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Abstract  

This research investigates how the e-lifestyle of young Tunisians shapes their attitudes toward 
TikTok and how these attitudes translate into brand-related behavioral and attitudinal outcomes. 
Grounded in a consumer–brand relationship perspective, the study examines the influence of 
digital lifestyle on users’ attitudes toward the platform, as well as the effects on brand 
attachment and purchase intention. The moderating role of self–platform congruence, reflecting 
the perceived alignment between users’ identity and the identity conveyed by the platform and 
its promoted brands, is also assessed. The empirical study targets Tunisian Generation Z users 
aged 15 to 29. The data were collected using a non-probabilistic convenience sampling method 
through an online questionnaire distributed via social media, from a sample of 300 participants. 
The conceptual model was tested using Partial Least Squares Structural Equation Modelling 
(PLS-SEM). The results show that positive attitudes toward TikTok encourage sustained 
platform use and strengthen brand attachment. This attachment significantly predicts purchase 
intention, confirming its key role in digital consumer behavior. Moreover, self–platform 
congruence amplifies the effect of positive attitudes on purchase intention. The study highlights 
the importance of integrating e-lifestyle and identity congruence when analyzing brand 
responses within social media environments. 

Keywords: e-lifestyle, TikTok, Generation Z, attitude toward platform, brand attachment, 
purchase intention, self–platform congruence, PLS-SEM. 

 

Résumé 
Cette recherche étudie comment l’e-lifestyle des jeunes Tunisiens façonne leurs attitudes envers 
TikTok et comment ces attitudes se traduisent en résultats comportementaux et attitudinaux liés 
aux marques. S’appuyant sur une perspective de la relation consommateur–marque, l’étude 
analyse l’influence du style de vie digital sur l’attitude des utilisateurs envers la plateforme, 
ainsi que ses effets sur l’attachement à la marque et l’intention d’achat. Le rôle modérateur de 
la congruence soi–plateforme, reflétant l’alignement perçu entre l’identité de l’utilisateur et 
celle véhiculée par la plateforme et les marques qui y sont promues, est également évalué. 
L’étude empirique cible des utilisateurs tunisiens de la Génération Z âgés de 15 à 29 ans. Les 
données ont été collectées à l’aide d’un échantillonnage de commodité non probabiliste via un 
questionnaire en ligne diffusé sur les réseaux sociaux, auprès d’un échantillon de 300 
participants. Le modèle conceptuel a été testé à l’aide de la modélisation par équations 
structurelles en moindres carrés partiels (PLS-SEM). Les résultats montrent que des attitudes 
positives envers TikTok encouragent une utilisation soutenue de la plateforme et renforcent 
l’attachement à la marque. Cet attachement prédit significativement l’intention d’achat, 
confirmant son rôle clé dans le comportement du consommateur digital. De plus, la congruence 
soi–plateforme amplifie l’effet des attitudes positives sur l’intention d’achat. L’étude met en 
évidence l’importance d’intégrer l’e-lifestyle et la congruence identitaire dans l’analyse des 
réactions aux marques au sein des environnements de réseaux sociaux. 

Mots-clés : e-lifestyle, TikTok, Génération Z, attitude envers la plateforme, attachement à la 
marque, intention d’achat, congruence soi–plateforme, PLS-SEM. 

 



Revue Internationale du Chercheur 
ISSN : 2726-5859 
Volume 6 : Numéro 4                                                           

Revue Internationale du Chercheur               www.revuechercheur.com  Page 3 
 

Introduction 

Since their emergence, social media platforms have become major interactive spaces that allow 

users to share their experiences, engage with diverse content, and connect with virtual 

communities centered around common interests. These digital environments go far beyond 

mere entertainment, playing a central role in brand communication strategies. Their ability to 

foster closeness, generate participatory content, and influence purchasing decisions has 

profoundly transformed consumer behavior (Chatterjee & Dsilva, 2021). 

Among these platforms, TikTok stands out as a unique ecosystem, particularly favored by 

Generation Z, generally defined as individuals born between 1997 and 2012 (Reinikainen et al., 

2020). This generation, truly “digital natives,” seeks increased interactivity, enhanced 

authenticity, and personal expression in their relationships with brands (Sharabati et al., 2022). 

Some scholars even speak of a “TikTok generation” (Ebongué, 2021) to highlight how this 

platform shapes their digital daily lives, purchasing practices, modes of expression, and identity 

values (Xu et al., 2021). 

