0.8

Consumer brand engagement 0.914 0.928 0.541 Hollebeek et al. (2014)
Cognitive
TikTok's brand videos capture my attention 0.75 0.782 0.86 0.606
I'm a follower of my favorite brands on TikTok 0.846
I have reviewed some of the products that TikTok influencers 

use
0.802

Using TikTok has allowed me to save money when shopping 0.71
Affective
TikTok's brand videos are fun 0.825 0.744 0.869 0.688
I like following #HashtagChallenges of product or service 

brands
0.811

TikTok allows me to engage with brands 0.852
Behavioral
It is fun to participate in creating brand challenge videos 0.81 0.809 0.875 0.635
I have shared branded content from TikTok 0.79
I like to follow the #HashtagChallenges of product or service 

brands
0.779

I have shared videos of my favorite brands 0.808
Purchase intention 0.942 0.954 0.776 Aluri et al. 2016 and Alalwan 2018
I am motivated to buy by the reasonable published offers on 

TikTok
0.875
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H6a  Cognitive.

H6b  Affective.

H6c  Behavioral.

H7  The psychological state that produces consumer brand 
engagement in Generation Z TikTok users is a multidimen-
sional variable and explained by its dimensions:

Table 2  (continued)

Factor loading Alpha Compos-
ite reli-
ability

AVE References

Interactive branded content on TikTok has motivated me to 
buy products

0.896

The more creative the branded content on TikTok is, the more 
it motivates me to buy

0.872

The creativity of advertising videos on TikTok has motivated 
me to buy

0.9

Interaction with #HashtagChallenges from brands has moti-
vated me to buy

0.861

I have been inspired to buy a product/service when I see a 
TikTok influencer promoting it

0.88

Table 3  Discriminant validity. 
Source: own creation with 
SMART-PLS data

Media engage-
ment

Consumer brand 
engagement

Purchase inten-
tion

Passive use

Media engagement
 Consumer brand engagement 0.863
 Purchase intention 0.709 0.826
 Passive use 0.787 0.735 0.592

Fig. 2  Reserch results

Fig. 3  Research results with HCM analysis
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H7a  Cognitive.

H7b  Affective.

H7c  Behavioral.

Results

The results to the proposed hypotheses reflect that the 
passive use of TikTok in Generation Z users significantly 
affected media engagement through its dimensions of 
H4a personal engagement (β = 0.61; p < 0.01; t = 17.385 
t > 1.960), H4b social-interactive engagement (β = 0.669; 
p < 0.01; t = 21.789 t > 1.960, and H4c experience 
(β = 0.732; p < 0.01; t = 28.411 t > 1.960). Therefore, the 
hypotheses were supported. The hierarchical component 
model (HCM) method in PLS-SEM was used to analyze 
the dimensions of media engagement within the structural 

model and determine how each variable acts. HCM analy-
sis within the structural model reduces the number of rela-
tionships, providing a detailed understanding of how each 
dimension acts as a first-order variable (Hair et al. 2018). 
The data for each dimension were analyzed by running 
the repeated indicator approach proposed by Ringle et al. 
(2012). The level of significance was analyzed through 
significance levels according to Boostraping data (Hair 
et  al. 2012, Hair et  al. 2018). Where the results sup-
port the hypothesis establishing that media engagement 
is explained firstly by experience (t = 37.346 t > 1.960), 
followed by personal engagement (t = 35.439 t > 1.960), 
and finally by social-interactive engagement (t = 34.541 
t > 1.960) so the hypothesis is supported.

Continuing with the analysis, we analyzed whether media 
engagement in Generation Z TikTok users significantly 
affects engagement with the brand through its dimensions: 
H6a cognitive (β = 0.710; p < 0.01; t = 22.563 t > 1.960). H6b 
Affective (β = 0.706; p < 0.01; t = 22.112 t > 1.960) and H6c 
behavioral (β = 0.790; p < 0.01; t = 34.979 t > 1.960) where 
the data support the results to the hypotheses raised. Finally, 
we analyzed whether the cognitive, affective, and behavio-
ral dimensions are multidimensional variables that explain 
a brand's engagement. The hierarchical component model 
method was used, in which the CBE variable was explained 
first by the cognitive factor (t = 36.121 t > 1.960), then by 
the affective factor (t = 35.286 t > 1.960), and finally by the 
behavioral factor (t = 35.264 t > 1.960). Thus, this hypothesis 
is supported.

Conclusions, discussion, and theoretical 
implications

The typologies of consumer engagement have brought about 
the need for studies that analyze the actions and responses 
of consumers through various interactivity factors (Grewal 
et al. 2017). Our research focused on how the passive use of 
TikTok triggers Media Engagement in Generation Z users. 
We also focused on observing whether Media Engagement 
significantly affected CBE. The purchase intention directly 
explains the interactivity between the consumer and CBE. 
We then analyzed how passive use directly affects the dimen-
sions of personal engagement, social-interactive engage-
ment, and exclusivity. How Media Engagement directly 
affects the cognitive, affective, and behavioral dimensions 
of CBE. Finally, the explanatory power of each dimension 
of Media Engagement and CBE within the structural model 
was analyzed.

