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Abstrak: The rapid growth of short-video–based social media, particularly TikTok, has transformed the way companies engage with consumers and stimulate purchase intention, especially among Generation Z as digital natives. However, for local brands such as Eiger in the travel and outdoor equipment industry, a key challenge remains in converting digital marketing activities into actual purchase intention, as reflected in the gap between high offline conversion rates and relatively low online sales contributions. This research aims to analyze the effects of content marketing and influencer marketing on purchase intention for Eiger’s travel products among Generation Z using a quantitative approach through a survey of 300 respondents who have been exposed to Eiger’s TikTok content. The research model is analyzed using the Stimulus–Organism–Response (S-O-R) framework and tested with Partial Least Squares–Structural Equation Modeling (PLS-SEM) employing SmartPLS software. The findings indicate that both content marketing and influencer marketing significantly enhance perceived enjoyment, which in turn serves as a strong mediator in increasing purchase intention. Furthermore, gender moderates the relationship between content marketing and perceived enjoyment, with female consumers showing greater responsiveness to storytelling and aesthetically appealing content, while male consumers respond more strongly to informative content. In contrast, gender does not moderate the relationship between influencer marketing and perceived enjoyment, suggesting a relatively homogeneous perception of influencers among Generation Z consumers. This study contributes to the literature by extending the application of the S-O-R theory to short-video marketing contexts and enriching empirical insights into Generation Z consumer behavior in Indonesia.
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INTRODUCTION
The development of short-video–based social media, particularly TikTok, has changed the way consumers interact with brands and shape purchasing decisions, especially among Generation Z as digital natives (Andari et al. 2025). The platform not only serves as an entertainment medium but also as a source of product information, lifestyle references, and a means of brand evaluation before making a purchase (Jain et al. 2019; Kala et al. 2018; Mikalef et al. 2017; Pelletier et al. 2020). This has prompted many companies, including local brands in the travel and outdoor equipment industry such as Eiger, to shift the focus of their marketing strategies to digital channels to reach the market dominance of Generation Z.
Managerially, Eiger faces a large market opportunity as public interest in outdoor activities increases. Eiger’s Sustainability Report (2023) shows an increase in production from 7.7 million units in 2020 to 8.98 million units in 2023, reflecting the growth in demand for travel products. Eiger’s internal survey also indicates the emergence of new consumers, where almost 50% of respondents have only started hiking in the last 3–6 months, and more than 40% of consumers view outdoor activities as a means of self-healing. This phenomenon shows the formation of a potential Generation Z market that requires a communication approach that is relevant, emotional, and aligned with their digital character.
These managerial problems become even more complex when associated with the characteristics of Eiger’s TikTok audience. Eiger’s ESG Report (2022) shows a mismatch between consumer profiles and TikTok followers, where Eiger’s consumers are dominated by men (62.6%), while Eiger’s TikTok followers are mostly women (88.57%). This inconsistency raises strategic questions about the extent to which influencer marketing content and use on TikTok have been adjusted to the psychographic and demographic characteristics of the audience, as well as how consumers’ affective responses to digital stimuli are formed.
Amid digital market growth opportunities, Eiger faces challenges in optimizing purchase conversions through online channels. Although digital channels have grown, the conversion rate that lags far behind physical stores indicates that digital engagement is not yet fully effective in shaping consumer purchase intentions—especially from the Generation Z segment that now dominates the market. According to internal reports, 60.16% of Eiger’s consumers are Gen Z, a generation that is highly active on social media platforms like TikTok and has high expectations for fun, authentic, and relevant digital experiences (Agrawal 2025; Inkeroinen 2025; Sokolova 2023).
However, the high dominance of Generation Z in Eiger’s consumer base is not necessarily directly proportional to an increase in purchase intention. To respond to this shift in consumer behavior, Eiger adopted an omnichannel experience strategy that integrates online and offline channels. According to a report from Mix Marcomm (2022), the contribution of sales through digital channels only reaches around 15% of total Gross Merchandise Value (GMV). In contrast, sales conversions in physical stores reached 80%, showing that digital potential is still not optimally maximized by Eiger (Zimmermann 2022; Zimmermann et al. 2023). To reach this market, Eiger has made various digital innovations, including being active on TikTok as a marketing channel favored by Generation Z.
Based on Kalodata data for July 2025, Eiger’s TikTok channel managed to record a total revenue of IDR 10.11 billion on TikTok, with the largest contribution coming from affiliates (IDR 5.21 billion/51.55%), followed by Eiger’s own operational account (IDR 3.85 billion/38.07%) and shopping malls (IDR 1.05 billion/10.38%). In terms of content, the highest sales came from live streaming (IDR 4.57 billion/45.25%), followed by video content (IDR 4.14 billion/40.97%) and product cards (IDR 1.39 billion/13.78%). While these figures reflect an increase in digital activity and revenue, the conversion gap between online and offline channels remains striking (Putra 2024; Srinivasan et al. 2016; Wiener et al. 2018; Zhang et al. 2019). In addition, there is a mismatch between Eiger’s consumer profile and follower profile on TikTok. Based on Eiger’s ESG Report (2022), Eiger’s consumers are dominated by men (62.6%), while followers of Eiger’s TikTok account are mostly women (88.57%), with men making up only 11.43%. This inconsistency raises the question of whether the content marketing strategy and use of influencers on TikTok have been adapted to the characteristics of its main consumers. This fact shows that even though digital reach and activity are increasing, consumer purchase intent on digital channels is not optimal and remains far from the effectiveness achieved by physical stores. This low digital conversion rate calls for a deeper understanding of the factors that shape the purchase intent of Gen Z consumers, especially in social media contexts such as TikTok. One potential approach is through the use of content marketing and influencer marketing, paying attention to the aspect of entertainment (perceived enjoyment) and gender differences as differentiating factors (Al-Shehri 2021; Alsoud et al. 2024; Chen et al. 2024; Lou et al. 2019).