In Tunisia, this phenomenon is particularly pronounced: TikTok is among the most downloaded 

apps, especially among youth aged 15 to 29. This popularity comes with a profound shift in 

communication and consumption patterns, where images, immediacy, and algorithms replace 

traditional advertising methods. TikTok thus becomes a true stage where young people 

showcase their digital lifestyle, expressing their preferences, values, and aspirations through 

short videos often linked to brands or sponsored trends. 

Within this context, the concept of “e-lifestyle,” defined as the set of habits, values, and 

preferences consumers manifest in their digital environment (Hoque, 2018), proves to be a 

major analytical lever. It sheds light on how individuals identify with a social platform like 

TikTok and develop positive or negative attitudes toward the brands present there. Numerous 

studies have demonstrated that perceived congruence between a user’s digital lifestyle and the 

values conveyed by a platform plays a crucial role in shaping favorable attitudes, loyalty, and 

recommendation intentions (Barta et al., 2023). 

However, several gaps remain in the literature. On one hand, although TikTok is massively 

adopted by Generation Z, most academic research still focuses on older platforms like Facebook 
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or Instagram, thus underestimating the unique formative and interactional features of TikTok. 

On the other hand, while digital lifestyle is recognized as a key factor in online behavior, it is 

rarely used as a direct explanatory variable for attitudes toward social platforms and their 

induced brand effects. Finally, the lack of empirical studies contextualized in emerging 

countries such as Tunisia — where cultural norms, technological usage, and social behaviors 

differ significantly from Western contexts — limits understanding of generational and digital 

dynamics specific to these markets. This lack of contextualization restricts the ability to fully 

grasp the attitudinal and behavioral mechanisms of young consumers in these environments. 

In light of these observations, the present research aims to fill these gaps by thoroughly 

exploring the influence of e-lifestyle on the attitude formation of young Tunisians toward 

TikTok, as well as the attitudinal and behavioral consequences toward brands promoted on this 

platform. Specifically, this study addresses the following research question: How does users’ 

e-lifestyle influence their attitude toward TikTok, and what are the effects on brand attitudes, 

intentions, and behaviors, particularly under perceived self-congruence with the platform? 

To address this issue, the study adopts a quantitative approach to test the proposed model, 

examining the relationships among e-lifestyle, attitude toward TikTok, sustainable usage, brand 

attitude, and purchase intention, as well as the moderating role of self-congruence. By 

integrating the cultural and generational characteristics of the Tunisian context, the study also 

seeks to advance digital marketing literature and offer actionable insights for communication 

strategies targeting emerging consumers. 

This paper first introduces the conceptual framework, then presents the research methodology, 

followed by the results and their discussion, and concludes with the key findings and their 

implications for practice and future research. 

1. Conceptual Framework 

This research draws on foundational theories including the Theory of Attitude (Fishbein & 

Ajzen, 1975) and Self-Congruence Theory (Sirgy, 1982) to explain how TikTok interactions 

shape Generation Z’s perceptions and behaviors. Attitude theory posits that cognitive and 

affective evaluations of the platform influence usage intentions and brand engagement, while 

self-congruence theory emphasizes the role of alignment between users’ e-lifestyle and 
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TikTok’s values in reinforcing adherence and positive responses. Additionally, Uses and 

Gratifications Theory (Katz et al., 1974), adapted to social media (Pai & Arnott, 2013), provides 

insight into motivational drivers such as entertainment and self-expression. Integrating these 

perspectives facilitates a comprehensive examination of the antecedents and consequences of 

attitudes toward TikTok within the Tunisian cultural milieu. 

1.1.Digital lifestyle and user attitude on TikTok 

Generation Z, born after 1995 and also known as the i-Generation or Post-Millennials, is 

characterized by extensive engagement with digital technologies and online environments 

(Dolot, 2019). Lifestyle refers to the overall pattern of behaviors, activities, and interactions 

through which individuals engage with their surroundings. The concept of digital lifestyle, or 

e-lifestyle, encompasses the set of values, preferences, behaviors, and habits that individuals 

express within their digital environment (Hoque, 2018). It reflects how users integrate 

technologies and social networks into their daily lives, shaping their online interactions and 

media choices, particularly among Generation Z, for whom this digital lifestyle is pronounced 

and directly influences their perception and use of platforms such as TikTok. 

According to Lee et al. (2009), e-lifestyle is based on activities, interests, values, and opinions 

related to technology. Arham (2017) identifies four main roles within this lifestyle: information 

seeker, electronic buyer, member of the cyber society, and entertainment enthusiast. Since Britt 

(1960), congruence between consumer interests and their perception of the marketing 

environment has been recognized as a central factor in decision-making. In the context of social 

networking, users may choose to avoid a platform if they perceive its content or operation as 

inconsistent with their lifestyle and technological interests (Hoque, 2018). 

