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Abstract:
This study addresses a critical gap in understanding the determinants of Gen Z’s purchasing decisions in response to TikTok advertising. Despite being widely recognized as digitally savvy and highly responsive to trends, the mechanisms through which TikTok advertisements resonate with this cohort and translate into purchase intentions remain insufficiently explored. Focusing on the Vietnamese market, the study systematically investigates and empirically validates the key attributes of TikTok advertising that influence Gen Z’s purchase intentions. The findings contribute to a more nuanced understanding of consumer behavior in short-form video platforms and provide evidence-based insights into the factors shaping engagement and conversion among this pivotal young consumer segment in the digital era.
Keywords: TikTok advertising, integrated marketing communication, digital marketing, consumer behaviour.
1. Introduction
In the digital era of Industry 4.0, advanced technologies and ubiquitous internet connectivity have transformed communications and commerce. Smartphones and social‑media platforms have revolutionized how people communicate and shop, giving rise to global e‑commerce giants and social networks such as Amazon, TikTok Shop, Facebook and TikTok. The influence of social media on culture and the economy has grown significantly, particularly following the COVID-19 pandemic, which accelerated the shift towards online activity (Jacob, 2015). Mobile devices now sit at the center of shopping, working and communicating (Pongratte et. al., 2023). 
Although Facebook dominated the previous decade, TikTok has rapidly emerged as a leading social‑media platform. By early 2022 it reported around 1.6 billion active users worldwide, demonstrating significant growth (Aksa, 2022). Vietnam ranks among the top countries for TikTok usage, with approximately 67.72 million users in 2024, representing a large share of the country’s internet population (Simon, 2024). TikTok’s commercial ecosystem, including TikTok Shop, provides businesses with valuable marketing and sales channels. Vietnam also ranks highly in global TikTok advertising reach, offering considerable opportunities for firms. The rapid growth in users and advertising revenue underscores the platform’s impact on online commerce.
TikTok’s user‑friendly interface has turned it into a dominant social‑media channel, particularly influential among Gen Z (born 1997–2012) users (Tracy & Hoefel, 2018). Gen Z are digital natives who spend considerable time online; more than 60 % of TikTok users belong to this generation (Bradian, 2020), with a notable concentration in the 17–29 age group in Vietnam (Simon, 2021). For Gen Z, TikTok serves both as entertainment and as a platform for generating income through content marketing. Importantly, a substantial portion of Gen Z consumers prefer online shopping and actively follow brands on social media. 
With Gen Z’s distinctive digital behavior and increasing importance in the digital market, understanding their responses to marketing is crucial. In today’s information‑rich environment, Gen Z consumers are selective and may ignore irrelevant advertisements. While intrusive ads can negatively affect user experience, engaging ads can capture attention and potentially drive purchases. This raises the central research question: Which elements of TikTok Shop advertisements significantly influence the purchase intentions of Gen Z consumers?
The study aims to identify these influential advertising attributes. Its primary objective is to provide actionable insights for businesses to optimize TikTok advertising strategies targeted at Gen Z in the digital age. Specific goals include identifying the key factors shaping Gen Z purchase intentions on TikTok in Vietnam, developing a research model, evaluating the effect of each factor and proposing solutions to enhance Gen Z purchase intention and help businesses design effective TikTok strategies.
2 Theoretical Framework
2.1. Theory of Planned Behavior
The theory of planned behavior (TPB) is a cognitive theory proposed by Ajzen (1991) that explains how a person’s beliefs influence their actions. It extends the earlier theory of reasoned action by incorporating perceived behavioral control. The theory posits that an individual’s behavioral intentions are influenced by their attitude towards the behavior, subjective norms and perceived behavioral control. Behavioral intention reflects the motivational factors driving people to try to perform a behavior; generally, the stronger the intention, the more likely the behavior will occur (Elisabeth, 2023). 
TPB distinguishes three kinds of beliefs: behavioral beliefs (attitudes), normative beliefs (subjective norms) and control beliefs (perceived behavioral control). By including perceived behavioral control (the individual’s perception of how easy or difficult it is to perform the behavior), the theory improves the prediction of actions. Since its formulation, TPB has been widely applied to understand and predict human behavior in various contexts, including marketing.
2.2. Application of TPB in Marketing
The TPB provides a useful framework for studying customer and consumer behavior in marketing. In the current digital era, customers have more choices and markets are increasingly competitive. Understanding the psychology and behavior of consumers - especially digital natives like Gen Z - is critical. Marketing research often uses qualitative data followed by quantitative analysis to capture consumer behavior, and TPB helps firms gain insight into customers’ reasoning. It answers questions such as why customers tend to choose certain options, what factors influence their choices and whether individual behavior is affected by social context. These insights enable businesses to make informed decisions, from procurement to product delivery and after‑sales service.
The Technology Acceptance Model (TAM), proposed by Davis (1989), focuses on explaining users' acceptance of information technology. The TAM model identifies two main determinants of acceptance: perceived usefulness and perceived ease of use. Perceived usefulness refers to the degree to which an individual believes that using a specific technological system will enhance their job performance or activities. Perceived ease of use relates to the degree to which an individual believes that using the technological system is easy, requiring minimal physical or mental effort. The TAM model posits that both perceived usefulness and perceived ease of use play a crucial role in shaping the attitude and intention to use technology.