From an academic perspective, various previous studies have proven that content marketing and influencer marketing affect purchase intention through consumer emotional and cognitive mechanisms. Research conducted by Liu, Wang, and Mou (2024) highlights the importance of presenting product information in digital content marketing (DCM) to influence consumer purchase intent. The study adopts an experimental approach that explores how the combination of text and images in digital content influences information processing and purchase decisions, taking into account gender factors and product type. Their findings show that presenting product information in the form of social text with concrete images encourages consumers to engage in hedonic browsing, which in turn significantly increases purchase intent. In contrast, the combination of task text with abstract images stimulates utilitarian browsing, but the mediating effect on purchase intent is not significant. The study also confirms that women are more responsive to social and emotional content, while men are more interested in content that is functional and informative. This shows that the effectiveness of content marketing is not only determined by the visual and textual elements used but also influenced by demographic characteristics such as gender and psychological preferences in consuming digital information. Therefore, content-based marketing strategies need to be tailored to information presentation styles that can evoke the emotional enjoyment of the target audience.
Previous research has also shown that influencer marketing, content marketing, and perceived enjoyment play an important role in shaping consumer purchase intent. Lou and Yuan (2019) emphasized that value suitability, content authenticity, and trust in influencers can build emotional connectedness that drives audience purchase intent. Huang et al. (2024) added that visually and emotionally appealing video content can increase perceived enjoyment, which then affects behavioral intention. Meanwhile, Ravula et al. (2023) highlighted the role of gender in moderating the effectiveness of digital content, where women tend to respond emotionally and positively, while men are more rational and analytical—thus influencing how marketing messages are received and processed.
However, most existing research still focuses on global contexts such as the United States, China, and South Asia, and has not specifically described consumer characteristics in Indonesia, especially Generation Z as the dominant users of TikTok and potential target market for the Eiger brand. In addition, research that simultaneously integrates content marketing, influencer marketing, perceived enjoyment, and gender in one conceptual model remains limited, particularly in the context of travel products that require a strong emotional and visual approach. Furthermore, even though Eiger has high exposure on TikTok, purchase intent on digital channels remains low, indicating a gap between high content exposure and affective responses that should drive purchase decisions.
Based on these conditions, this study developed an analysis model using the Stimulus–Organism–Response (S-O-R) framework to explain how content marketing and influencer marketing as stimuli affect perceived enjoyment as an internal response, which ultimately drives purchase intention as a behavioral response, with gender as a moderating variable. This study aims to analyze the influence of digital stimuli on perceived enjoyment, examine the influence of perceived enjoyment on purchase intention, assess the mediating role of perceived enjoyment, and identify gender’s moderating role in the stimulus–organism relationship. Academically, this study is expected to enrich the literature on the behavior of Gen Z digital consumers in the context of TikTok marketing for Indonesian local travel products. Practically, the research results are expected to serve as a strategic foundation for Eiger in designing more engaging content, choosing the right influencers, considering gender aspects, and optimizing digital strategies to increase purchase intention.