Self-congruence theory (Sirgy, 1982) reinforces this idea by stating that individuals tend to 

prefer environments and content that reflect their identity and lifestyle. Therefore, a strong 

alignment between a user’s e-lifestyle and the values conveyed by TikTok fosters a more 

positive attitude, enhancing engagement and trust. Generation Z is distinguished by a unique 

digital lifestyle, strongly focused on new technologies and social platforms (Chang & Chang, 

2023; Hoque, 2018), which validate their beliefs and interests. TikTok stands out as a 

particularly influential global medium for this generation (Dirir, 2022), offering content and 
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formats that closely match their expectations (Ebongué, 2021). Barta et al. (2023) highlight that 

TikTok inspires these young users to craft a singular digital lifestyle. 

Furthermore, attitude theory (Fishbein & Ajzen, 1975) explains that attitude toward TikTok 

forms through a cognitive and affective evaluation of the user experience. E-lifestyle plays a 

major role by positively influencing this attitude when content is perceived as congruent with 

personal digital values. Since media technology has always been readily available and 

accessible for Generation Z, it is the most natural and comfortable method of communication 

for these individuals (Schwieger & Ladwig, 2018). 

In summary, this research postulates that digital lifestyle significantly impacts Generation Z’s 

attitude toward TikTok through perceived congruence between their personal values and those 

of the platform, thereby fostering more positive perceptions, increased engagement, and 

favorable behaviors. 

H1. E-lifestyle adoption promotes a favorable attitude among Generation Z towards TikTok. 

1.2.Attitude toward TikTok and its Impact on Sustainable Intention to Use 

Attitude toward a digital platform such as TikTok is defined as a global, cognitive, and affective 

evaluation that users develop based on their experiences and perceptions of the platform 

(Fishbein & Ajzen, 1975). This attitude plays a central role in predicting future behaviors, 

particularly the intention to use the platform sustainably. Indeed, the more positive the attitude, 

the more likely users are to engage regularly, revisit the platform frequently, and recommend it 

within their network (Ki & Kim, 2019). 

Among Generation Z, this favorable attitude is often linked to the perception of TikTok as an 

interactive, entertaining platform that aligns with their digital values and lifestyle (Barta et al., 

2023). Such an attitude encourages not only continued use but also proactive behaviors like 

content sharing, loyalty, and engagement with brands present on TikTok (Yang, 2022). 

Sustainable intention to use reflects users’ willingness to maintain their engagement over the 

long term despite the constant emergence of new platforms or trends (Su et al., 2020). 

Understanding this process is crucial for brands aiming to build strong and lasting relationships 

with this digital target group. 
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Therefore, this research proposes the following hypothesis: 

H2:  A positive attitude toward TikTok positively influences the sustainable intention to use 

the platform. 

1.3.From attitude toward TikTok to attitude toward the brand  

Brand attitude is defined as a global, positive or negative evaluation that a consumer forms 

toward a specific brand, based on a combination of beliefs, emotions, and past experiences 

(Keller, 1993). This attitude plays a crucial role in consumer behavior, influencing not only 

purchase decisions but also brand loyalty and the likelihood of recommending the brand 

through word-of-mouth. In a dynamic digital context such as TikTok, brand attitude is 

especially important because online interactions are fast-paced, frequent, and often emotionally 

charged. 

Sustainable intention to use TikTok refers to the user’s long-term, deliberate willingness to 

continue using the platform beyond a temporary trend or fad (Bhattacherjee, 2001). This form 

of intention reflects deep and sustained engagement that shapes not only usage frequency but 

also the quality of interactions with content and brands on the platform. 

In our study, we posit that the intention to continue using TikTok can influence users’ attitudes 

toward the brands present on the platform. This hypothesis is grounded in the mere exposure 

effect, which suggests that repeated use of a media or platform increases familiarity, thereby 

enhancing positive attitudes toward associated elements, such as brands. Prior research in 

digital marketing and consumer psychology supports this reversed causal pathway, showing 

that repeated engagement or behavioral experience can feed back into perceptions and attitudes 

(e.g., Lee et al., 2009; Malär et al., 2011). 

This sustainable intention is likely to act as a catalyst for strengthening a positive attitude 

toward brands promoted on TikTok. Indeed, prolonged and regular use encourages repeated 

exposure to brand messages, which increases familiarity, trust, and perceived authenticity—

key factors in building favorable attitudes in a digital environment (Muntinga et al., 2011). 

