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Abstract

This study aims to examine the effect of TikTok discount vouchers on consumer purchase decisions in the food and
beverage (F&B) sector, with brand reputation as a mediating variable within the social commerce ecosystem. The
growing use of TikTok Go as a promotional channel reflects a shift in consumer behavior from passive content
exposure to transaction-driven digital engagement. However, the effectiveness of discount strategies in this context
is not solely determined by price incentives, but also by perceived brand reputation. This research employs a
quantitative approach using Structural Equation Modeling—Partial Least Squares (SEM-PLS). Data were collected
through a survey of consumers who have used TikTok discount vouchers for F&B products. The results indicate that
TikTok discount vouchers have a positive and significant effect on both brand reputation and purchase decisions.
Furthermore, brand reputation significantly influences purchase decisions and acts as a mediating variable in the
relationship between discount vouchers and purchase decisions. These findings suggest that the effectiveness of
discount strategies in social commerce depends not only on price-based stimuli but also on the ability of brands to
maintain a strong reputation. This study contributes to digital marketing literature by highlighting the integration of
price promotions and brand perception in shaping consumer behavior.
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1. INTRODUCTION

The development of digital technology has driven a significant transformation in marketing practices,
particularly through the integration of social media into social commerce . Platforms like TikTok no longer function
solely as entertainment media, but have evolved into distribution and promotional channels capable of directly
influencing consumer behavior. This phenomenon is further strengthened by the high number of TikTok users
globally, with Indonesia ranking as the country with the largest number of users, reaching approximately 194.37
million users by 2025. This condition indicates that Indonesia is a digital market with significant potential in driving
digital platform-based consumption activities. In addition, the growth of the industry food and beverage The F&B
(Food and Beverage) sector has also shown a positive trend in recent years. Data shows that the food and beverage
industry experienced growth of 8.23% in 2021, increasing to 9.26% in 2022, then experiencing a slight decline to
8.51% in 2023, and then increasing again to 8.69% in 2024. This trend indicates that the F&B sector has stable growth
dynamics and remains a potential sector for digital marketing activities.

In this context, the use of discount vouchers has become a widely used promotional strategy within the
TikTok Go ecosystem. This strategy aims not only to increase price appeal but also to encourage consumers to try
new products with lower cost barriers. However, in practice, the effectiveness of discount vouchers does not always
directly correlate with purchasing decisions, as consumers also consider non-economic factors such as perceived
quality and brand credibility (Chen & Zhang, 2021; Ismagilova et al., 2020). Furthermore, in a digital environment
saturated with information and social interactions, brand reputation becomes a crucial element in the decision-making
process. Consumers tend to use brand reputation as a basis for evaluating products and reducing uncertainty in digital
transactions. This is especially relevant for Generation Z, who have high levels of exposure to digital information
and rely on social references to shape their preferences (Lee & Kim, 2020; Dwidienawati et al., 2025). Although
several studies have shown that discount-based promotions can increase purchase intention, these results are not fully
able to explain actual purchase decisions. On the other hand, brand reputation has been shown to influence consumer
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trust, but there is still limited research examining its role as a mediating variable in the relationship between discount
strategies and purchase decisions in the context of consumer behavior. social commerce (Pratama & Nugroho, 2022;
Putra & Hidayat, 2023). This indicates a research gap in understanding the mechanisms of purchasing decision
formation more comprehensively.

Based on this description, this study aims to analyze the influence of TikTok discount vouchers on consumer
purchasing decisions in the retail sector. food and beverage (F&B), considering the role of brand reputation as a
mediating variable. This research is expected to contribute to the development of digital marketing studies,
particularly in explaining the dynamics of consumer behavior in the food and beverage ecosystem. social commerce

2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
2.1 Purchasing Decisions in the Context of F&B Social Commerce

In this study, purchasing decisions are positioned not only as the end result of the consumption process, but
also as the point of conversion between intention and actual action in a digital marketing environment. Conceptually,
purchasing decisions involve individuals engaging in the selection process of various product alternatives,
considering value, benefits, and risks before making a choice. However, in the context of social commerce, this
process undergoes a transformation in terms of speed, interactivity, and the sources of influence involved. The classic
models of consumer behavior proposed by Kotler and Keller (2016) and Engel, Blackwell, and Miniard (1995) remain
relevant as conceptual foundations because they position purchasing decisions as the outcome of stages from need
recognition to post-purchase evaluation. However, in a digital ecosystem like TikTok, this process is no longer linear,
but rather dynamic and influenced by real-time external stimuli, such as visual content, recommendations from other
users, and platform-based promotions.