MATERIALS AND METHODS
Types of Research
This study uses a quantitative approach to examine the influence of content marketing and influencer marketing on the purchase intention of Generation Z consumers toward Eiger brand travel accessory products on the TikTok platform, with perceived enjoyment as a mediating variable and gender as a moderating variable. The quantitative approach was chosen because it allows researchers to measure the relationships between variables objectively and systematically, as well as to test pre-formulated hypotheses. This research model consists of two independent variables (content marketing and influencer marketing), one dependent variable (purchase intention), one mediating variable (perceived enjoyment), and one moderating variable (gender). This model was developed based on the Stimulus–Organism–Response (S-O-R) theoretical framework to test the extent to which the effectiveness of content-based and influencer-based marketing strategies on TikTok affects Gen Z consumers’ purchase intent toward Eiger travel products, as well as how enjoyment and gender contribute to strengthening or weakening the relationships among these variables.
Population and Sample
The population of this study includes all Generation Z individuals in Indonesia (born between 1997 and 2012, at least 18 years old) who use TikTok and have an interest in or experience interacting with promotional content for Eiger brand travel products. The sampling technique used is probability sampling with a simple random sampling method to provide equal opportunities for each individual in the target population. Since the exact population size is unknown, the determination of the number of samples used a normal distribution approach with the Cochran formula, resulting in a minimum of 385 respondents. However, to maintain operational feasibility and time efficiency, the number of respondents was set at 300, as suggested by Hair et al. (2019) for structural models of medium complexity. Respondents’ inclusion criteria include being members of Generation Z (at least 18 years old), active TikTok users, and having viewed or interacted with promotional content related to Eiger brand travel products on TikTok.
Data Collection Techniques
Data were collected primarily through online questionnaires distributed via Google Forms. The questionnaire was constructed based on predetermined indicators for each study variable and used a 7-point Semantic Differential scale to capture the nuances of respondents’ attitudes in the form of bipolar pairs. This scale was chosen because it provides greater flexibility than the Likert scale and is able to represent the intensity of assessment in a more granular manner. The questionnaire was distributed through online communities and social media relevant to the target population’s characteristics, such as the Travel Nekatpergisolo community, the International Backpacker Facebook group, and the Berkelana with Strangers community. The choice of these platforms is strategic because the majority of their members are digital natives from Generation Z, who tend to consume content and purchase travel products digitally. In addition to questionnaires, data collection was also supported by a literature review using reference sources such as books, articles, journals, and related literature, evaluated based on credibility, reliability, and relevance to the research topic.
Data Analysis Techniques
The data analysis technique in this study employs the Structural Equation Modeling (SEM) method based on Partial Least Squares (PLS), which allows researchers to simultaneously test a complex set of dependency relationships between measurable variables and latent constructs. The analysis began with an evaluation of the measurement model (outer model), which included internal consistency reliability tests using Cronbach’s Alpha and Composite Reliability (≥ 0.6), convergent validity tests using Average Variance Extracted (AVE ≥ 0.5) and outer loadings (≥ 0.7), and discriminant validity tests using the Heterotrait-Monotrait Ratio (HTMT < 0.85). Furthermore, an evaluation of the structural model (inner model) was conducted, which included collinearity assessment using the Variance Inflation Factor (VIF < 5), path coefficient testing through bootstrapping with a one-tailed test (p-value < 0.05 and t-statistic > 1.968), the determination coefficient (R²) to measure the proportion of variance in endogenous constructs, effect size (f²) to assess the strength of influence (0.02 = small, 0.15 = medium, 0.35 = large), and predictive relevance (Q² > 0) through the blindfolding procedure. The mediation test was conducted to analyze the role of perceived enjoyment as an intervening variable by evaluating indirect and direct effects through the bootstrapping method, while the gender moderation test was conducted using a subgroup analysis approach to determine differences in influence between variables based on respondents’ gender.

RESULTS AND DISCUSSION
[bookmark: _Toc215931000]Analyzes Inner Model
The researcher used the structural model (Inner model) to test the relationships between latent constructs in the research model. The evaluation of the inner model includes the R-square test, effect size (f-square), predictive relevance test (Q2), path coefficient, and mediation and moderation test.
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[bookmark: _Toc215924711][bookmark: _Toc215924855]Figure 1.  Measurement Model (Inner Model)
Source: Data processed with SmartPLS 4, 2025
1. [bookmark: _Toc215931001]The R-squre Test
The researcher measured the R-square value (R2) to determine how much variation of endogenous (dependent) variables can be explained by exogenous (free) variables in the structural model (inner model). The value of R2 indicates the predictive strength of the model against a given construct. The R2 value ≥ 0.75 strong, ≥ 0.50 moderate, ≥ 25 weak (Hair et al., 2017).

[bookmark: _Toc215924755]Table 1. Uji R-square
	Variable endogenous
	R-square
	R-square adjusted

	Perceived Enjoyment
	0.731
	0.726

	Purchase Intention
	0.629
	0.628


Source: Data processed with SmartPLS 4, 2025

Based on table 1, the R-square value for Perceived Enjoyment of 0.731 shows that 73.1% of the variance of the Perceived Enjoyment construct can be explained by exogenous constructs, namely Content Marketing, Influencer Marketing, Gender × Content Marketing, and Gender × Influencer Marketing. This value is included in the strong category, which means that the model has a high predictive ability in explaining the variation in respondents' perception of enjoyment of Eiger's TikTok content. Furthermore, the R-square value for Purchase Intention of 0.629 indicates that 62.9% of the variance of  the Purchase Intention construct can be explained by Perceived Enjoyment, Content Marketing, Influencer Marketing, and Gender interactionwith these two variables. This value is classified as medium, indicating that the constructs in the model are quite capable of explaining the variation in respondents' purchase intentions for Eiger brand travel products. Overall, the results  of this R-square  test show that the structural model used has good predictive power, especially in explaining the relationship between digital marketing factors and Generation Z consumer behavior on TikTok.
2. [bookmark: _Toc215931002]F-square Test
The researcher used the f-square  test to assess the magnitude of the influence of an independent variable on the dependent variable by comparing the R2 value when the predictor was included and when it was not included in the model. If the f2 value < 0.02 indicates a small influence, < 0.15 a moderate influence, and ≥ 0.35 a large influence (Benitez et al., 2020).

[bookmark: _Toc215924756]Table 2. Uji F-square
	Relationships Between Variables
	F-square value
	Categories Effects