This study makes a significant contribution to the litera-
ture on consumer engagement. Theoretically, engagement 
studies provide individual, organizational, and societal 
implications (Willis 2007; Hox 2010; Kahn 1990; Kearsley 

Table 4  Analysis R2 vs. Q2. Source: own elaboration with SMART-
PLS Q2 = the effect on the sample 0.02 small; 0.15 medium; and 0.35 
> large (Hair et al. 2020).

R2 Q2 
(= 1-SSE/
SSO)

Media engagement 0.525 0.279
Brand engagement 0.647 0.344
Purchase intention 0.598 0.458

Table 5  Analysis for f2. Source: own elaboration through SMART-
PLS data.  f2 = 0.02 low effect, 0.15 medium effect, and 0.35 or 
greater large effect (Hair et al. 2020)

Media 
engage-
ment

Brand 
engage-
ment

Purchase 
intention

Passive use

Media engagement 1.831
Brand engagement 1.485
Purchase intention
Passive use 1.104

Table 6  Variance inflation factor—VIF

Media 
engage-
ment

Brand 
engage-
ment

Purchase 
intention

Passive use

Media engagement 1.000
Brand engagement 1.000
Purchase intention
Passive use 1.000
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and Shneiderman 1998). At the individual level, our research 
reflects that consumer engagement on SNSs starts with pas-
sive use. Active use is then triggered, which is explained by 
the interactivity motivations of Generation Z users. Once 
active use is activated, media engagement is achieved. 
Second, this study illustrates that perceptual psychology 
explains how passive usage and interactivity motivations 
trigger Media Engagement. The limited literature shows 
that passive use of TikTok contributes to Generation Z users 
finding different sensory stimuli, such as reducing stress 
and relaxation, and creating psychological pleasure through 
viewing short, easy, and fun videos. Therefore, these meth-
ods of finding sensory stimuli and psychological pleasure 
align with perceptual psychology by triggering the notion 
of affordability in the user. Therefore, visual stimulation 
suggests new ways in which users interact and act (Gibson 
1986, 2015). It explained how experience dimensions and 
active use satisfy personal engagement and social-interactive 
engagement motivations, manifesting why TikTok maintains 
higher media engagement than other social media.

The societal-level implication and the results of the study 
support that social interaction on SNSs affects social interac-
tions in different contexts. These results differed from those 
reported by Rosette et al. (2012) and Mok et al. (2010). This 
finding emphasizes that every dimension of Media Engage-
ment satisfies intrinsic and extrinsic motivations in Genera-
tion Z. Thus, easy bonding with other TikTok users provides 
a different form of social validation. Interestingly, we will 
observe social validation in Generation Z users through the 
amount of "likes" and comments they receive through their 
participation in TikTok. The results imply a social and psy-
chological change in Generation Z. Since the need to receive 
"likes" comments and others will make users feel that they 
are part of a community (Chua and Chang 2016; Henzel 
and Håkansson 2020; Andreassen et al. 2017, Turner 2015). 
We emphasize that Generation Z seeks to satisfy different 
sensory stimuli, and that the experience dimension explains 
how users' psychological pleasure is satisfied. Therefore, 
the psychological pleasure produced by TikTok requires 
less cognitive effort, leading to more significant distrac-
tion, relaxation, and enjoyment (Sundar 2000; Sundar and 
Limperos 2013). In addition, TikTok enables the desire for 
personal expression, leading the user to seek social valida-
tion through social-interactive engagement. Therefore, their 
motivations for escapism, social interaction, and self-expres-
sion influence how each dimension of Media Engagement 
acts, and how it affects CBE. This psychological pleasure is 
explained from the perspective of behaviorism psychology, 
since media engagement activates new stimuli where new 
SNS behavioral patterns are determined by various forms 
of social learning provided by platforms, such as TikTok.

Bilro and Loureiro (2020) explained that Media Engage-
ment is a psychological experience of consumers when 

consuming media. In addition, interactivity through media 
allows consumers to play different roles in the engagement 
process. In addition, from the point of view of SNS, the level 
of sympathy and connection produced by Media Engage-
ment implies a different form of engagement, which directly 
affects CBE (Bilro and Loureiro 2020), and interactivity 
leads the user to purchase intention. At the organizational 
level, this study provides an implication that explains how 
interactivity through participation with the brand allows 
consumers to contribute to behavior. This contribution is 
significant as it is one of the least explored areas in the 
academic literature on Consumer Engagement (Bilro and 
Loureiro 2020). Brands are part of the online community, 
and once CBE is triggered through cognitive, affective, and 
behavioral factors, the interactivity between the user and the 
brand directly impacts purchase intention. TikTok explains 
this fact generates high-quality content in multiple ways and 
topics that attract users. Therefore, combining social com-
munication, various interactive alternatives, and integrated 
marketing communication allows for achieving efficiency 
to meet user needs (Tang 2019; Xu et al. 2019; Xiao et al. 
2019).

