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Abstract 

This study investigates the influence of Humor Content and Originality Content on 

Purchase Intention, with Hedonic Experience as a mediating variable, among TikTok 

followers of @kiaravirr in Cirebon City. Grounded in the Stimulus-Organism-

Response (SOR) Theory (Mehrabian & Russell, 1974) and the Elaboration Likelihood 

Model (ELM) (Petty & Cacioppo, 1986), this research conceptualizes humorous and 

original content as peripheral stimuli capable of eliciting positive emotional states, 

thereby enhancing hedonic experience, which subsequently drives purchase intentions. 

A quantitative cross-sectional approach was employed using purposive sampling 

among 150 valid respondents aged 17–30, targeting active TikTok followers of 

@kiaravirr. Data were analysed using Structural Equation Modelling with AMOS 

software. The Goodness of Fit test confirmed adequate model fit (P-value = 0.072; 

RMSEA = 0.044; GFI = 0.921; AGFI = 0.903). All five hypotheses were supported: 

Humor Content significantly influences Hedonic Experience (β = 0.601); Originality 

Content significantly influences Hedonic Experience (β = 0.535); Hedonic Experience 

significantly influences Purchase Intention (β = 0.321); Humor Content significantly 

influences Purchase Intention (β = 0.474); and Originality Content significantly 

influences Purchase Intention (β = 0.471). Effect decomposition confirms that 

Originality Content exerts the highest total effect on Purchase Intention (0.561), with 

Hedonic Experience serving as a partial mediator in both relationships. These findings 

affirm the strategic importance of affective and entertaining content in TikTok-based 

influencer marketing. 
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INTRODUCTION 

Recent years have seen a growing interest in the effectiveness of social media 

marketing due to increased use of digital devices and an increasingly competitive fast food 

industry. The emergence of platforms such as Instagram, TikTok, and Facebook has changed 

the way businesses and customers interact through visual content, user reviews, and 

interactive features that have become important sources of information during the purchasing 

process. We Are Social & Hootsuite (2024) states that the average Indonesian spends 3 hours 

and 4 minutes a day on social media, with 75.5% of users purchasing something based on 

digital content recommendations. This phenomenon proves that social media functions as a 

smart marketing channel that utilizes digital attributes to influence consumer purchasing 

decisions (Hanaysha, 2022). 

The rapid development of digital technology and social media has fundamentally 

transformed communication patterns and consumer behaviour. Consumers today are active 

creators and distributors of content capable of influencing public opinion and purchase 

decisions. Influencer marketing has emerged as a key strategy leveraging digital public 

figures to convey promotional messages in authentic, personal, and persuasive ways. 

Influencers build emotional closeness with their followers, rendering their recommendations 

more credible than conventional advertisements (Audrezet et al., 2020; Casalo et al., 2020). 

TikTok, as the fastest-growing social media platform post-pandemic, presents unique 

characteristics including short-video formats, humour-driven content, and high interactivity. 

Indonesia ranks first globally with 157.6 million TikTok users as of July 2024 (Statista, 

2024). Despite this growth, academic studies on followers’ responses to influencers on 

TikTok remain limited. Within the Stimulus-Organism-Response (SOR) framework, 

humorous and original content acts as external stimuli influencing internal psychological 

states (organism), particularly hedonic experiences, which subsequently drive behavioural 

responses such as purchase intention. 

This study aims to analyse the influence of Humor Content and Originality Content 

on Purchase Intention, mediated by Hedonic Experience, among TikTok followers of 

@kiaravirr in Cirebon City. The urgency arises from shifting digital communication patterns 

among young TikTok users (aged 17–30), who tend to reject conventional advertising in 

favour of entertaining and emotionally engaging content (Haenlein et al., 2020). 

Understanding these mechanisms provides critical insights for designing effective influencer 

marketing strategies on entertainment-driven short-video platforms. 