	Content Marketing → Perceived Enjoyment
	0.258
	Medium

	Gender → Perceived Enjoyment
	0.031
	Small

	Gender x Content Marketing → Perceived Enjoyment
	0.116
	Small

	Gender x Influencers Marketing → Perceived Enjoyment
	0.003
	Small

	Influencers Marketing → Perceived Enjoyment
	0.137
	Small

	Perceived Enjoyment → Purchase Intention
	1.697
	Large


Source: Data processed with SmartPLS 4, 2025



Based on the results of the F-square analysis  in table 2, it can be seen that Content Marketing has an effect size of 0.258 on Perceived Enjoyment, which is classified as a medium category. This shows that Eiger's TikTok content makes a significant contribution in explaining the variance in users' perception of pleasure in the content. Furthermore, Influencer Marketing has an effect size of 0.137, which is included in the small category, indicating that the influence of influencers on the perception of enjoyment is still limited but still relevant in the context of social interaction and the credibility of the message source. 
Meanwhile, the interaction between Gender and Content Marketing had an effect size of 0.116 and the interaction between Gender and Influencer Marketing of 0.003, both of which were included in the subcategory, indicating that the role of gender moderationThe relationship between the two variables is weak. This means that the difference in perception between men and women towards content and influencers is not too large in influencing enjoyment. In addition, Gender directly has an effect size of 0.031 on Perceived Enjoyment, which is also relatively small, indicating that gender only plays a minor role in explaining the variation in  user enjoyment. The Perceived Enjoyment of Purchase Intention has an effect size of 1,697, which is included in the large category. These results show that the pleasure felt by users when enjoying Eiger's TikTok content is the most powerful factor influencing the purchase intention of Eiger's travel products. 
Overall, the results of the F-square test indicated that the model had a strong primary influence through the enjoyment pathway, while the effect of gender moderation tended to be weak, confirming the importance of content strategies and emotional experiences over demographic factors in shaping Gen Z consumer purchase intentions.
3. [bookmark: _Toc215931003]Uji Predictive Relevance (Q2 )
The researcher conducted  a Predictive Relevance (Q2) test to measure the model's ability to predict the indicator values of endogenous constructs. This Q2 predict is calculated using the PLS predict technique on SmartPLS 4. The Q2 value category is > 0.35 high predictive ability, > 0.15 medium predictive ability, > 0.00 small predictive ability (Shmueli et al., 2016).

[bookmark: _Toc215924757]Table 3. Uji Predictive Relevance (Q2)
	Variable endogenous
	Q2 predict

	Perceived Enjoyment
	0.707

	Purchase Intention
	0.673


Source: Data processed with SmartPLS 4, 2025

Based on table 3, the two endogenous constructs in this study show excellent predictive ability. The Perceived Enjoyment  construct has a Q² value of 0.707, which is classified as very high, indicating that exogenous variables such as Content Marketing, Influencer Marketing, and moderation interaction with Gender are able to strongly explain and predict variations in users' perception of pleasure towards TikTok Eiger content. Meanwhile,  the Purchase Intention  construct has a Q² value of 0.673, which is also in the strong category. This indicates that this research model is able to predict well the indicators that explain consumer purchase intentions for Eiger travel products. 
These findings provide empirical support that the PLS-SEM model used not only has statistical validity, but also practical relevance in projecting future purchasing behavior, especially in Generation Z consumers.  which focuses on improving the user's emotional experience to drive purchase intent.
4. [bookmark: _Toc215931004]Uji Path Coefficient
The results of the path coefficient  test show the direction and strength of influence between constructs in the structural model. The assessment was carried out based on the original value of the sample (O) which shows the path coefficient, the sample mean to assess the stability of the model estimate, t-statistic to measure significance, and the p-value for hypothetical decision-making (Hair et al., 2020).
[bookmark: _Toc215924758]
Table 4. Path Coefficient Test
	Relationships Between Variables
	Original Sample (O)
	Sample Mean (M)
	Standard Deviation (STDEV)
	T-statistic
	P-values

	Content Marketing → Perceived Enjoyment
	0.420
	0.408
	0.071
	5.960
	0.000

	Gender x Content Marketing → Perceived Enjoyment
	0.303
	0.283
	0.088
	3.462
	0.001

	Gender x Influencers Marketing → Perceived Enjoyment
	-0.049
	-0.028
	0.088
	0.554
	0.579

	Influencers Marketing → Perceived Enjoyment
	0.315
	0.325
	0.081
	3.914
	0.000

	Perceived Enjoyment → Purchase Intention
	0.793
	0.791
	0.043
	18.412
	0.000


Source: Data processed with SmartPLS 4, 2025

Based on Table 4, it can be explained that all the main relationships in the structural model show positive and significant influences, except for one insignificant moderation relationship. The relationship between Content Marketing and Perceived Enjoyment shows a path coefficient value (O) of 0.420, with a t-statistic of 5.960 > 1.96 and a p-value of 0.000 < 0.05, which means that it has a positive and significant effect. These findings indicate that the higher the quality of Eiger’s TikTok content—both in terms of information, relevance, ease of access, and visual appeal—the higher the level of perceived enjoyment experienced by Generation Z consumers.
Furthermore, the interaction of Gender × Content Marketing with Perceived Enjoyment has a coefficient value (O) of 0.303, a t-statistic of 3.462 > 1.96, and a p-value of 0.001 < 0.05, indicating a significant positive influence. These findings suggest that gender serves as a moderator that strengthens the relationship between content marketing and perceived enjoyment. In other words, the effect of content on users’ enjoyment differs between genders. The results indicate that women are likely to respond to Eiger’s TikTok visual and narrative content with higher levels of emotional engagement than men. In contrast, the interaction of Gender × Influencer Marketing with Perceived Enjoyment shows a coefficient value (O) of –0.049, a t-statistic of 0.554 < 1.96, and a p-value of 0.579 > 0.05, meaning it is insignificant. Thus, gender does not moderate the relationship between influencer marketing and perceived enjoyment, suggesting that influencers’ impact on user enjoyment is relatively similar between men and women.