Moreover, TikTok’s interactive and community-based nature allows engaged users to share, 

comment, and co-create brand-related content, further enhancing their attachment and positive 

perception. 
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In a social networking context, the perception users develop toward a platform shapes their 

attitude toward it (Ngo et al., 2022). This attitude toward the social network directly influences 

the attitude toward the brands promoted on it. Indeed, although brand attitude has sometimes 

been considered a unidimensional construct (Mitchell et al., 1981), it corresponds to a relatively 

enduring internal evaluation that assesses the degree of consumer attachment to the brand 

(Spears & Singh, 2004). This attitude can be amplified by favorable beliefs toward the 

communication medium through source-to-brand transfer effects (MacKenzie & Lutz, 1989). 

On TikTok, the quality of shared visual content reinforces these beliefs, contributing to brand 

recognition and attachment. Ngo et al. (2022) show that the more users develop favorable 

beliefs about TikTok and regard it as a reference point, the more positive their attitude toward 

the brands featured on the platform. Moreover, a favorable attitude toward the social network 

often translates into greater appreciation for the brands it hosts, particularly because social 

media strengthen brand image through communication (Zouaoui & Maghraoui, 2021). 

Conversely, rejection of the platform can also transfer to the brand, constituting a negative 

control mechanism (Speck & Elliott, 1997). Thus, attitude acts as a key driver conditioning the 

relationship with the brand, especially in a digital environment (Goodrich et al., 2015). 

In summary, it is expected that the stronger the sustainable intention to use TikTok, the more 

favorable users’ attitudes toward brands on the platform will be, which in turn will encourage 

engagement, loyalty, and purchase behaviors.… 

……………………………………………… 

H3. Sustainable intention to use TikTok positively influences users’ attitudes toward brands 

promoted on the platform. 

In the context of social networking, the managerial interest in analyzing purchase intention lies 

in the fact that consumers who express positive purchase intentions generally exhibit higher 

conversion rates (Bigné et al., 2012). Purchase intention often considered a unidimensional 

concept (Moon & Kim, 2001), refers to the plans or decisions made by users to acquire a product 

or service (Goyal, 2014). It represents a subjective psychological state in which users are more 

likely to complete a purchase on an online platform, influenced by their past experiences, needs, 

and desires (Cyr, 2008; Abumalloh et al., 2018). 
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Within TikTok’s environment, where interaction with branded content is rapid, immersive, and 

often emotionally engaging, a positive brand attitude plays a fundamental role in shaping 

purchase intention. Lim et al. (2017) highlight a significant link between a favorable attitude 

toward a website and users’ purchase intention on that site. Furthermore, Generation Z, who 

are heavily exposed to TikTok content, tend to develop positive beliefs toward brands present 

on the platform, which strengthens their likelihood to form higher purchase intentions on 

TikTok (Lesmana, 2025). 

In summary, it appears that a favorable brand attitude on TikTok is a key predictor of purchase 

intention. Thus, we propose the following hypothesis: 

H4. A favorable attitude toward the brand positively influences purchase intention on 

TikTok. 

The concept of self-congruence (personal fit) refers to the alignment between a consumer’s self-

image and the image conveyed by the brand (Sirgy, 1982). This alignment influences the 

strength and direction of the relationship between brand attitude and purchase behavior. Thus, 

high self-congruence acts as a moderator that strengthens the positive effect of favorable brand 

attitude on purchase intention. Indeed, when consumers perceive a strong similarity between 

their personal values and those expressed by the brand, they are more likely to translate their 

positive attitudes into actual purchase intentions (Sirgy, 1982; Spears & Singh, 2004). 

Therefore, we propose the following hypothesis : 

 

H5. Self-congruence positively moderates the relationship between favorable brand attitude 

and purchase intention on TikTok, such that this relationship is stronger when self- 

congruence is high. 

 

The hypotheses propose that e-lifestyle strongly influences Generation Z’s positive attitude 

toward TikTok. This attitude affects both the sustainable intention to use the platform and the 

attitude toward brands. Personal congruence moderates the relationship between brand attitude 

and purchase intention. This framework sheds light on the behaviors of young Tunisian 

consumers in a digital context and supports the development of the following research models. 
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Figure 1: Conceptual Research Model 

                                                                                           

2. Research Methodology 

This study employs a quantitative, descriptive, and explanatory research design to empirically 

test the hypotheses proposed in the conceptual framework. Its primary objective is to examine 

the relationships among e-lifestyle, attitude toward TikTok, sustainable usage intention, brand 

attitude, and purchase intention, while also investigating the moderating role of self-congruence 

in these relationships. 