In this study, purchasing decisions are contextualized specifically within consumer behavior when using
TikTok discount vouchers for food and beverage (F&B) products. These decisions are reflected in concrete actions
such as voucher redemption and purchase transaction completion. Thus, purchasing decisions are influenced not only
by rational product evaluation but also by perceived value derived from price incentives and the digital experience
offered by the platform. Furthermore, the Theory of Planned Behavior explains that purchasing behavior is influenced
by intentions formed from attitudes, subjective norms, and perceived behavioral control. In the context of social
commerce, factors such as system ease, trust in the platform, and the existence of promotions such as discount
vouchers play a role in strengthening perceived behavioral control, thereby increasing the probability of converting
intentions into actual purchasing decisions. This confirms that purchasing decisions in the digital environment are no
longer solely driven by internal needs, but also by the system design and marketing stimuli inherent in the platform.
Thus, this study positions purchasing decisions as a construct that is simultaneously influenced by economic factors
(discount vouchers), psychological factors (perceived value and behavioral control), and socio-digital factors
(interaction and validation within the platform), which overall shape the purchasing behavior of F&B consumers on
TikTok.

2.2 The Influence of TikTok Discount Vouchers on Brand Reputation

In perspective signaling theory , discount vouchers can function as signals that shape consumer perceptions
of a brand. In the context of social commerce Like TikTok, discounts are no longer perceived as an indicator of
declining quality, but as a form of added value that reflects the brand's attention to consumers. Empirical findings
show that discount promotions on digital platforms are able to improve brand image and reputation, because they are
perceived as value offering which benefits consumers (Agmeka et al., 2019; Tarmizi & Husna, 2024; Sabila et al.,
2024). In the F&B context on TikTok, offering attractive discount vouchers also reinforces the perception that the
brand is customer-oriented and capable of providing added value. Thus, TikTok discount vouchers not only act as
price incentives but also as a mechanism for building brand reputation by increasing consumer perceptions of value
and trust.

2.3 The Influence of TikTok Discount Vouchers on Purchasing Decisions

Discount vouchers act as price incentives that reduce consumers' financial burden, thereby increasing the
likelihood of a purchase decision. Within the framework of the Theory of Planned Behavior, this reduction in barriers
strengthens perceived behavioral control and encourage the conversion of intentions into purchasing actions (Ajzen,
1991). Furthermore, discounts also increase perceived value and provide a sense of transaction utility , which are key
drivers of purchasing decisions (Mishra et al., 2024; Galib, 2023). The perception of gaining “more value” than the
price paid has been shown to strengthen consumers’ propensity to make purchases, particularly in digital contexts
(Pratiwi & Pratomo, 2024; Hongdiyanto et al., 2020; Tarigan et al., 2022). On the TikTok platform, the ease of
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claiming vouchers and the promotional time limit create a sense of urgency ( scarcity effect ) that encourages
consumers to make immediate purchases (Putri & Sudaryanto, 2022). Users' impulsive and price-sensitive nature
further strengthens the influence of discount vouchers on purchasing decisions. Thus, the higher the attractiveness of
the TikTok discount vouchers offered, the greater the tendency of consumers to make purchasing decisions on F&B
products.

2.4 The Influence of Brand Reputation on Purchasing Decisions

Brand reputation represents consumer perceptions of a brand's credibility and quality, formed from
experiences and information received. In the context of digital marketing, brand reputation is a crucial factor because
consumers cannot evaluate products directly before purchasing, so reputation serves as a basis for trust and a risk
reducer (Spence, 1973). Within the framework signaling theory , brand reputation acts as a quality signal that helps
consumers in assessing products, especially in the F&B category which is... Experience goods . Consumers tend to
choose brands with good reputations because they are perceived as more capable of meeting expectations and
minimizing the potential for dissatisfaction.

In addition, brand reputation is also related to the formation of trust and subjective norms in the Theory of
Planned Behavior , where a reputable brand increases consumer confidence that the purchasing decision made is
appropriate and socially acceptable. Empirically, various studies have shown that brand reputation positively
influences purchasing decisions, as it can increase trust and reduce consumer uncertainty (Tambunan et al., 2025;
Alfianto et al., 2018; Tampubolon & Sofia, 2024). Therefore, the better the brand reputation, the greater the
consumer's tendency to make purchasing decisions for F&B products.

2.5 The Influence of TikTok Discount Vouchers on Purchasing Decisions through Brand Reputation

The relationship between discount vouchers and purchasing decisions is not only direct but can also occur
through the formation of brand reputation as a mediating variable. Theoretically, this mechanism can be explained
through a combination of signaling theory and utility perspective, where discounts not only increase the attractiveness
of the transaction, but also shape positive perceptions of the brand. In a digital context, attractive discount vouchers
encourage consumers to try a product, and the positive experience resulting from the transaction contributes to an
enhanced brand reputation. This established reputation then strengthens consumer trust and increases the likelihood
of making a purchase, so the discount's effect is not only direct but also indirect through brand reputation. Empirical
findings indicate that brand reputation mediates the relationship between price promotions and purchasing decisions,
with discounts being more effective in encouraging purchases if they enhance a positive brand image (Permana, 2023;
Djannah, 2021). Furthermore, consumers' experiences benefiting from discount programs also strengthen the
perception that the brand provides added value, ultimately increasing trust and purchasing decisions. Thus, TikTok
discount vouchers not only have a direct influence on purchasing decisions but also have an indirect influence through
brand reputation as a mechanism that strengthens the effectiveness of promotions in driving F&B consumer
purchasing behavior.