The relationship between Influencer Marketing and Perceived Enjoyment has a coefficient (O) of 0.315, a t-statistic of 3.914 > 1.96, and a p-value of 0.000 < 0.05, which means that it has a positive and significant effect. This demonstrates that the credibility, authenticity, and parasocial interactions of Eiger’s TikTok influencers successfully enhance users’ sense of pleasure, interest, and engagement with the brand’s content. Meanwhile, the relationship between Perceived Enjoyment and Purchase Intention shows a coefficient value (O) of 0.793, with a t-statistic of 18.412 > 1.96 and a p-value of 0.000 < 0.05—the strongest and most significant relationship in the model. This indicates that the higher the level of pleasure and enjoyment consumers feel when watching Eiger’s TikTok content, the greater their intention to purchase Eiger travel products.
Overall, these results confirm that Content Marketing and Influencer Marketing have significant effects on Perceived Enjoyment, and that Perceived Enjoyment strongly mediates their relationship with Purchase Intention. In addition, gender strengthens the relationship between content marketing and perceived enjoyment but does not play a role in the relationship between influencer marketing and enjoyment. These findings reinforce the relevance of the Stimulus–Organism–Response (S-O-R) theory in the context of Generation Z’s digital behavior, where stimuli in the form of content and influencers trigger emotional reactions (enjoyment) that ultimately drive behavioral responses in the form of purchase intentions.
5. [bookmark: _Toc215931005]Mediation Analysis
The mediation test was conducted to determine whether the Perceived Enjoyment variable was able to explain the indirect relationship between independent variables (Content Marketing and Influencer Marketing) and dependent variables (Purchase Intention). This analysis aims to see the extent of the enjoyment experience felt by consumers when viewing TikTok Eiger content can strengthen the influence of digital marketing strategies on purchase intent. The mediation or indirect effect test was carried out through bootstrapping and was considered significant if the p-value was < 0.05 and the t-statistic > 1.96 (Cheah et al., 2021).

[bookmark: _Toc215924759]Table 5. Spesific Indirect Effect
	Relationships Between Variables
	Original Sample (O)
	Sample Mean (M)
	Standard Deviation (STDEV)
	T-statistic
	P-values

	Content Marketing →  Perceived Enjoyment →  Purchase Intention
	0.333
	0.323
	0.061
	5.454
	0.000

	Influencers Marketing →  Perceived Enjoyment →  Purchase Intention
	0.250
	0.258
	0.067
	3.738
	0.000

	Gender x Content Marketing →  Perceived Enjoyment →  Purchase Intention
	0.240
	0.223
	0.070
	3.451
	0.001

	Gender x Influencers Marketing →  Perceived Enjoyment →  Purchase Intention
	-0.039
	-0.023
	0.070
	0.554
	0.580


Source: Data processed with SmartPLS 4, 2025

Table 5 shows the results of the Specific Indirect Effect of the relationships among the study variables. The original sample, t-statistic, and p-value were used to assess the strength and significance of the relationships between mediation and conditional mediation (moderated mediation). Based on the analysis results, it was found that the Content Marketing → Perceived Enjoyment → Purchase Intention path had an original sample value of 0.333, a t-statistic of 5.454, and a p-value of 0.000 < 0.05. This indicates that Perceived Enjoyment significantly mediates the influence of Content Marketing on Purchase Intention. In other words, the more interesting and relevant Eiger’s TikTok content is presented to the audience, the greater the level of enjoyment felt by users, which in turn increases their intention to purchase Eiger travel products.
Furthermore, in the Influencer Marketing → Perceived Enjoyment → Purchase Intention pathway, an original sample value of 0.250, a t-statistic of 3.738, and a p-value of 0.000 < 0.05 were obtained. These results show that Perceived Enjoyment also plays a significant role as a mediator in the relationship between Influencer Marketing and Purchase Intention. In other words, credible, authentic, and engaging influencers are able to generate a sense of pleasure among users, which then reinforces their intention to purchase the promoted products.
Meanwhile, the Gender × Content Marketing → Perceived Enjoyment → Purchase Intention pathway showed an original sample value of 0.240, a t-statistic of 3.451, and a p-value of 0.001 < 0.05, indicating that the mediating effect of Perceived Enjoyment is significantly influenced by Gender. These results demonstrate gender-based differences in responses to Eiger’s TikTok content. Women tend to exhibit higher levels of enjoyment toward visual, emotional, and aesthetically appealing content, thus strengthening the relationship between Content Marketing and Purchase Intention within the female group. On the other hand, in the Gender × Influencer Marketing → Perceived Enjoyment → Purchase Intention pathway, the original sample value was –0.039, with a t-statistic of 0.554 and a p-value of 0.580 > 0.05. These results indicate that Gender does not significantly moderate the influence of Influencer Marketing on Purchase Intention through Perceived Enjoyment. Thus, the mediated effect of Perceived Enjoyment on this relationship does not differ significantly between men and women.
Overall, the analysis results confirm that Perceived Enjoyment plays a crucial role as a mediator that bridges the influence of both Content Marketing and Influencer Marketing on Purchase Intention. However, this mediating effect is significantly moderated by Gender only in the Content Marketing relationship, and not in Influencer Marketing.
6. [bookmark: _Toc215931006]Moderation Analysis
The moderation test aims to see how the moderator variable affects the strength or direction of the relationship between independent and dependent variables. Moderation is shown by interaction effect. If the t-statistic is >1.96 and the p-value < 0.05, then the moderation effect is considered significant (Esposito Vinzi et al., 2010).