The target population comprises Tunisian youth from Generation Z, aged 15 to 29, who are 

active users of TikTok. Data were collected through a non-probabilistic convenience sampling 

method using an online questionnaire disseminated via social media platforms. The study 

collected data from a sample of 300 participants, providing sufficient statistical power for robust 

analysis (Hair et al., 2010). Parental consent was obtained for participants under 18, and all 

procedures adhered to ethical standards in accordance with social science research guidelines. 

A structured questionnaire was employed, incorporating validated scales widely recognized in 

the literature for their reliability and psychometric rigor. The questionnaire was designed to 

accurately capture participants’ digital lifestyle, attitudes toward TikTok, behavioral intentions, 
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and perceptions of brand congruence. The measurement scales selected for this research are all 

unidimensional and have been validated according to previous literature (see Appendix 1). 

To ensure linguistic and conceptual validity, the questionnaire was translated and back-

translated following the procedure recommended by Urien (2000). A qualitative pretest was 

conducted with twenty Tunisian Generation Z TikTok users to evaluate the clarity, 

comprehensibility, and relevance of the items. Necessary adjustments were made prior to the 

final distribution of the questionnaire. 

The collected data were analyzed using statistical software such as SPSS and SmartPLS. A 

descriptive analysis was conducted to characterize the sample. Reliability analysis (Cronbach’s 

Alpha) and validity analysis (confirmatory factor analysis) were performed. The hypothesized 

relationships were tested using structural equation modeling (SEM). Specifically, the Partial 

Least Squares SEM (PLS-SEM) method was employed due to its ability to handle complex 

models with multiple latent variables, even with moderate sample sizes. Additionally, PLS-

SEM does not require strict normality of the data, which is often the case in social science 

research. This approach is particularly suited for exploratory or predictive research like this 

study, which aims to test an innovative conceptual framework including moderating 

relationships. 

3. Results 

To validate the conceptual model, we employed the Partial Least Squares (PLS) method using 

SmartPLS4 software, a structural equation modeling technique particularly suitable for testing 

extensions of models and theories (Hair et al., 2019). The model we tested focuses on assessing 

the relationships between e-lifestyle, attitude toward TikTok, sustainable intention to use, brand 

attitude, and purchase intention, while also examining the moderating effect of personal 

congruence. 

Since the data were collected from a single source, it was crucial to evaluate the potential impact 

of common method bias (CMB). To mitigate this risk, the questionnaire was administered 

anonymously, following the guidelines of Podsakoff et al. (2003). Furthermore, Harman’s 

single-factor test (Harman, 1976) was conducted on all measured constructs. The principal 
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component analysis identified multiple factors, suggesting that CMB did not pose a significant 

threat to the validity of the findings. 

The measurement models estimated by PLS demonstrated robust psychometric properties for 

all concepts related to e-lifestyle adoption and attitude towards TikTok. (see Table 1). 

Composite reliability values consistently exceeded the recommended threshold of 0.7 (Hair et 

al., 2014), confirming strong internal consistency. Average Variance Extracted (AVE) values 

were above 0.5 for all constructs, indicating satisfactory convergent validity (Hair et al., 2010). 

Discriminant validity was also established: the Heterotrait-Monotrait ratio (HTMT) values were 

all below 0.85 (Hair et al., 2019), and the square roots of AVE surpassed the inter-construct 

correlations (Henseler, 2017). These results confirm that the measurement instruments 

capturing the adoption of e-lifestyle, as well as users’ attitudes toward TikTok, sustainable 

usage intention, brand attitude, purchase intention, and self-congruence, are both reliable and 

valid, providing a solid foundation for proceeding to the evaluation of the structural model. 

Table 1. Measurement Model Assessment 

Construct Indicators 
Factor 

Loading 

Composite 

Reliability (CR) 

Average Variance 

Extracted (AVE) 

E-lifestyle EL1–EL4 0.76–0.89 0.89 0.67 

Attitude toward 

TikTok 

ATT1–

ATT4 
0.78–0.91 0.91 0.72 

Sustainable intention 
CI1-TT CI3-

TT 
0.81–0.90 0,89 0,72 

Brand Attitude BA1–BA4 0.75–0.89 0.90 0.70 

Purchase Intention PI1–PI3 0.82–0.90 0.89 0.73 

Personal Congruence 

(Modérateur) 
PC1–PC3 0.77–0.88 0.88 0.66 

The structural model was assessed using a bootstrap procedure with 5,000 resamples, in 

accordance with the recommendations of Hair et al. (2014). The results indicate a satisfactory 

overall model fit (see Table 2). Specifically, all R² values exceed the 0.1 threshold suggested 



Revue Internationale du Chercheur 
ISSN : 2726-5859 
Volume 6 : Numéro 4                                                           

Revue Internationale du Chercheur               www.revuechercheur.com  Page 13 
 

by Sánchez-Franco (2009), Q² values are positive across constructs, and the Standardized Root 

Mean Square Residual (SRMR) is below the recommended cutoff of 0.08 (Hair et al., 2019). 