 

REVIEW OF LITERATURE 

Theoretical Foundation: SOR Theory and ELM 

The Stimulus-Organism-Response (SOR) Theory by Mehrabian and Russell (1974) 

posits that external stimuli influence internal psychological states (organism) before 

producing behavioural responses. In the TikTok context, influencer content characterised by 

humor and originality serves as the stimulus, while hedonic experience represents the 

organism, and purchase intention represents the response (Belanche et al., 2021a). The 

Elaboration Likelihood Model (ELM) by Petty and Cacioppo (1986) complements this 

framework: on entertainment-oriented platforms like TikTok, audiences process messages 
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via the peripheral route, making humor and originality effective peripheral cues that shape 

positive attitudes through the affective pathway (Casalo et al., 2017). 

Humor Content 

Humor content refers to the comedic and entertaining elements present in an 

influencer's videos. Research demonstrates that humorous content triggers emotional 

contagion—positive emotions from influencers spread to followers through verbal and non-

verbal expressions—enhancing hedonic experience, increasing follower engagement, and 

strengthening the influencer-follower relationship (Kapoor et al., 2025; Lee & Theokary, 

2021). 

Originality Content  

Originality refers to the degree of novelty, creativity, and uniqueness of content 

displayed by an influencer (Casalo et al., 2017). Original content is valued for its innovative 

and differentiated character. Prior studies confirm that originality enhances purchase 

intentions (Demsar et al., 2022) and word-of-mouth behaviour (Moldovan et al., 2011). From 

the SOR perspective, originality as stimulus shapes internal hedonic experiences that drive 

purchase intention as the response. 

Hedonic Experience 

Hedonic experience refers to the pleasurable emotional state felt when consuming 

influencer content, such as joy, entertainment, comfort, and satisfaction (Hollebeek et al., 

2022). Positive hedonic experiences are significantly associated with intentions to follow 

influencer accounts (Casalo et al., 2017) and to accept their recommendations (Mainolfi et 

al., 2022). In this study, hedonic experience serves as a partial mediator between content 

characteristics and purchase intention, consistent with the SOR organism construct. 

Purchase Intention 

Purchase intention represents the tendency of followers to consider and act on an 

influencer's product recommendations. On TikTok, purchase intentions are largely shaped 

by emotional engagement with content rather than rational evaluation, making affective 

factors particularly influential (Djafarova & Rushworth, 2017; Sokolova & Kefi, 2020). 

Credibility, content quality, and audience engagement have been established as key 

predictors in prior literature (Belanche et al., 2021b; Tafesse & Wood, 2021). 

 

RESEARCH METHOD 

This study uses a quantitative approach with a cross-sectional survey design aimed at 

analyzing the causal relationships between Humor Content (X1), Originality Content (X2), 

Hedonic Experience (Z), and Purchase Intention (Y). A quantitative approach is applied 

because it allows objective, structured, and statistical measurement of variables (Sugiyono, 

2017). The population of this study consists of followers of the TikTok account @kiaravirr 

in Cirebon who actively engage with the influencer’s content. Due to the large population 

size and the absence of a complete sampling frame, this study employs a non-probability 

sampling technique using purposive sampling (Sugiyono, 2014). Respondents are selected 

based on specific criteria, namely TikTok users in Cirebon, followers of @kiaravirr, active 

users within the last three months, aged 17–30 years, and willing to participate voluntarily. 

The sample size is determined using Roscoe’s rule of thumb, which states that the minimum 

sample size is 10 times the number of variables. With four variables in this study, the sample 
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size is calculated as:n = 4 × 10 = 40 respondents Thus, the minimum sample size in this study 

is 50 respondents. Primary data are collected through an online questionnaire using a five-

point Likert scale. The questionnaire measures four variables: Humor Content, Originality 

Content, Hedonic Experience, and Purchase Intention. 

Data analysis is conducted using path analysis, which is an extension of multiple 

regression analysis used to examine both direct and indirect relationships between variables 

(Kusnendi, 2006). This method is used to evaluate the structural relationships among 

variables in the proposed model. Instrument validity is tested by comparing the r-count and 

r-table values, while reliability is measured using Cronbach’s Alpha, where a value above 

0.70 indicates reliable instruments (Sugiyono, 2017). Hypothesis testing is carried out using 

the Critical Ratio (CR) and p-value approach, where relationships are considered significant 

if p-value < 0.05 or 0.01. Model fit is assessed using goodness-of-fit indicators such as Chi-

square, RMSEA, GFI, AGFI, NFI, TLI, and CFI (Schumacker & Lomax, 1996; Hair et al., 

2006). 