2.6 Research Hypothesis Development

Based on the theoretical study and the relationships between the variables outlined, TikTok discount vouchers
are understood not only as a price promotion instrument but also as a stimulus capable of shaping consumer
perceptions of the brand and driving purchasing decisions. In social commerce , the effectiveness of discounts
depends not only on the economic aspect, but also on their ability to increase perceived value and build consumer
trust in the brand. On the other hand, brand reputation acts as a quality signal that reduces consumer uncertainty and
strengthens confidence in purchasing decisions, especially for F&B products that cannot be directly evaluated before
consumption. This suggests that brand reputation not only has a direct influence on purchasing decisions but also has
the potential to act as a mechanism that channels the influence of discount vouchers on consumer purchasing
behavior.

Thus, the relationship between variables in this study is formulated in the following hypothesis:
H1: TikTok Discount Vouchers have a positive and significant effect on Brand Reputation.
H2: TikTok Discount Vouchers have a positive and significant effect on Purchasing Decisions.
H3: Brand reputation has a positive and significant effect on purchasing decisions.
H4: TikTok Discount Vouchers have a positive and significant effect on Purchasing Decisions through Brand
Reputation.
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3. RESEARCH METHODS

This study uses a quantitative approach with an explanatory design to test the influence of TikTok discount
vouchers on purchasing decisions, both directly and through brand reputation as a mediating variable. The population
of this study was all TikTok users in Indonesia who had been exposed to and used discount vouchers on food and
beverage (F&B) products. This population was selected because it was directly relevant to the research objective of
analyzing digital promotion-based purchasing behavior. Sampling technique using Purposive sampling , which
selects respondents based on certain criteria. The respondent criteria in this study include: (1) TikTok app users, (2)
having used TikTok discount vouchers on F&B products, (3) being at least 17 years old, and (4) domiciled in
Indonesia. This approach was used to ensure that respondents had experience relevant to the research context.

The sample size was determined based on the approach of Hair et al. (2018), which recommends a minimum
sample size of 5-10 times the number of indicators in SEM-PLS-based research. With 17 indicators, the minimum
sample size used was 170 respondents. This number is considered to meet the criteria for multivariate analysis and is
capable of producing reliable and valid data. Data were analyzed using Partial Least Squares—Structural Equation
Modeling (PLS-SEM) with SmartPLS 4.0 software. Model evaluation was conducted through: (1) outer model —
including convergent validity ( loading factor > 0.7 and AVE > 0.5), discriminant validity ( cross loading ), and
composite reliability (> 0.7); and (2) inner model — including R-square and Q-square values. Hypothesis testing was
conducted through bootstrapping, with acceptance criteria if the t-statistic value > 1.96 and p-value < 0.05.

4. RESULTS AND DISCUSSION
4.1 Respondent Characteristics

This study involved 171 respondents from Indonesian citizens with experience using TikTok discount
vouchers on food and beverage (F&B) products. Demographically, the majority of respondents were aged 21-24
(40.4%), with a predominance of bachelor's degree graduates (32.7%). In terms of occupation, the majority of
respondents were self-employed or entrepreneur (36.8%). All respondents in this study had used discount vouchers
(100%), indicating that the sample was directly relevant to the research context. Furthermore, the most frequently
used brand in transactions was Fore Coffee (55.6%), indicating the dominance of certain brands in discount voucher
utilization on TikTok.

4.2 Evaluation of the Measurement Model (Outer Model)

The convergent validity test results show that 17 indicators have loading factor values > 0.70 and are declared
valid. The AVE value of all constructs exceeds 0.50, which meets the requirements for convergent validity . All
constructs also meet the requirements for discriminant validity based on the cross-loading results . Table 1 presents
a summary of the outer model test results.

Table 1. Results of the Validity and Reliability Test of the Constructs

Variables AVE  Cronbach's Composite  Information
Alpha Reliability

Discount Voucher (X) 0.889 0.854 0.889 Reliable &
Valid

Purchase Decision (Y) 0.704 0.788 0.877 Reliable &
Valid

Brand Reputation (Z) 0.546 0.862 0.894 Reliable &
Valid

Source: SmartPLS results data, 2026

4.3 Structural Model Evaluation (Inner Model)

The results of the structural model evaluation show that the Purchase Decision (Y) variable has an R? value
0f 0.416 (Adjusted R?= 0.409) which is included in the sufficient model category, meaning that approximately 41.6%
of the variation in investment decisions can be explained by the variables in the model. The Q-square value of 0.411
indicates that the model has adequate predictive relevance.
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4.4 Hypothesis Testing
The results of the hypothesis test through bootstrapping are presented in Table 2 and Table 3 below.
Table 2. Results of the Direct Effect Test