2.3.1. Concept

The Technology Acceptance Model (TAM) is one of the most popular theories used to explain and predict users' acceptance or rejection of a new technology.
The TAM model was introduced by Davis (1986). It was developed based on the Theory of Reasoned Action (TRA).
2.3.2. Main components
The success of TAM is based on two key perceptions that influence users' attitudes and behaviors: 
Perceived Usefulness (PU): This is the degree to which a person believes that using a specific system will enhance their job performance.
Example: Employees believe that the new accounting software helps them generate reports faster.
Perceived Ease of Use (PEOU): This is the degree to which a person believes that using that system will not require much effort.
Example: The software interface is friendly and easy to understand, requiring no complex training.

2.4. Research model and hypotheses
Drawing on TPB and TAM, the study proposes a research model in which five attributes of TikTok advertisements influence Gen Z consumers’ purchase intentions:
Informational usefulness and technology - The extent to which the advertisement provides clear, valuable information about the product or service, including technological features. Consumers need sufficient product details to evaluate and trust an offer, yet TikTok’s short‑form videos may limit information. Advertisers should use concise, informative videos complemented by external links or QR codes to provide additional details.
Entertainment and interactivity - The degree to which the advertisement is creative, humorous, trend‑focused and encourages user interaction. Gen Z prefers engaging, entertaining content; ads should leverage creators and interactive formats. For older demographics (35+), deeper storytelling, influencer participation and relatable topics may improve engagement.
Trust - The consumer’s belief in the advertisement’s credibility. Building trust is crucial because buyers cannot physically inspect products before purchase. Advertisements should display certifications, allow skipping, use authentic imagery and leverage user reviews and social proof to reduce perceived risk.
Perceived value and usefulness - The perceived benefits of the product relative to its price. Although important, Gen Z is savvy and prioritizes quality aligned with price. Highlighting product benefits, offering competitive pricing and promotions and combating fraudulent ads can enhance perceived value.
Social influence - The impact of peers, influencers and online communities on purchase decisions. Gen Z relies heavily on social cues, user reviews and influencer endorsements. Advertisements should emphasize social validation and foster emotional engagement to encourage purchases.
These factors lead to the following hypotheses:
H1. Informational usefulness and technology positively influence Gen Z consumers’ purchase intentions via TikTok advertisements.
H2. Entertainment and interactivity positively influence purchase intentions.
H3. Trust positively influences purchase intentions.
H4. Perceived value and usefulness positively influence purchase intentions.
H5. Social influence positively influences purchase intentions.
3. Methodology
3.1. Research design
This study employs a sequential two stage methodology comprising exploratory and formal research phases followed by rigorous data analysis. The subsequent sections will detail each stage of this research process.