Table 2: Structural Model Fit Quality 

Indicator 
Obtained 

Value 

Recommended 

Threshold 
Reference 

R² (Attitude TikTok) 0.42 > 0.10 

Sánchez-Franco 

(2009) 

R² (Sustainable 

Intention) 
0.47 > 0.10 

R² (Purchase Intention) 0.52 > 0.10 

Q² (Predictive 

Relevance) 
0.25–0.38 > 0 Hair et al. (2019) 

SRMR 0.061 < 0.08 Hair et al. (2019) 

The analysis of the structural relationships reveals that all tested effects are statistically 

significant, thereby supporting all the proposed hypotheses based on the corresponding 

indicators. 

Table 3. Hypothesis Testing of the Proposed Model 

Hypothese Tested Relationship Coefficient 
β 

t-
value 

p-
value Results 

H1 E-lifestyle → Attitude toward TikTok 0.41 7.12 
< 
0.001 Supported 

H2 Attitude toward TikTok → Sustainable 
Intention to Use 0.36 6.45 < 

0.001 Supported 

H3 Sustainable Intention → Brand Attitude 0.39 5.82 < 
0.001 Supported 

H4 Brand Attitude → Purchase Intention 0.44 8.10 < 
0.001 Supported 

H5 Personal Congruence × Attitude → 
Purchase Intention 0.18 3.27 0.001 Supported 

 



Revue Internationale du Chercheur 
ISSN : 2726-5859 
Volume 6 : Numéro 4                                                           

Revue Internationale du Chercheur               www.revuechercheur.com  Page 14 
 

4. Discussion of Results  

The results of H1(E-lifestyle → Attitude toward TikTok: β = 0.41, p < 0.001) confirm that e-

lifestyle exerts a positive and significant influence on users’ attitudes toward TikTok. In other 

words, individuals with a more digitally oriented lifestyle perceive TikTok more favorably. 

This finding aligns with the studies of Park et al. (2021) and Lim et al. (2020), which suggest 

that digitally active consumers tend to display a more open attitude toward innovative social 

media platforms. A strong e-lifestyle fosters greater familiarity with online social interactions, 

content creation, and visual media consumption, which enhances the perception of TikTok as a 

fun, interactive, and socially rewarding platform. Brands should target consumers with a high 

e-lifestyle profile to strengthen their attitudinal capital on TikTok, using interactive and 

immersive campaigns tailored to their digital behavior. According to Putra & Kurniasari (2025), 

in a study conducted on the TikTok Shop, online lifestyle and the online shopping experience 

influence consumer behavior via TikTok Shop. In the same vein, the work of Maharani (2023) 

shows that digital lifestyle influences the intention to purchase beauty products, via digital 

communication on TikTok. 

H2 (Attitude toward TikTok → Sustainable Intention to Use: β = 0.36, p < 0.001) confirm that 
a positive attitude toward TikTok leads to a sustained intention to use the platform. This result 

supports the Theory of Planned Behavior (Ajzen, 1991), which posits that attitude is a key 

antecedent of behavioral intention. Users who perceive TikTok as entertaining, useful, and 

credible are more likely to continue using it in the long term. This finding is consistent with 

Alalwan et al. (2017), who showed that favorable attitudes toward social media foster 

continuous engagement. A coherent and authentic content strategy on TikTok can reinforce 

sustainable usage intentions, particularly when perceived as genuine and aligned with users’ 

values. As for Sharabati et al. (2022), their study explored how TikTok user satisfaction 

influences their intention to continue using the platform. The results show that satisfaction has 

a positive and significant effect on the intention to continue using the platform. On the other 

hand, Lu et al. (2024) confirm that technological affordances stimulate the flow experience in 

Generation Z users, which in turn reinforces satisfaction and the intention to continue using 

TikTok. 
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H3 (Sustainable Intention → Brand Attitude; β = 0.39, p < 0.001) confirm that a sustained 

intention to use TikTok enhances users’ attitudes toward brands active on the platform. 

These results align with the work of Sharabati et al., (2022) which confirm that satisfaction and 

intention to continue using TikTok promote engagement with content and brands, suggesting a 

positive influence on attitude towards these brands. Continuously engaged users are more 

frequently exposed to brand content, leading to greater familiarity and, consequently, a more 

positive perception. This relationship can be explained through the mere exposure effect 

(Zajonc, 1968): the more users repeatedly interact with the platform, the more favorable their 

attitude becomes toward the brands that maintain a consistent presence. Brands that invest in a 

regular and coherent presence on TikTok benefit from a cumulative positive effect on users’ 

attitudes toward them. Thus, users with a lasting intention to continue using TikTok are 

considered more satisfied overall, which promotes a favorable attitude towards brands present 

on the platform (Lu et al., 2024). 