Variable Relationship Coefficient (B) T-Statistic P-Value  Note:

Discount Voucher — Brand 0.615 10,777 0,000 N4
Reputation

Discount Voucher — 0.305 3,076 0.002 v
Purchase Decision

Brand Reputation — 0.411 4,588 0,000 V4

Purchase Decision
Source: SmartPLS results data, 2026

Table 3. Results of the Indirect Effect Test

Variable Relationship Coefficient () T-Statistic P- Note:
Value
Discount Voucher — Brand 0.253 3,476 0,000 N4
Reputation — Purchase
Decision

Source: SmartPLS results data, 2026

4.6 Research Discussion
The Impact of TikTok Discount Vouchers on Brand Reputation

Research findings show that TikTok discount vouchers have an impact on brand reputation. This indicates
that in the context of In social commerce , discounts are no longer perceived as a negative signal, but rather as a form
of added value provided to consumers. This perception reinforces the brand's image of being customer-satisfying and
capable of providing added value in every transaction. In perspective Signaling theory suggests that discounts can
serve as signals that shape consumers' perceptions of brand quality and credibility (Spence, 1973). The shift in the
meaning of discounts in the digital environment suggests that consumers not only assess prices but also interpret
discounts as a form of attention and relational strategy from brands.

This finding is in line with previous research which shows that discount promotions on digital platforms can
improve brand image and reputation because they are perceived as value offering which benefits consumers (Agmeka
et al., 2019; Tarmizi & Husna, 2024; Sabila et al., 2024). In the context of F&B on TikTok, the intensity of discount
promotions integrated with digital content also strengthens brand exposure, thereby accelerating the formation of
positive perceptions among consumers. The implication is that discount vouchers not only function as a short-term
promotional tool, but also as a strategic instrument in building brand reputation by increasing consumer perceptions
of value and experience.

The Influence of TikTok Discount Vouchers on Purchasing Decisions

The research results show that TikTok discount vouchers influence purchasing decisions. This confirms that
price incentives remain a key determinant of purchasing behavior, particularly in a competitive and price-sensitive
digital environment. Theoretically, this finding can be explained through the Theory of Planned Behavior, where the
presence of discounts strengthens perceived behavioral control by lowering financial barriers, thereby increasing the
likelihood of consumers realizing their intentions into purchasing actions (Ajzen, 1991). Furthermore, discounts also
increase the perception of value and provide a sense of profit in the transaction, which acts as a psychological driver
in purchasing decision-making (Mishra et al., 2024; Galib, 2023).

In the context of TikTok, the platform's fast-paced, visual, and impulsive nature amplifies the effect of
discounts on purchasing decisions. The time limit on vouchers also creates a sense of urgency that encourages
consumers to act quickly, shortening the decision-making process and making it less rational. Thus, the effectiveness
of discount vouchers comes not only from the price reduction, but also from their ability to shape value perceptions
and create a psychological boost that accelerates purchasing decisions.
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The Influence of Brand Reputation on Purchasing Decisions

Research findings indicate that brand reputation influences purchasing decisions. This confirms that under
conditions of uncertainty, particularly for F&B products that cannot be evaluated before consumption, brand
reputation becomes a key factor in decision-making. Within the framework Signaling theory states that brand
reputation serves as a quality signal that helps consumers reduce risk and increase confidence in a product (Spence,
1973). Consumers tend to choose brands with a good reputation because they are considered more capable of meeting
expectations and providing a satisfying experience.

These findings align with previous research showing that brand reputation positively influences purchasing
decisions by increasing trust and reducing uncertainty (Tambunan et al., 2025; Alfianto et al., 2018; Tampubolon &
Sofia, 2024). Although some studies have shown insignificant results, this generally occurs when price is more
dominant than reputation.mln the context of TikTok, where product information is presented in a limited and rapid
manner, brand reputation becomes a primary reference point for consumers in making choices. Therefore, brand
reputation serves as a risk-reducing mechanism and a confidence booster in purchasing decisions.

The Influence of TikTok Discount Vouchers on Purchasing Decisions through Brand Reputation

The results showed that TikTok discount vouchers influenced purchase decisions through brand reputation
as a mediating variable. This indicates that the discount's influence is not only direct but also reinforced through the
formation of positive brand perceptions. Theoretically, this mechanism can be explained through a combination of
utility and Signaling , where discounts not only increase the attractiveness of a transaction but also build a more
positive brand image in the eyes of consumers. When consumers gain a beneficial experience from using a discount
voucher, their perception of the brand improves, which ultimately increases trust and the likelihood of making a
purchase. This finding is supported by previous research showing that brand reputation mediates the relationship
between price promotions and purchasing decisions, where discount effectiveness increases when it strengthens a
positive brand image (Permana, 2023; Djannah, 2021). Furthermore, positive experiences with discount programs
also strengthen the perception that the brand provides added value, which contributes to the formation of consumer
trust. Thus, TikTok discount vouchers are more effective in driving purchasing decisions when they build a strong
brand reputation, so their influence is not only transactional but also relational.