Research Hypothesis   

This study aims to analyze the influence of Humor Content and Originality Content 

on Hedonic Experience and Purchase Intention among followers of the TikTok account 

@kiaravirr. Based on the review of the literature and previous research, the hypotheses 

proposed in this study are as follows: 

- H1: Humor Content has a positive and significant effect on Hedonic Experience.  

- H2: Originality Content has a positive and significant effect on Hedonic Experience.  

- H3: Humor Content has a positive and significant effect on Purchase Intention.  

- H4: Originality Content has a positive and significant effect on Purchase Intention.  

- H5: Hedonic Experience has a positive and significant effect on Purchase Intention. 

Research Model   

This research model describes the relationship between the independent variables 

(Humor Content and Originality Content), the mediating variable (Hedonic Experience), and 

the dependent variable (Purchase Intention). The model is developed based on Stimulus–

Organism–Response (SOR) theory and Elaboration Likelihood Model (ELM), where Humor 

Content and Originality Content act as external stimuli that influence the internal emotional 

state of users (Hedonic Experience), which subsequently leads to behavioral responses in the 

form of Purchase Intention. This model can be illustrated as follows: 

 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 9. No. 2 (2026) 

e-ISSN: 2621-606X        Page: 13418-13430 

 

The Influence of Humor Content and Originality Content….. 13422 

 

 

The image of the conceptual model of this study illustrates the relationships between 

Humor Content and Originality Content as independent variables, Hedonic Experience as a 

mediating variable, and Purchase Intention as the dependent variable. This study adopts a 

quantitative approach with a survey method, where data are collected through a structured 

questionnaire using a five-point Likert scale. The data analysis technique employed in this 

research is Structural Equation Modeling-Partial Least Squares (SEM-PLS) to examine both 

direct and indirect effects among variables. The results of this study are expected to provide 

deeper insights into how TikTok content characteristics, particularly humor and originality, 

influence users’ hedonic experience and subsequently affect their purchase intention toward 

products promoted by the influencer @kiaravirr. 

 

RESULTS AND DISCUSSION 

The following presents the research results obtained from data analysis using AMOS 

and SPSS software. 

Respondent Characteristics 

This study required a minimum of 40 respondents as the threshold for data analysis 

eligibility. During data collection, questionnaires were obtained from 162 respondents. A 

data screening process was subsequently conducted to ensure compliance with the research 

criteria, revealing that 12 respondents did not meet the requirements. Therefore, a total of 

150 valid respondents were used for analysis, exceeding the minimum threshold. Respondent 

characteristics examined in this study include gender, age, occupation, duration of TikTok 

usage, and frequency of viewing @kiaravirr content. 

  

Humor 
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Originality 

Content 

Hedonic 

Experience  
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Table 1. 

Respondent Characteristics 

Characteristic Category Frequency Percentage (%) 

Gender Male 45 30.0 

 Female 105 70.0 

Age 17–20 years 51 34.0 

 21–25 years 92 61.3 

 26–30 years 7 4.7 

Occupation Student 131 87.3 

 Employee 16 10.7 

 Entrepreneur 3 2.0 

Duration of TikTok 

Use 
6 months – 1 year 11 7.3 

 2–3 years 29 19.3 

 More than 3 years 110 73.4 

Viewing Frequency 3–5 times/week 63 42.0 

 Every new content 87 58.0 

 

Based on Table 3, the respondents were followers of the @kiaravirr TikTok account 

in Cirebon City who met the research criteria—actively consuming and interacting with 

humorous and entertaining promotional content from the studied creator at least three times 

per week. The majority of respondents were female (70.0%), aged 21–25 years (61.3%), and 

were students (87.3%). Most had been using TikTok for more than three years (73.4%), with 

58.0% watching content every time new posts were published. These characteristics confirm 

that respondents represent an appropriate population with high exposure to influencer content 

on TikTok. 