The initial phase of the study adopts a mixed methods approach combining qualitative and quantitative techniques. The primary objective of this exploratory stage is to identify and refine the key factors of TikTok advertising that influence the purchase intention of Generation Z ensuring the measurement scales are appropriate for the online advertising context in Vietnam especially on TikTok. This involves a comprehensive review of existing literature to identify relevant conceptual domains and establish preliminary scales. Furthermore, focus group discussions centered on five identified advertising factors informativeness [utility and technology] entertainment [entertainment and interaction] trustworthiness [trust] perceived value [perceived value and usability] and social interaction [social influence]. These discussion sessions aimed to gather detailed perspectives from Generation Z consumers enriching the understanding of these factors in the context of TikTok and facilitating the refinement and expansion of initial measurement items for subsequent quantitative validation. Formal Research and Data Collection Based on the insights gained from the exploratory phase the formal research stage applied a quantitative method to empirically test the proposed research model and hypotheses. Data collection for this phase was conducted through an online survey instrument administered via Google Forms. This method facilitated efficient data collection from the target audience. The survey questionnaire refined based on the findings of the exploratory research was distributed to Generation Z individuals in Ho Chi Minh City selected due to its high population density high internet penetration rate and dynamic online shopping culture.
Data Preparation and Analysis After data collection was completed the raw data underwent a rigorous preparation process. This included a thorough review for completeness and validity discarding any unqualified responses and cleaning the data to ensure accuracy and consistency. Subsequently all valid responses were coded and prepared for analysis using SPSS software version 26.0 a statistical software package widely recognized in social science research.
The data analysis process was conducted through a series of structured steps. Descriptive Statistics Initial analysis included descriptive statistics to describe the demographic characteristics of the sample and provide an overview of the collected data. Scale Reliability Assessment The reliability of the scales was evaluated using Cronbach's Alpha coefficient. Scales with a Cronbach's Alpha coefficient of 0.6 or higher are considered acceptable with values in the range of [0.7 to 0.8] considered indicative of good reliability. Item to total correlations were also examined with items having a correlation below 0.3 being eliminated. Exploratory Factor Analysis (EFA) To assess the construct validity of the scales Exploratory Factor Analysis (EFA) was conducted.
Key criteria for EFA included a Kaiser Meyer Olkin (KMO) value above 0.5 a statistically significant Bartlett's test of sphericity (p < 0.05) eigenvalues greater than 1 total variance extracted exceeding 50% and factor loadings of 0.5 or higher (with 0.4 considered acceptable and 0.3 being the minimum threshold). Multivariate Regression Analysis To test the research hypotheses and examine the relationships between independent and dependent variables multivariate regression analysis was employed. This technique allows for the assessment of the magnitude and statistical significance of the impact of each independent variable on the purchase intention of Generation Z. The significance level was set at p < 0.05 indicating a 95% confidence level. The statistical significance of the overall model was also evaluated through the ANOVA F statistic.
This systematic and rigorous methodological approach ensures the robustness and validity of the research findings providing a comprehensive understanding of the factors influencing the purchase intention of Generation Z in the context of TikTok advertising.
Indicators This study utilizes 5 dimensions for 5 corresponding factors utility and technology Entertainment and interaction trust perceived value and usability and social influence. [utility and technology] [entertainment and interaction] [trust] [perceived value and usability] and [social influence].

3.2. Results
This study, which surveyed 325 individuals viewing advertisements on TikTok, reveals that Gen Z's purchasing intent is strongly influenced by five key factors: informativeness (utility and technology), entertainment (amusement and interactivity), credibility (trust), perceived value (value perception and usefulness), and social interaction (social influence).