5. CONCLUSION AND IMPLICATIONS
Conclusion

This study aims to analyze the influence of TikTok discount vouchers on purchasing decisions, with brand
reputation as a mediating variable, in food and beverage (F&B) products. The analysis found that TikTok discount
vouchers have a positive effect on brand reputation. This indicates that discounts in the context of F&B products can
be used as a proxy for brand reputation. social commerce is no longer perceived as a decrease in quality, but rather
as a form of added value that can build a positive perception of the brand. Furthermore, TikTok discount vouchers
were also shown to influence purchasing decisions. This finding indicates that price incentives remain a crucial factor
in encouraging consumers to make purchases, particularly in a price-sensitive and impulsive digital environment.
Furthermore, brand reputation was shown to influence purchasing decisions. This suggests that brand reputation acts
as a trust mechanism that helps consumers reduce uncertainty and increase confidence in product choices, particularly
in the F&B category. In addition to its direct impact, this study also found that TikTok discount vouchers influence
purchasing decisions through brand reputation. This finding confirms that the effectiveness of discounts lies not only
in price but also in their ability to build positive brand perceptions, ultimately strengthening purchasing decisions.

Implications
Theoretical Implications

The results of this study strengthen the understanding that in the context of In social commerce , the role of
price promotions is not only economic but also has psychological and relational dimensions. Discount vouchers not
only directly influence purchasing decisions but also contribute to the formation of brand reputation as a mediating
mechanism. Thus, this study expands the study of consumer behavior by demonstrating that the relationship between
price promotions and purchasing decisions is more complex, particularly in digital ecosystems. In addition, this
finding also strengthens the relevance signaling theory in explaining how discounts can function as positive signals
that shape consumer perceptions of a brand. In this context, brand reputation plays a key role in mediating the
influence of promotions on purchasing behavior.
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Practical Implications

Practically, the results of this study offer implications for F&B businesses utilizing TikTok as a marketing
channel. The use of discount vouchers should not only focus on increasing short-term sales but also on building brand
reputation through positive customer experiences. Businesses need to design discount programs that are not only
price-attractive but also consistent with their brand image and positioning. This is crucial to ensure that the discounts
offered strengthen consumers' perceptions of value and trust, rather than simply triggering fleeting purchases.
Furthermore, integrating discount promotions with digital content strategies is crucial for increasing exposure and
strengthening brand perception among consumers. This way, discount vouchers can be optimized not only as a
transaction tool but also as a strategic tool for building long-term relationships with consumers.

REFERENCES

Abdillah, W., & Jogiyanto. (2009). Partial Least Square (PLS) Alternatif SEMdalam Penelitian Bisnis. Andi Offset.

Agmeka, F., Wathoni, R. N., & Santoso, A. S. (2019a). The Influence of Discount Framing towards Brand Reputation
and The Influence of Discount Framing towards Brand Reputation and Brand Image on Purchase Intention
and Actual Behaviour in e- commerce. Procedia Computer Science, 161, 851-858.

https://doi.org/10.1016/j.procs.2019.11.192

Agmeka, F., Wathoni, R. N., & Santoso, A. S. (2019b). The Influence of Discount Framing towards Brand Reputation
and The Influence of Discount Framing towards Brand Reputation and Brand Image on Purchase Intention
and Actual Behaviour in e- commerce. Procedia Computer Science, 161, 851-858.

https://doi.org/10.1016/j.procs.2019.11.192

Ajzen, L. (1991). The Theory of Planned Behavior. Organizational Behavior and Human Decision Processes, 50(2),
179-211.

https://doi.org/https://doi.org/10.1016/0749-5978(91)90020-T

Alam, D. R., Hismi, H., Sahrul, S., & Suyatna, R. G. (2024). Pengaruh Harga dan Promosi terhadap Keputusan
Pembelian ( Studi Kasus pada Mahasiswa UPG Pengguna Aplikasi Shopee ). Jurnal Manuhara: Pusat
Penelitian llmu Manajemen Dan Bisnis, 2(1).

Alfian, R., Nugroho, W. F., & Yuliana, L. (2024). Analysis of Brand Awareness, Brand Loyalty and Brand Reputation
on Purchase Decisions. Jurnal Bisnis Dan Manajemen, 11(1), 63-74.

Alfianto, E. A., Fazizah, A., & Mufida, N. (2018). Pengaruh Gaya Hidup, Reputasi Merek dan Kualitas Pelayanan
Terhadap Keputusan Pembelian (Studi Pada Konsumen Resto Miami Chicken Purwosari). Sketsa Bisnis,
5(1), 1-14.

Ali, M. A. B. (2022). The Effect of Firm’ s Brand Reputation on Customer Loyalty and Customer Word of Mouth :
The Mediating Role of Customer Satisfaction and Customer Trust. International Business Research, 15(7),
30—49. https://doi.org/10.5539/ibr.v15n7p30

AyoKarawang.com. (2024). Tren Voucher TikTok Dongkrak Penjualan Brand Makanan Cepat Saji.