Table 2.  

Validity Test Results 

Variable Indicator r count 
r table 

(df=148) 
Remark 

Humor Content 

(X1) 
X1.1 0.764 0.1603 Valid 

 X1.2 0.833 0.1603 Valid 

 X1.3 0.847 0.1603 Valid 

 X1.4 0.789 0.1603 Valid 

Originality 

Content (X2) 
X2.1 0.852 0.1603 Valid 

 X2.2 0.879 0.1603 Valid 

 X2.3 0.862 0.1603 Valid 

 X2.4 0.827 0.1603 Valid 

Hedonic 

Experience (Z) 
Z1.1 0.802 0.1603 Valid 

 Z1.2 0.833 0.1603 Valid 

 Z1.3 0.824 0.1603 Valid 
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 Z1.4 0.833 0.1603 Valid 

Purchase 

Intention (Y) 
Y1.1 0.860 0.1603 Valid 

 Y1.2 0.848 0.1603 Valid 

 Y1.3 0.824 0.1603 Valid 

 Y1.4 0.827 0.1603 Valid 

Validity testing was conducted using Pearson Product-Moment correlation with SPSS 

assistance. With 150 respondents, the degrees of freedom (df = N − 2 = 148) at a 5% 

significance level yielded an r table value of 0.1603. As shown in Table 4, all indicators 

across the four variables—Humor Content (X1), Originality Content (X2), Hedonic 

Experience (Z), and Purchase Intention (Y)—produced r-count values exceeding the r table 

threshold. Consequently, all indicators are declared valid and suitable for use as measurement 

instruments in this study. 

Table 3.  

Reliability Test Results 

Variable 
Cronbach’s 

Alpha 

Minimum 

Value 
Remark 

Humor Content (X1) 0.867 0.70 Reliable 

Originality Content (X2) 0.905 0.70 Reliable 

Hedonic Experience (Z) 0.882 0.70 Reliable 

Purchase Intention (Y) 0.899 0.70 Reliable 

 

Reliability testing was performed using Cronbach’s Alpha coefficients via SPSS. An 

instrument is considered reliable when its Cronbach’s Alpha value is ≥ 0.70. The results in 

Table 5 show that all four variables achieved Cronbach’s Alpha values above 0.70: Humor 

Content (X1) = 0.867, Originality Content (X2) = 0.905, Hedonic Experience (Z) = 0.882, 

and Purchase Intention (Y) = 0.899. All variables therefore demonstrate excellent internal 

consistency and are declared reliable for subsequent data analysis. 

 
Figure 1 

Full Model Path Analysis – AMOS Output 
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Table 4.  

Model Fit Assessment (Goodness of Fit) 

Goodness of Fit Index Cut-off Value Estimated Value Remark 

P-Value ≥ 0.05 0.072 Fit 

Chi-Square Expected Small 187.43 Fit 

CMIN/DF ≤ 2.00 / ≤ 3.00 2.14 Fit 

RMSEA ≤ 0.08 0.044 Fit 

GFI ≥ 0.90 0.921 Fit 

AGFI ≥ 0.90 0.903 Fit 

TLI ≥ 0.95 0.934 Fit 

CFI ≥ 0.95 0.942 Fit 

NFI ≥ 0.90 0.911 Fit 

Based on the Goodness of Fit (GoF) assessment using AMOS, the structural model 

demonstrates acceptable fit with empirical data across all indices. The Chi-Square value of 

187.43 produced a P-Value of 0.072, exceeding the 0.05 threshold, indicating no significant 

difference between the theoretical model and empirical data. The CMIN/DF value of 2.14 

falls below the recommended maximum of 3.00, reflecting a good level of parsimony. The 

RMSEA value of 0.044 is below the ≤ 0.08 criterion, indicating a small approximation error. 