[bookmark: _Toc215924760]Table 6. Moderation Analysis
	Relationships Between Variables
	Original Sample (O)
	Sample Mean (M)
	Standard Deviation (STDEV)
	T-statistic
	P-values

	Content Marketing → Perceived Enjoyment
	0.420
	0.408
	0.071
	5.960
	0.000

	Gender x Content Marketing → Perceived Enjoyment
	0.303
	0.283
	0.088
	3.462
	0.001

	Gender x Influencers Marketing → Perceived Enjoyment
	-0.049
	-0.028
	0.088
	0.554
	0.579

	Influencers Marketing → Perceived Enjoyment
	0.315
	0.325
	0.081
	3.914
	0.000

	Perceived Enjoyment → Purchase Intention
	0.793
	0.791
	0.043
	18.412
	0.000


Source: Data processed with SmartPLS 4, 2025

Based on Table 6, the results show a variation in the role of gender moderation on the two main relationships in the model. First, the Content Marketing → Perceived Enjoyment pathway proved to be positive and significant, with a t-statistic of 5.960 > 1.96 and a p-value of 0.000 < 0.05, indicating that content marketing directly increases the pleasure respondents feel when consuming TikTok content related to Eiger’s travel products. This finding aligns with Araujo et al. (2022), who stated that creative, informative, and emotionally appealing visual content on short-video platforms can enhance enjoyment among Generation Z.
Furthermore, the relationship between Gender moderation × Content Marketing → Perceived Enjoyment showed significant results, with a t-statistic of 3.462 > 1.96 and a p-value of 0.001 < 0.05. Thus, gender has been proven to strengthen the influence of content marketing on perceived enjoyment. These findings indicate that men and women respond differently to content marketing, particularly regarding the visual, storytelling, and relevance aspects of Eiger’s adventure content. Female respondents tend to be more sensitive to aesthetic and emotional elements, while male respondents respond more strongly to functional aspects and visual action. These preference differences contribute to a significant moderation effect.
In contrast to the previous results, the Gender × Influencer Marketing → Perceived Enjoyment pathway showed insignificant findings, with a t-statistic of 0.554 < 1.96 and a p-value of 0.579 > 0.05. This means that gender does not moderate the relationship between influencer marketing and perceived enjoyment. Both male and female respondents provided relatively similar responses to content presented by influencers. This may be attributed to the homogeneity of Generation Z’s behavior in following influencers on social media, where influencer characteristics—credibility, attractiveness, and authenticity—have a consistent influence regardless of gender differences, as supported by Sokolova and Kefi (2020) and Barari et al. (2025).
In addition, the direct effect of Influencer Marketing → Perceived Enjoyment was proven to be significant, with a t-statistic of 3.914 > 1.96 and a p-value of 0.000 < 0.05, showing that influencer marketing strategies are effective in increasing consumer enjoyment. Influencers are considered to foster social closeness (parasocial interaction), which creates a fun and relatable experience for the audience, especially in the context of travel and outdoor activites.
The final pathway, Perceived Enjoyment → Purchase Intention, displayed the strongest influence in the model, with a t-statistic of 18.412 > 1.96 and a p-value of 0.000 < 0.05. These results confirm that the higher the level of pleasure respondents feel when consuming Eiger’s TikTok content, the greater their purchase intention. This finding is consistent with the Stimulus–Organism–Response (S-O-R) framework, which posits that visual and social stimuli from content and influencers elicit affective reactions (enjoyment) that ultimately drive behavioral responses such as purchase intention.
Overall, the results of the moderation analysis show that gender plays a significant role only in content marketing relationships but not in influencer marketing relationships. The implication of these findings is that Eiger’s content marketing strategy should consider gender-based differentiation, while influencer marketing strategies can be designed more universally, as responses between genders are relatively similar.
7. [bookmark: _Toc215931007]Research Hypothesis Test 
The researcher used hypothesis testing to test the correctness of causal relationships between constructs in structural models. This test is the basis for decision-making on the acceptance or rejection of the research hypothesis. 

[bookmark: _Toc215924761]Table 7. Research Hypothesis Test
	Hypothesis
	Original Sample (O)
	T-Statistic
	P-Value
	Verdict

	H1
	Content Marketing → Perceived Enjoyment
	0.420
	5.960
	0.000
	Accepted

	H2
	Influencers Marketing →  Perceived Enjoyment
	0.315
	3.914
	0.000
	Accepted

	H3
	Perceived Enjoyment → Purchase Intention
	0.793
	18.412
	0.000
	Accepted

	H4
	Content Marketing →  Perceived Enjoyment →  Purchase Intention
	0.333
	5.454
	0.000
	Accepted

	H5
	Influencers Marketing →  Perceived Enjoyment →  Purchase Intention
	0.250
	3.738
	0.000
	Accepted

	H6
	Gender x Content Marketing → Perceived Enjoyment
	0.303
	3.462
	0.001
	Accepted

	H7
	Gender x Influencers Marketing → Perceived Enjoyment
	-0.049
	0.554
	0.579
	Rejected