Gen Z relies heavily on social cues, valuing user reviews and influencer endorsements to validate products. To capture their attention, advertisements must be entertaining, creating joy and brand connection while simultaneously providing information. Trust is a crucial factor online, necessitating transparent and realistic ads that Gen Z can verify through reviews and certifications. The comprehensiveness of information is also vital, as Gen Z actively researches products and seeks detailed information to build trust. While perceived value is considered, Gen Z's tech-savvy nature means they prioritize quality that aligns with price. Therefore, successful TikTok advertisements targeting Gen Z must prioritize social interaction and entertainment while ensuring credibility and providing comprehensive information.
Table 1. Conclusion on the impact level of factors on the dependent variable: purchase intention

	Rank
	Independent Variable
	Beta Coefficient
	Significance
	Perceived Level

	1
	Social Interaction (TTXH)
	0.295
	0.000
	3.70

	2
	Entertainment Value (TGT)
	0.241
	0.000
	3.62

	3
	Trust (DTC)
	0.151
	0.002
	3.56

	4
	Information Quality (TTT)
	0.138
	0.005
	3.60

	5
	Perceived Value (GTCN)
	0.119
	0.013
	3.63


Based on the research findings, the following strategic recommendations are proposed. The first recommendation is to pay close attention to social influences within TikTok advertisements to effectively drive the purchase intentions of Generation Z.

Strategy 1: Enhancing Emotional Perception as a Proxy for Social Influence. While social interaction exerts a profound impact on Gen Z’s purchase decisions on TikTok (beta = 0.295), current advertisements underperform in this domain, yielding a mean engagement score of only 3.7. It is recommended that brands amplify engagement through emotionally resonant content, personalized messaging, and interactive ad formats. Furthermore, firms should actively encourage user participation to heighten viewers' emotional involvement, thereby leveraging product utility and more effectively driving purchase intentions among Gen Z consumers.
Strategy 2: Optimizing Perceived Entertainment and Interactive Value. Entertainment serves as the second strongest driver of purchase intention for Generation Z on TikTok (beta = 0.241), although current ad entertainment ratings stand at 3.62. For Gen Z, creative and humorous content that aligns with current trends and utilizes content creators is essential. Conversely, for older demographics (35+), entertainment should be more profound, featuring Key Opinion Leaders (KOLs) and relatable themes to increase engagement. Tailoring entertainment strategies to specific age cohorts while prioritizing Gen Z’s preference for trendy, engaging content is vital for TikTok advertising effectiveness.
Strategy 3: Strengthening Perceived Trust in TikTok Advertisements. Trust is identified as the third most significant factor influencing Gen Z’s purchase intention ([image: image2.png]B = 0.151



), yet it currently holds a mean score of 3.56, falling short of the desired 4.0 benchmark. To cultivate trust - a critical necessity given the inability to physically inspect products - advertisers should prominently display certifications, allow ad-skipping options, and utilize authentic imagery. Leveraging customer reviews and bolstering social proof metrics, such as follower counts and likes, are also imperative. By implementing these trust-building strategies, advertisers can mitigate consumer skepticism and improve conversion rates.
Strategy 4: Improving the Quality of Perceived Information. Although informativeness (utility and technology) is the fourth strongest predictor of purchase intention ([image: image4.png]B = 0.138



), current advertisements are rated at 3.60 in this category. Generation Z requires clear, high-value product information; however, TikTok's short-form format presents a structural challenge. Advertisers should deploy concise, visually-driven video ads supplemented by external links, QR codes, or instructional videos on secondary platforms. Providing personalized information can bridge this gap and better satisfy the informational needs of the Gen Z demographic.
Strategy 5: Elevating Perceived Value and Utility. Perceived value and utility have the least relative impact on Gen Z’s purchase intention on TikTok ([image: image6.png]B = 0.119