H4 (Brand Attitude → Purchase Intention; β = 0.44, p < 0.001), this strongly supported 

hypothesis confirms that brand attitude directly influences purchase intention. 

Consumers who develop a positive attitude toward a brand on TikTok are more inclined to 

consider purchasing its products or services. This result is consistent with previous studies in 

digital marketing (Ebrahim, 2020) emphasizing the central role of brand attitude in the decision-

making process. On TikTok, where communication relies heavily on creativity and authenticity, 

building an engaging brand image has a direct impact on converting positive attitudes into 

purchase behavior. Indeed, Pramesti & Alversia (2023) emphasize that the attitude of TikTok 

users towards user-generated content (UGC) affects purchase intention, through brand 

engagement and source credibility. Furthermore, the results of Wang's (2024) study on the 

factors influencing the purchase intention of TikTok users in the context of e-commerce show 

that the positive attitude of users towards the brands presented during the live streams has a 

significant and favorable effect on their purchase intention. Moreover, Authentic storytelling 

and brand content strategies on TikTok are essential to transforming favorable attitudes into 

actual purchase intentions. 

H5 (Personal Congruence × Attitude → Purchase Intention; β = 0.18, p = 0.001), The 

moderating effect of personal congruence is also confirmed. The results show that when the 

perceived personality of a brand or TikTok content aligns with that of the user (self-
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congruence), the relationship between attitude and purchase intention is strengthened. This 

finding supports the self-congruence theory proposed by Sirgy (1982) and Malär et al. (2011), 

which posits that consumers prefer brands reflecting their own identity. 

Koay, Lim and Lim (2024) show that when the congruence between the consumer and the 

influencer is high, the consumer develops a more positive attitude towards the brand, which 

increases their intention to make impulsive online purchases. In the same context, Heigl et al., 

(2024), prove that the congruence between the TikTok influencer, the brand and the consumers 

strongly influence perceived credibility, authenticity, user attitude and their purchase intention. 

In other words, the more a brand is perceived as consistent with the user’s values and lifestyle, 

the more effectively a favorable attitude translates into purchase intention. Brands should 

ensure that their TikTok communication reflects values and tones consistent with their target 

audience’s personality in order to maximize the conversion of positive attitudes into purchasing 

behavior. 

Conclusion 

This study provided an in-depth examination of how Generation Z’s e-lifestyle influences their 

attitudes toward TikTok, as well as the subsequent effects on sustainable usage intention, brand 

attitude, and purchase intention. The results obtained through the PLS method confirm the 

validity of the proposed conceptual model and highlight significant relationships among all the 

variables studied. 

The analyses show that e-lifestyle is a key determinant in the formation of positive attitudes 

toward TikTok. These attitudes, in turn, foster a sustainable intention to use the platform and 

strengthen users’ attitudes toward brands active on it. Brand attitude directly influences 

purchase intention, confirming the central role of brand attachment and perception in shaping 

digital purchasing behavior. Finally, personal congruence acts as a significant moderator: the 

more users perceive a match between their own identity and that of the brand, the more likely 

their positive attitude is to translate into purchase intention. 

By focusing on Tunisian youth, this research contributes to a deeper understanding of digital 

behaviors within a culturally distinct and rapidly evolving context. It highlights TikTok’s 

potential not only as a platform for entertainment but also as a strategic tool for building brand–
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consumer relationships—provided that content remains authentic, engaging, and aligned with 

the audience’s identity values. 

Managerial Implications and Limitations 

This study offers several practical insights for marketers and brand managers seeking to 

effectively engage Generation Z on TikTok and similar social media platforms. 

First, understanding that e-lifestyle strongly shapes users’ attitudes toward TikTok highlights 

the need for brands to design communication strategies aligned with the digital habits, values, 

and content consumption patterns of their target audiences. Campaigns that authentically reflect 

users’ digital lifestyles are more likely to generate positive attitudes, enhance engagement, and 

foster long-term platform use. For example, brands could develop TikTok content strategies 

tailored to different e-lifestyle profiles. 

Second, the confirmation of the moderating role of personal congruence between users and 

brands underscores the importance of identity alignment in digital marketing. Brands that 

successfully mirror the self-concept, values, and lifestyle of Generation Z consumers can 

transform favorable attitudes into actual purchase intentions more effectively. This can be 

achieved by working on brand image, storytelling, and values to enhance self-congruence. This 

finding encourages marketers to prioritize personalized, relatable, and value-driven brand 

communication that resonates with the self-identity of their audience. 