Bushara, M. A., Abdou, A. H., Hassan, T. H., Sobaih, A. E. E., Saleh, A., Albohnayh, M., Alshammari, W. G.,
Aldoreeb, M., Elsaed, A. A., & Elsaied, M. A. (2023). Power of Social Media Marketing : How Perceived
Value Mediates the Impact on Restaurant Followers * Purchase Intention , Willingness to Pay a Premium
Price, and E-WoM ? 1-22.

Cahya, A. D., Nurhajati, & Basalaman, R. (2020). Pengaruh Diskon, Promosi, Dan Kualitas Pelayanan Terhadap
Keputusan Pembelian (Studi Kasus Pada KOnsumen Pengguna Jasa Foto Bo Production). E-Jurnal Riset
Manajemen, 9(02), 132—143.

Castmagic, T. (2025). TikTok Users by Country in 2025: Global Stats & Rankings.

Chee, C., Wei, J., Xuan, D., Ziru, C., Jingru, C., & Kushwah, V. S. (2023). GrabFood - The Impact of Electronic
Coupons on Consumer s Purchasing Power. 6(3), 58-74.

Damayanti, K., & Patricia, P. A. (2025a). The influence of perceived reputation and perceived usefulness on e-
purchase intention among shopee users. Implementasi Manajemen & Kewirausahaan (IMKA), 5(2), 137-
151.

https://doi.org/doi.org/10.38156/imka.v5i2.646 1.

Publish by Radja Publika

OPEN ACCESS 774



FROM DISCOUNTS TO DECISIONS: THE ROLE OF BRAND REPUTATION IN TIKTOK GO'S F&B CONSUMER
ECOSYSTEM
Novia Fitri Yanti Saragih et al

Damayanti, K., & Patricia, P. A. (2025b). The influence of perceived reputation and perceived usefulness on e-
purchase intention among shopee users. Implementasi Manajemen & Kewirausahaan (IMKA), 5(2), 137—
151.

https://doi.org/doi.org/10.38156/imka.v5i2.646 1.

Datalndonesia.id. (2025). Kumpulan Data Seputar TikTok di Dunia dan Indonesia hingga April 2025. (April).

Djannah, U. (2021a). Dampak Pembingkaian Potongan Harga Terhadap Niatpembelian Melalui Reputasi Merek
Dan Citra Merek Padakonsumen Kosmetik Halal Zoya. Universitas Islam Indonesia.

Djannah, U. (2021b). Dampak Pembingkaian Potongan Harga Terhadap Niatpembelian Melalui Reputasi Merek
Dan Citra Merek Padakonsumen Kosmetik Halal Zoya. Universitas Islam Indonesia.

Evelina, N., DW, H., & Listyorini, S. (2013). Pengaruh Citra Merek, Kualitas Produk, Harga, dan Promosi Terhadap
Keputusan Pembelian Kartu Perdana Telkomflexi (Studi kasus pada konsumen TelkomFlexi di Kecamatan
Kota Kudus Kabupaten Kudus). Jurnal llmu Admisnistrasi Bisnis, 1(1), 203-213.

Galib, M. H. (2023). 4 comparative study between mobile and paper coupons. 14(1), 57-94.
https://doi.org/10.7903/ijecs.2146

Hongdiyanto, C., Hartono, W., Ongkowijoyo, G., & Saputra, V. (2020a). The Effect of Discount and Promotion
towards Customer Purchase Intention in Online Shop. Journal of Wellbeing Management and Applied
Psychology, 3(3), 21-30. https://doi.org/http://dx.doi.org/10.13106/jwmap.2020.Vol3.n03.21

Hongdiyanto, C., Hartono, W., Ongkowijoyo, G., & Saputra, V. (2020b). The Effect of Discount and Promotion
towards Customer Purchase Intention in Online Shop. Journal of Wellbeing Management and Applied
Psychology, 3(3), 21-30.

https://doi.org/http://dx.doi.org/10.13106/jwmap.2020.Vol3.n03.21

https://bkdelivery.co.id/. (2025). About Us. https://bkdelivery.co.id/about-us/

Huang, J. (2018). The Thrill of the Deal : Quantifying the Price of Perceived Discounts and Mark-ups.

Kanwal, S. (2025). The Dark Side of Unplanned Discount Promotions : Examining Its Negative Impact on Brand
Image and Sales Performance with the Moderating Role of. 02(01), 1-11.

Kfcku.com. (2025). Company Business. https://kfcku.com/kegiatan-usaha-perusahaan

Lee, C.,, Lim, S., & Ha, B. (2021). Green Supply Chain Management and Its Impact on Consumer Purchase Decision
as a Marketing Strategy : Applying the Theory of Planned Behavior. Sistainability, 13(10971).