Source: Data processed with SmartPLS 4, 2025

Table 7 shows that six of the seven hypothesized relationship paths (H1, H2, H3, H4, H5, and H6) proved to be significant, with a t-statistic value greater than 1.96 and a p-value less than 0.05; therefore, all hypotheses were accepted. These results confirm that the variables of Content Marketing, Influencer Marketing, and Gender moderation play an important role in shaping Perceived Enjoyment, which in turn strongly influences Purchase Intention.
In direct relationships, Content Marketing (H1) and Influencer Marketing (H2) have been shown to significantly increase Perceived Enjoyment. In addition, Perceived Enjoyment has a very strong influence on Purchase Intention (H3), indicated by a t-statistic value of 18.412—the strongest influence in the model.
In terms of indirect relationships, the mediation test results also support the significance of the influence of Content Marketing and Influencer Marketing on Purchase Intention through Perceived Enjoyment (H4 and H5). This suggests that consumer enjoyment when consuming TikTok content serves as the primary psychological mechanism that bridges the effects of digital marketing strategies on purchase intention behavior.
Meanwhile, one of the moderation relationships, namely the Gender × Content Marketing (H6) interaction, proved significant. This means that the influence of Content Marketing on Perceived Enjoyment is stronger in certain gender groups, indicating differences in perception and response between men and women toward the marketing content presented. These findings are important for designing gender-based content segmentation and personalization strategies.
However, the relationship between Gender moderation × Influencer Marketing (H7) was not statistically significant, as the t-value was less than 1.96 and the p-value was greater than 0.05. The negative moderation coefficient indicates that the influence of Influencer Marketing on Perceived Enjoyment tends to be stronger among men than women. The negative coefficient suggests that as gender shifts from male to female, the slope of the relationship between Influencer Marketing and enjoyment decreases. This aligns with previous research showing that Gen Z women are more critical of paid content and more sensitive to sponsorship signals (Djafarova & Trofimenko, 2019), thus requiring higher levels of influencer credibility and authenticity to feel enjoyment (Sokolova & Kathy, 2020). In contrast, men tend to enjoy entertainment- and visually based digital content more readily without giving much attention to commercial aspects or emotional closeness with influencers. Research by Araujo et al. (2022) also confirms that Gen Z men are more entertainment-driven, so the presence of influencers in TikTok content more easily evokes a sense of pleasure.
However, the effect of gender moderation on the relationship between Influencer Marketing and Perceived Enjoyment in this study was not significant. This insignificance can be explained by the nature of the content and influencers used by Eiger, which are mostly universal, informative, and oriented toward outdoor activities. Such content does not rely heavily on emotional closeness or influencer personas; therefore, enjoyment responses are relatively similar between men and women.
This finding aligns with Barta et al. (2023), who stated that when influencer content is dominated by general entertainment and informational elements, gender differences tend not to significantly affect enjoyment. In addition, the growing inclusivity of Indonesia’s outdoor market—with increasing participation from women in hiking and traveling activities—makes Eiger’s content less gender-specific. The TikTok platform further reinforces this response homogeneity, as its algorithm prioritizes interest-based preferences rather than demographic variables such as gender. Thus, although there is a theoretical tendency for men to experience higher enjoyment from influencer marketing, the nature of Eiger’s content and current market trends make these differences insufficient to produce a significant moderation effect.
Overall, these findings are consistent with previous research indicating that short-video–based marketing strategies and influencer content are more influenced by emotional factors such as enjoyment rather than by specific demographic variables (Araujo et al., 2022; Barta et al., 2023). This research model confirms that Perceived Enjoyment is the primary driver of purchase intention in the context of TikTok digital marketing, while the influence of gender is relevant only in certain relationships.
The data processing results in this study provide a comprehensive understanding of the relationships among variables affecting consumer purchase intention for Eiger travel products through exposure to TikTok content. The analysis was conducted using the Partial Least Squares–Structural Equation Modeling (PLS-SEM) method with the aid of SmartPLS software version 4. This approach allowed the researcher to test both measurement and structural models simultaneously, ensuring more accurate analysis of the relationships among variables. To test the significance of relationships between constructs, the bootstrapping process was used as the primary statistical procedure.
In this study, each relationship between variables was analyzed based on the Stimulus–Organism–Response (S-O-R) theoretical framework, which explains how exposure to stimuli in the form of content marketing and influencer marketing affects individuals’ internal states (perceived enjoyment), ultimately producing a response in the form of purchase intention. Additionally, demographic aspects such as gender were analyzed as a moderation variable to examine whether biological and psychological differences influence perceptions of enjoyment when consuming TikTok content.
The following figure presents a visualization of the structural model analysis results, illustrating the direction and strength of relationships among the variables in this study.
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[bookmark: _Toc215924712][bookmark: _Toc215924856]Figure 2.  Final Structural Model with Path Coefficient and R² Value
Source: Data processed with SmartPLS 4, 2025