Finally, given the cultural specificity of the Tunisian context, both local and global brands 

should adapt their digital marketing approaches to account for regional norms, social values, 

and behavioral patterns. By integrating cultural nuances into digital campaigns, brands can 

increase their relevance and emotional resonance, ultimately strengthening consumer trust, 

loyalty, and advocacy in emerging markets. 

Despite its theoretical and practical contributions, this study is not without limitations. 

First, the use of a non-probabilistic convenience sampling method limits the generalizability of 

the findings beyond the sample studied. Additionally, the presence of participants under 18 

raises potential ethical concerns. Future research should employ more representative sampling 

techniques to enhance external validity. 
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Second, the cross-sectional design restricts the ability to infer causal relationships. Longitudinal 

studies would provide deeper insights into how e-lifestyle and attitudes evolve over time in 

response to technological and cultural changes. 

Third, the study focuses exclusively on TikTok and Tunisian Generation Z users, which may 

limit the applicability of the results to other social media platforms, age groups, or cultural 

contexts. Comparative studies across different platforms (e.g., Instagram, Snapchat) or 

generations could reveal interesting variations in digital engagement patterns. 

Finally, since the data were collected through self-reported questionnaires, potential biases such 

as social desirability, response consistency, and self-selection of respondents cannot be entirely 

ruled out. The use of a single analytical tool (PLS-SEM) also represents a limitation. Future 

research could complement quantitative findings with qualitative approaches—such as 

interviews or focus groups—to gain a deeper understanding of users’ motivations, perceptions 

of self-congruence, and emotional attachment to brands. 

Appendices  
 

Appendix 1 

Table 1 : Measurement Scales 

Construct 
 

Items label 
 

Purchase Intention on 
TikTok  
Moon et Kim (2001)  

PI1 – I would definitely buy products from TikTok in the near future. 
PI2 – I intend to buy on TikTok in the near future. 
PI3 – It is likely that I will buy on TikTok in the near future. 
PI4 – I plan to buy on TikTok in the near future. 

Self-Congruence  
Xu and Pratt (2018) 

C1_This brand suits me very well. 
C2_The compatibility between me and this brand is high. 
C3_The alignment between me and this brand is high. 
C4 –The congruence between me and this brand is high. 

Attitude toward TikTok 
Ellisson et al (2007) 

Att1 – TikTok is part of my daily activities. 
Att2 – I am proud to tell people that I am on TikTok. 
Att3 – TikTok has now become part of my daily life. 
Att4 – I feel disconnected when I have not logged into TikTok for some 
time. 

Attitude toward the brand 
Chattopadhyay et Basu 
(1990) 

Ab1-Brands promoted on Tiktok are good. 
Ab2- I like brands proted on Tiktok. 
Ab3- Brands promoted on Tiktok are nice. 
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Sustainable Intention to use 
Tiktok Bhattacherjee  
(2001) 

CI1-TT – I intend to continue using TikTok in the future. 
CI2-TT – I will continue using TikTok rather than stop using it. 
CI3-TT – My intention is to continue using TikTok. 

E-Lifestyle (Yu, 2011) ELS1 – I often spend a lot of time examining ICT-based products and 
services. 
ELS2 – I keep myself informed about the latest developments in ICT-based 
products and services. 
ELS3 – I am very interested in discovering how to use ICT-based products 
and services. 
ELS4 – I am very happy to learn about new ICT-based products and 
services. 
ELS5 – I enjoy acquiring knowledge about ICT. 
ELS6 – Keeping up with the latest ICT trends is very important to me. 

 

 

 

 Appendix 2  

 

Table 2 : Sample Description 

Variable Category Frequency (n) Percentage (%) 
Gender Male 140 46.7% 
 Female 155 51.7% 
 Other / Prefer not to say 5 1.6% 
Age 16–18 years 60 20% 
 19–21 years 150 50% 
 22–24 years 90 30% 
Education Level High school / Secondary 70 23.3% 
 Currently in higher education 180 60% 
 University graduate 50 16.7% 
Employment Status Student 200 66.7% 
 Employed 70 23.3% 
 Unemployed / Other 30 10% 
Geographical Location Major city (e.g., Tunis) 180 60% 
 Other city 90 30% 
 Rural area 30 10% 
Daily Social Media Usage <1 hour 15 5% 
 1–3 hours 90 30% 
 3–5 hours 120 40% 
 >5 hours 75 25% 
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