Madiarsa, I. M., & Suandana, I. N. (2025). Widya Amerta Jurnal Manajemen Fak. Ekonomi, Vol. XII No. 2 September
2025 123. XI1I(2), 123-140.

Malshe, A., Hughes, D. E., Good, V., & Friend, S. B. (2021). Marketing strategy implementation impediments and
remedies : A multi-level theoretical framework within the sales-marketing interface. International Journal
of Research in Marketing.

https://doi.org/10.1016/j.ijresmar.2021.10.002

Mardiyah, A., Yulasmi, & Saputra, D. (2025). Pengaruh Brand Image , Diskon Dan Kualitas Produk Terhadap
Keputusan Pembelian Tas Melalui Harga Pada Aplikasi Online Shop ( Tiktok Shop ). Journal Educational
Research and Development, 01(03), 332-339.

Maulana, T., & Susandy, G. (2019). The Influence of Viral Marketing and Price Discounts Through Social Media
Instagram To Purchase Decision on Marketplace Shopee. DIMENSIA (Diskursus llmu Manajemen STIESA),
16(2), 8-8.

mcdonalds.co.id. (2025). Sejarah McDonalds Indonesia. mcdonalds.co.id/about

Mishra, M., Kushwaha, R., & Gupta, N. (2024). Impact of sales promotion on consumer buying behavior in the
apparel industry. Cogent Business & Management, 11(1). https://doi.org/10.1080/23311975.2024.2310552

Permana, A. S. (2023). Pengaruh Discount Framing Terhadap Niat Pembelian melalui Reputasi Merek dan Citra
Merek Pada Produk Kahf. Universitas Islam Indonesia.

Poetry, K., Ardiani, N. R., & Yuliana, L. (2025a). Brand Credibility and Brand Reputation on Brand Performance
(Case Study of Wardah). Journal of Applied Business Administration, 9(1), 103—113.

https://doi.org/https://doi.org/10.30871/jaba.9078

Poetry, K., Ardiani, N. R., & Yuliana, L. (2025b). Brand Credibility and Brand Reputation on Brand Performance
(Case Study of Wardah). Journal of Applied Business Administration, 9(1), 103—113.

https://doi.org/https://doi.org/10.30871/jaba.9078

Pratiwi, E. N., & Pratomo, L. A. (2024a). Pengaruh Price Fairness , Convenience , Dan Brand Love. Jurnal Ekonomi
Trisakti, 4(1), 605-614.

Pratiwi, E. N., & Pratomo, L. A. (2024b). Pengaruh Price Fairness , Convenience , Dan Brand Love. Jurnal Ekonomi
Trisakti, 4(1), 605-614.

Publish by Radja Publika

OPEN ACCESS 775



FROM DISCOUNTS TO DECISIONS: THE ROLE OF BRAND REPUTATION IN TIKTOK GO'S F&B CONSUMER
ECOSYSTEM
Novia Fitri Yanti Saragih et al

Putri, N. M. E., & Sudaryanto, B. (2022). Analisis Pengaruh Price Discount dan Daya Tarik Iklan Pada Aplikasi E-
Wallet Terhadap Pembelian Impulsif Konsumen Generasi Z ( Studi Pada Mahasiswa Universitas Diponegoro
Semarang ). Diponegoro Journal Of Management, 11(2), 1-13.

Rahayu, S., & Afrilliana, N. (2021). Perilaku Konsumen (Sadiman, Ed.). CV. Penerbit Anugrah Jaya.

Rahmawati. (2022). Apa Saja Variabele Penelitian dalam Bidang Marketing??? (Sri Widyastuti, Ed.; Pertama).
Mulawarman University Press.

Resta, A., Akhmad, K. A., & Gunaningrat, R. (2023). Pengaruh Program Voucher Diskon dan Program Gratis Ongkos
Kirim terhadap Minat Beli Ulang pada Aplikasi Shopee Food. Al-Kharaj : Jurnal Ekonomi, Keuangan &
Bisnis Syariah, 6(1), 759—771. https://doi.org/10.47467/alkharaj.v6i1.4878

Sabila, N., Hildayanti, S. K., & Ulum, M. B. (2024a). Pengaruh Discount Framing , Brand Reputation Dan Brand
Image Terhadap Purchase Intention Konsumen Marketplace Shopee. Jurnal Ekonomi Bisnis, Manajemen
Dan Akuntansi (Jebma), 04(01), 291-301. https://doi.org/doi.org/jebma.v4n1.3643 Pengaruh

Sabila, N., Hildayanti, S. K., & Ulum, M. B. (2024b). Pengaruh Discount Framing , Brand Reputation Dan Brand
Image Terhadap Purchase Intention Konsumen Marketplace Shopee. Jurnal Ekonomi Bisnis, Manajemen
Dan Akuntansi (Jebma), 04(01), 291-301. https://doi.org/doi.org/jebma.v4n1.3643 Pengaruh

Sabilla, E. F. N., & Yuliana, L. (2025). Pengaruh Brand Awareness dan Brand Reputation terhadap Keputusan
Pembelian Produk Merek Wardah. Junal Manajemen Dan Bisnis Madani, 7(1), 29-43.

https://doi.org/https://journal.paramadina.ac.id/

Sandy, E., & Iskandar, D. A. (2022a). Pengaruh Reputasi Merek dan Kualitas Layanan Terhadap Keputusan
Pembelian di Blibli.com. Jurnal Mahasiswa Institut Teknologi Dan Bisnis Kalbis, 8(4), 4416—4429.