The results showed that the behavioral factor was the 
most significant dimension affected by Media Engagement. 
Generation Z is characterized by not wanting intrusive 
advertising but integrated advertising, so they expect co-
creation from brands. Therefore, Generation Z expects to 
access and evaluate information as they see consumption and 
their attachment to brands as a form of expression of indi-
vidual identity (Southgate 2017; Thomas et al. 2018). The 
behavioral factor through utilitarian and hedonic satisfaction 
explains how content is processed and perceived (Xu et al. 
2012; Li et al. 2015). Moreover, the content model employed 
by TikTok brands is fun and integrates user participation 
through hashtag challenges and other non-invasive forms of 
interactivity. Therefore, in the information ecosystem, when 
affective and cognitive dimensions act, it allows for superior 
CBE, providing value for users. Therefore, brands also facili-
tate the need to satisfy specific motivations for belonging 
and social validation, offering consumers social benefit. In 
addition, the results explain how interactivity factors play a 
role in decision-making (Bilro and Loureiro 2020).

The results also indicated that the CBE variable was 
explained by cognitive processing, followed by affective 
and behavioral processing. Therefore, once the consumer is 
exposed to sensory stimuli combined with interactive social 
communication, the branded content of TikTok will require 
less cognitive load. They facilitate the activation of affective 
factors, which trigger pleasant sensations in the user, and 
facilitate the activation of the behavioral factor. Curiously, 
the authors did not identify any studies that analyzed how 
the CBE variable is formed and, in turn, what direct effect 
it has on behavioral measures. These results contribute to 
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Klein and Sharma’s (2022) work by providing more exten-
sive results on how each dimension affects purchase inten-
tion. Finally, our results support how consumer action and 
responses to engagement occur through new interactive 
media. These findings are congruent with behaviorism, as 
the results explain how a stimulus drives various forms of 
engagement and how it conditions consumer behavior. This 
form of conditioning is explained by the interactivity and 
particularities of TikTok’s interactive environment.

Managerial implications

This study’s result has several practical implications. First, 
it provides a practical understanding of how SNSs, such as 
TikTok, act on new generational groups. TikTok offers users 
space for expression to support their values and creativity 
(Xu et al. 2019; Zuo and Wang 2019). The results indicate 
that users use the platform for up to one hour daily, and 
TikTok significantly affects media engagement. This implies 
that TikTok has the power to engage its users exponentially 
more than other SNSs, enabling higher levels of attraction 
and, subsequently, higher levels of engagement, thus making 
it an ideal space for branding strategies. Its content model 
offers the possibility of sending more compelling and easily 
remembered advertising actions to users. Second, its content 
model and decentralized algorithm allow building genuine 
connections with Generation Z, resulting in high levels of 
CBR. These high levels of CBE significantly impact the pur-
chase intent.

Generation Z is characterized by avoiding commercials 
and maintaining a direct, informal, and individual way of 
communication on SNS. TikTok effectively satisfies these 
characteristics; therefore, media engagement implies intrin-
sic value for its users. Thus, managers must create strate-
gies to interact with the audience. Content strategies through 
#Challenges, promotions, tutorials, and interactive messages, 
focusing on authenticity, allow users to effectively connect 
with the brand. Once the brand connects with the user, it 
will allow its audience to search for more content, positively 
impacting CBE levels and, in turn, positively impacting pur-
chase intent. The results indicate that high levels of CBE 
will mobilize the user to different forms of participation and 
even become involved in creating original branded content 
voluntarily. These findings explain that users take the brand 
as a form of expression of their identity. These results con-
tribute to the work of Voorveld et al. (2018), who highlight 
that consumer engagement is composed of diverse experi-
ences and is uniquely experienced according to each social 
platform. Therefore, the role of marketing strategy should 
focus on identifying and satisfying users' needs according 
to the platform's characteristics, providing novel, engaging, 
and attractive content to Generation Z.

Limitations and future research

One limitation is that this study only analyzed engagement 
from the consumer perspective and did not consider the 
business perspective. Indirect interaction variables, such as 
the benefit of consumer engagement through tangible and 
intangible factors, have been evaluated (Bilro and Loureiro 
2020). On the other hand, this study also did not analyze 
other forms of engagement, such as engagement with online 
brand communities and engagement behaviors. Future stud-
ies could contemplate the different forms of engagement, 
thus allowing us to understand how they interact with con-
sumer engagement on SNSs. Future studies could investigate 
engagement from the different perspectives of various gen-
erational groups. As the popularity of the TikTok platform 
has evolved into other demographic groups, it is interesting 
to understand whether engagement actions tend to differ.

Conclusion

In the end, the SNS framework has evolved dramatically, 
and there is a need to understand how these new interactive 
media, such as TikTok, substantially change the way market-
ing strategies are managed. The results of this study reflect 
a valuable scientific contribution by showing novel results 
on how social media continues to evolve, and how it impacts 
consumer engagement and behavioral measures.
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