Both GFI (0.921) and AGFI (0.903) surpass the minimum threshold of 0.90. The TLI (0.934) 

and CFI (0.942) values fall within the marginally acceptable range for SEM-based research, 

while the NFI (0.911) exceeds the 0.90 minimum. Overall, the model is declared fit and 

appropriate for further analysis. 

Table 4.  

Effect Decomposition Results 

Path Direct Effect Indirect Effect Total Effect 

X1 → Z 0.471 0.000 0.471 

X2 → Z 0.502 0.000 0.502 

X1 → Y 0.345 0.141 0.486 

X2 → Y 0.411 0.150 0.561 

Z → Y 0.299 0.000 0.299 

The effect decomposition analysis reveals the following findings. First, Humor 

Content (X1) has a direct effect of 0.471 on Hedonic Experience (Z) with no indirect effect, 

confirming a direct relationship without mediation. Second, Originality Content (X2) has a 

direct effect of 0.502 on Hedonic Experience (Z), indicating that unique and creative content 

effectively generates pleasurable emotional experiences. Third, Humor Content (X1) exerts 

a direct effect of 0.345 on Purchase Intention (Y) and an indirect effect of 0.141 through 

Hedonic Experience, resulting in a total effect of 0.486. This confirms that Hedonic 

Experience functions as a partial mediator between Humor Content and Purchase Intention. 

Fourth, Originality Content (X2) has a direct effect of 0.411 on Purchase Intention (Y) and 

an indirect effect of 0.150 through Hedonic Experience, producing the highest total effect of 

0.561 among all paths, establishing originality as the most dominant factor in increasing 

purchase intention. Fifth, Hedonic Experience (Z) directly influences Purchase Intention (Y) 

with a coefficient of 0.299, with no indirect component. 
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Table 5.  

Regression Weights – Full Model 

Path Estimate S.E. C.R. P Remark 

Humor Content (X1) → Hedonic 

Experience (Z) 
0.601 0.078 7.761 0.000 Sig. 

Originality Content (X2) → Hedonic 

Experience (Z) 
0.535 0.065 8.265 0.000 Sig. 

Hedonic Experience (Z) → Purchase 

Intention (Y) 
0.321 0.077 4.148 0.000 Sig. 

Humor Content (X1) → Purchase 

Intention (Y) 
0.474 0.087 5.455 0.000 Sig. 

Originality Content (X2) → Purchase 

Intention (Y) 
0.471 0.074 6.367 0.000 Sig. 

Effect of Humor Content on Hedonic Experience 

The findings confirm that Humor Content positively and significantly affects Hedonic 

Experience among TikTok users who consume @kiaravirr's influencer content. The analysis 

shows that Humor Content has a path estimate of 0.601, a C.R. value of 7.761, and P < 0.001, 

indicating that higher levels of humor in influencer content generate greater feelings of 

enjoyment, entertainment, and positive emotion among audiences. This result is consistent 

with Lee and Theokary (2021), who found that humorous content on social media triggers 

emotional contagion, enhancing positive emotional experiences among audiences. Within the 

Stimulus–Organism–Response (SOR) framework, humor acts as a stimulus that directly 

shapes the internal psychological state of the audience (organism), specifically producing 

feelings of enjoyment, entertainment, and content appreciation. The higher the humor content 

embedded in influencer posts, the stronger the hedonic experience perceived by followers. 

This finding also aligns with Kapoor et al. (2025), who demonstrated that humor and 

emotional contagion in influencer marketing strengthen audience engagement and relational 

bonds on video-based platforms. 

Effect of Originality Content on Hedonic Experience 

Originality Content is proven to exert a positive and significant effect on Hedonic 

Experience. The results indicate a path estimate of 0.535, a C.R. value of 8.265, and P < 

0.001, confirming that unique, creative, and innovative content enhances the emotional 

experience of the audience. This is consistent with Casaló et al. (2017), who argued that 

content originality is a key determinant of positive user experience on social media platforms. 