Sandy, E., & Iskandar, D. A. (2022b). Pengaruh Reputasi Merek dan Kualitas Layanan Terhadap Keputusan
Pembelian di Blibli.com. Jurnal Mahasiswa Institut Teknologi Dan Bisnis Kalbis, 8(4), 4416—4429.
Setiawan, H., Purwanto, H., & Wati, E. W. (2025). Analysis Discount , Free Shipping , COD toward Buying Decision
Shopee Product Marketplace X Store (Shopee Users in Madiun). Jurnal llmiah Bisnis Dan Ekonomi Asia,

19(3), 330-339.

Sholihah, S., & Faris. (2025). The Effectiveness of Using TikTok Social Media as a Digital Marketing Platform for
Food and Beverage Products @ Kiki Jupe. Journal of Research in Social Science and Humanities.

Siswanto, F., & Hartono, S. (2022). The Effect of Institutional Ownership, Public Accounting Firm Reputation,
Auditor Industry Specialization Profitability, and Company Size on Audit Delay (Study in Consumer Goods
Companies Listed on The Indonesia Stock Exchange 2018 — 2020). Jurnal Akuntansi, 16(2), 192-218.

Tambunan, R. J., Hamad, 1., & Santoso, P. Y. (2025). The Influence Of Reputation , Service Quality , And Trust On
Consumer Decisions In Using Bluebird Services At Shia. Moestopo International Review on Social,
Humanities, and Sciences, 5(1), 74—84. https://doi.org/10.32509/mirshus.v5i1.113

Tampubolon, 1. L., & Sofia, E. (2024). The Influence of Brand Reputation and Price on the Decision to Purchase
Counterfeited Crocs Products (Case Study of Users of Fake Crocs Products, South Jakarta) Irene. Journal
Manajemen Dan Sains, 9(1), 681-687. https://doi.org/10.33087/jmas.v9i1.1780

Tarigan, E. S. B., Anisa, S., Tarigan, jJhan S. B., & Hutagaol, J. (2022a). Analysis of Discount, Free Shipping and
Product Diversity on Product Purchase Decisions on the Shopee Marketplace. Jurnal Ekonomi Sean Institut,
11(01),292-297.

Tarigan, E. S. B., Anisa, S., Tarigan, jJhan S. B., & Hutagaol, J. (2022b). Analysis of Discount, Free Shipping and
Product Diversity on Product Purchase Decisions on the Shopee Marketplace. Jurnal Ekonomi Sean Institut,
11(01),292-297.

Tarmizi, P., & Husna, N. (2024). The Impact of Discount Framing on Purchase Intention with Brand Reputation as
a Mediator: A Study on Shopee E-Commerce. 4(3), 1133—-1147.

Toni, D. De, Tormen, A., Milan, G. S., Eberle, L., Lazzari, F., & Graciola, A. P. (2021). Price Level and Brand
Knowledge and Its Affects on Purchase Behavior. Revista de Administragdo Da UFSM, 14(3), 632—654.

https://doi.org/10.5902/1983465944193

Waralabagram.com. (2025). Franchise Pepper Lunch.

https://waralabagram.com/franchise-pepper-lunch/?utm_source=

Wardani, N. 1. K., Hariyana, N., & Salsabila, N. A. (2021). Discounts and Promotions On Purchase Decision.
International Journal of Environmental, Sustainability, and Social Science, 2(2), 63—70.

https://doi.org/10.38142/ijesss.v2i2.73

Wardani, W. K., Nurhidayah, & Mustapita, A. F. (2023). Pengaruh Online Review Promo Diskon Dan Kepercayaan
Terhadap Keputusan Pembelian pada E-Comerce Tiktokshop. E-Jurnal Riset Manajemen, 12(01), 806—815.

Wolff, R. (2024). TikTok is driving US social commerce growth. In eMarketer.

Publish by Radja Publika

OPEN ACCESS 776



FROM DISCOUNTS TO DECISIONS: THE ROLE OF BRAND REPUTATION IN TIKTOK GO'S F&B CONSUMER
ECOSYSTEM
Novia Fitri Yanti Saragih et al

Zhang, H., Liang, X., & Qi, C. (2020). Investigating the impact of interpersonal closeness and social status on
electronic word-of-mouth effectiveness. Journal of Business Research, (November 2018), 1-9.
https://doi.org/10.1016/j.jbusres.2020.01.020

Publish by Radja Publika

OPEN ACCESS 777