), with current advertisements receiving a mean value score of 3.63. To close this gap and reach the 4.0 target, advertisers must highlight clear product benefits and offer competitive pricing alongside promotional discounts. Additionally, combating fraudulent advertising and enhancing the user experience of TikTok’s native shopping features are critical steps toward elevating overall perceived value.
4. Results and discussion
This study successfully identified and evaluated the key factors influencing the purchase intentions of Gen Z, particularly within the context of TikTok advertising in Vietnam. By developing a robust research model, the study provides actionable solutions for businesses and retailers seeking to optimize their marketing strategies on TikTok. Furthermore, by pinpointing the advertising elements that most effectively resonate with Gen Z  as a critical demographic with unique online behaviors, the research offers valuable insights for practitioners. These findings enable marketers to refine their promotional tactics on TikTok with the ultimate aim of heightening engagement, improving conversion rates, and driving sales performance. Additionally, this study establishes a foundation for future inquiries into evolving consumer behavior on social media platforms by providing empirical evidence to replace assumptions within the dynamic digital landscape.

However, the study acknowledges certain limitations including a constrained timeframe and a reliance on online surveys, both of which may impact the generalizability of the results. Future research is encouraged to employ more diverse methodologies, expand the scope beyond the TikTok platform, and utilize larger samples that are geographically diverse to achieve more robust and broadly applicable findings. Addressing these limitations will further strengthen the scientific understanding of Gen Z’s purchasing behavior within the continuously evolving domain of social media commerce.
5. Conclusion
In summary, this research successfully achieved its objectives by identifying the key factors influencing the purchase intentions of Gen Z through TikTok advertising in Vietnam. The findings underscore the increasing importance of entertainment and interactive content in online shopping, particularly on platforms such as TikTok that effectively integrate social media and e-commerce.
This study highlights the unique appeal of TikTok to Gen Z, who prefer engaging video advertisements over traditional formats. From a practical perspective, this research provides businesses with valuable insights to refine their TikTok advertising strategies, enhance consumer engagement, and drive purchase intentions. Theoretically, it contributes to the broader understanding of Gen Z consumer behavior within the evolving digital landscape. However, the study acknowledges several limitations including the specific research timeframe, the reliance on online surveys, the limited scope of explored factors, the platform-specific focus, and the demographic concentration within Ho Chi Minh City. Future research should expand the geographical scope, explore a wider range of variables, and investigate actual purchasing behavior across multiple online platforms to provide a more comprehensive understanding.
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Tác động của quảng cáo trên TikTok đến hành vi mua sắm của thế hệ Gen Z
Cao Minh Nhựt

Khoa Quản trị Kinh doanh, Trường Đại học Nguyễn Tất Thành
Tóm tắt:

Nghiên cứu này giải quyết khoảng trống quan trọng trong việc làm rõ các yếu tố quyết định hành vi mua sắm của thế hệ Gen Z dưới tác động của quảng cáo trên TikTok. Mặc dù thế hệ Gen Z được biết đến là nhóm người tiêu dùng am hiểu công nghệ và nhạy bén với xu hướng, các cơ chế mà qua đó quảng cáo trên TikTok tạo được sự cộng hưởng và chuyển hóa thành ý định mua hàng vẫn chưa được khám phá đầy đủ. Nghiên cứu tiến hành phân tích một cách hệ thống, tập trung vào thị trường Việt Nam,  và kiểm định thực nghiệm các đặc điểm cốt lõi của quảng cáo TikTok có ảnh hưởng đến ý định mua của thế hệ Gen Z. Kết quả nghiên cứu góp phần làm rõ hơn hành vi người tiêu dùng trên các nền tảng video ngắn, đồng thời cung cấp các bằng chứng thực tiễn về những yếu tố định hình mức độ tương tác và chuyển đổi của nhóm khách hàng trẻ quan trọng này trong kỷ nguyên số.
Từ khóa: quảng cáo trên TikTok, truyền thông tiếp thị tích hợp, tiếp thị kỹ thuật số, hành vi người tiêu dùng. 