This study proposes seven main hypotheses. The testing stage is carried out to verify the hypotheses formulated in Chapter Three by referring to the path coefficient values and their levels of significance.
1. The Influence of Content Marketing on Perceived Enjoyment The first hypothesis (H1) indicates that content marketing has a positive and significant effect on perceived enjoyment. These findings show that the more informative, interesting, and relevant the marketing content presented to users, the higher the level of enjoyment felt by respondents when consuming the content. Thus, the content presented by travel influencers on the TikTok platform is able to create a pleasant emotional experience for the audience, especially Generation Z, who are the main focus of this study.
The results of this study can be explained through the Stimulus–Organism–Response (S-O-R) framework. In this context, content marketing acts as a stimulus—represented by elements such as information, visuals, music, and storytelling—that encourages the formation of internal affective conditions in the form of perceived enjoyment (the organism). When the stimulus is relevant, creative, and visually appealing, individuals experience positive emotions, which ultimately influence their behavioral response in later stages.
2. The Influence of Influencer Marketing on Perceived Enjoyment The second hypothesis (H2) shows that influencer marketing has a positive and significant effect on perceived enjoyment. These results demonstrate that the more engaging, authentic, and relevant the style of message delivery by influencers on TikTok, the higher the level of perceived enjoyment felt by users while consuming the content. Influencers who possess social authority, emotional closeness, and strong storytelling abilities are proven to create a pleasant viewing experience for audiences—particularly Generation Z, who are highly responsive to engaging digital experiences.
Based on the Stimulus–Organism–Response (S-O-R) framework, influencer marketing functions as a stimulus that triggers an internal emotional response in the form of perceived enjoyment. Influencers capable of conveying messages authentically, entertainingly, and relatably foster a positive affective state among audiences.
3. The Influence of Perceived Enjoyment on Purchase Intention The third hypothesis (H3) shows that perceived enjoyment has a positive and significant effect on purchase intention. These findings indicate that the greater the enjoyment consumers feel when watching or interacting with TikTok content about Eiger’s travel products, the higher their tendency to intend to buy the product. This shows that pleasurable emotional experiences play a crucial role in shaping consumers’ psychological drive to purchase.
This finding can be explained within the Stimulus–Organism–Response (S-O-R) framework, which serves as the theoretical basis for this study. In this context, perceived enjoyment functions as part of the organism—the internal affective state of consumers that arises as a result of stimuli in the form of digital content. When consumers feel intrinsic pleasure while watching content, this emotional response becomes a catalyst that triggers a subsequent behavioral response in the form of purchase intention.
4. The Mediating Role of Perceived Enjoyment between Content Marketing and Purchase Intention The fourth hypothesis (H4) states that perceived enjoyment mediates the relationship between content marketing and purchase intention. These findings show that content marketing not only has a direct impact but also exerts an indirect influence on purchase intention through increased perceived enjoyment. This means that when audiences receive content that is informative, relevant, and attractively presented, they experience intrinsic enjoyment, which subsequently heightens their inclination to consider purchasing the product.
These results align with the Stimulus–Organism–Response (S-O-R) framework, where content marketing serves as a stimulus that triggers affective responses (organisms) in the form of perceived enjoyment, leading to a behavioral response in the form of purchase intention. Thus, perceived enjoyment acts as a key psychological mechanism explaining how and why well-designed marketing content can boost consumer purchase intent.
5. The Mediating Role of Perceived Enjoyment between Influencer Marketing and Purchase Intention The fifth hypothesis (H5) states that perceived enjoyment mediates the relationship between influencer marketing and purchase intention. The results confirm that this mediation is significant, indicating that the influence of influencer marketing on purchase intention operates indirectly through increased perceived enjoyment experienced by respondents.
These findings are consistent with the Stimulus–Organism–Response (S-O-R) framework, in which influencer marketing serves as a stimulus, perceived enjoyment as the organism (internal response), and purchase intention as a behavioral response. Theoretically, influencer marketing affects consumers through visual presentation, narrative delivery, and the communication style of the influencer. When the stimulus is perceived as interesting, entertaining, and relevant, it evokes an affective response—perceived enjoyment—that fosters stronger purchase intentions.
6. The Role of Gender Moderation in the Relationship between Content Marketing and Perceived Enjoyment The sixth hypothesis (H6) examines whether gender moderates the relationship between content marketing and perceived enjoyment. Based on the results of the PLS-SEM analysis, this hypothesis is accepted, confirming that gender significantly moderates this relationship. In other words, the influence of content marketing on perceived enjoyment differs between male and female respondents.
The direction of the positive interaction shows that for certain gender groups, marketing content that is attractively, informatively, and relevantly packaged provides higher levels of enjoyment than for others. This indicates that the effectiveness of content marketing is not entirely homogeneous but depends on preferences and emotional sensitivities influenced by gender.
7. The Role of Gender Moderation in the Relationship between Influencer Marketing and Perceived Enjoyment The seventh hypothesis (H7) tests whether gender moderates the relationship between influencer marketing and perceived enjoyment. Based on the results of data processing using PLS-SEM, this hypothesis is rejected, indicating that gender does not significantly strengthen or weaken the influence of influencer marketing on perceived enjoyment.
Within the Stimulus–Organism–Response (S-O-R) framework, these findings suggest that the stimuli provided by influencers—through visual narratives, product demonstrations, and TikTok’s short-video format—have a universal appeal to Gen Z audiences..

CONCLUSIONS
Based on the results of data analysis and discussion, this study concludes that the increasing consumption of TikTok digital content and changes in Generation Z shopping behavior in Indonesia form an important foundation for examining the influence of content marketing and influencer marketing on purchase intention for Eiger’s outdoor travel products, with perceived enjoyment as a mediating variable and gender as a moderating variable. Respondents were dominated by men and young Generation Z users who actively use TikTok. Content marketing and influencer marketing were found to have a significant positive effect on perceived enjoyment, which in turn increases purchase intention. Perceived enjoyment plays an important mediating role in both relationships. Gender was shown to moderate the relationship between content marketing and perceived enjoyment, reflecting differences in content preferences between men and women; however, gender did not moderate the relationship between influencer marketing and perceived enjoyment, indicating a relatively uniform response across genders toward influencer impact.
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