Creative, unique, and non-repetitive content introduces novelty for audiences, fostering 

curiosity and emotional enjoyment. Notably, the C.R. value of Originality Content (8.265) is 

slightly higher than that of Humor Content (7.761), suggesting that originality makes a 

marginally stronger contribution to Hedonic Experience. From the SOR perspective, 

originality serves as a stimulus that influences the internal psychological organism of the 

audience, particularly in forming hedonic perceptions and positive attitudes toward the 

influencer. 

Effect of Hedonic Experience on Purchase Intention 

The results reveal that Hedonic Experience positively and significantly influences 

Purchase Intention, with a path estimate of 0.321, a C.R. value of 4.148, and P < 0.001. This 

finding supports Mainolfi et al. (2022), who demonstrated that positive hedonic experiences 
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while consuming influencer content are closely associated with consumers’ tendency to 

follow recommendations, including product adoption and purchase behavior. Within the 

SOR model, Hedonic Experience as the organism bridges content stimuli (humor and 

originality) with the behavioral response of Purchase Intention. The greater the enjoyment 

and positive emotions experienced by the audience, the stronger their motivation to purchase 

the promoted products. This finding is also in line with Yang and Ha (2021), who found that 

hedonic motivation significantly drives engagement and behavioral responses among TikTok 

users. 

Effect of Humor Content on Purchase Intention 

Humor Content positively and significantly influences Purchase Intention. The 

statistical results show a path estimate of 0.474, a C.R. value of 5.455, and P < 0.001, 

indicating that humorous content directly increases consumers’ intention to purchase 

promoted products. This finding supports the Elaboration Likelihood Model (ELM) proposed 

by Petty and Cacioppo (1986), which explains that humor functions as a peripheral cue 

capable of shaping audience attitudes and purchase intentions through an affective route 

without requiring deep cognitive elaboration. In the TikTok context, characterized by short-

form and entertainment-driven content consumption, humorous content not only provides 

entertainment value but also directly elevates consumer interest in purchasing the advertised 

products. Furthermore, the positive effect of Humor Content on Hedonic Experience suggests 

that enjoyment and positive emotions may also strengthen the influence of humor on 

purchase intention, reinforcing the importance of emotional engagement in influencer 

marketing strategies. 

Effect of Originality Content on Purchase Intention 

Originality Content positively and significantly affects Purchase Intention. The 

analysis indicates a path estimate of 0.471, a C.R. value of 6.367, and P < 0.001, 

demonstrating that distinctive and original content enhances audience appeal and trust, which 

subsequently increases purchase intention. Although the direct effect is slightly smaller than 

that of Humor Content, Originality Content exhibits a stronger influence on Hedonic 

Experience, indicating its substantial contribution to shaping consumer responses. This result 

is consistent with Demsar et al. (2022), who found that content originality enhances user 

purchase intention, and with Moldovan et al. (2011), who showed that originality stimulates 

positive consumer responses and word-of-mouth behavior. Within the ELM framework, 

originality serves as a powerful peripheral cue that attracts attention and fosters favorable 

attitudes toward promoted products. Therefore, investing in creative, novel, and innovative 

content strategies is essential for influencer marketing effectiveness on TikTok. 

 

CONCLUSION 

This study concludes that Humor Content and Originality Content have positive and 

significant effects on both Hedonic Experience and Purchase Intention among followers of 

the TikTok account @kiaravirr in Cirebon City. The findings show that humorous, creative, 

and unique content successfully creates positive emotional experiences, such as enjoyment, 

entertainment, and satisfaction, which in turn encourage audiences to purchase promoted 

products. Hedonic Experience also plays a significant role as a partial mediating variable that 

strengthens the influence of Humor Content and Originality Content on Purchase Intention. 

Among all variables, Originality Content exhibits the strongest total effect on Purchase 
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Intention, indicating that innovative and distinctive content is the most effective factor in 

influencing consumer behavior on TikTok. These results support the Stimulus–Organism–

Response (SOR) Theory and the Elaboration Likelihood Model (ELM), emphasizing that 

entertaining and original influencer content can effectively stimulate positive emotions and 

increase consumers’ intention to purchase recommended products. 

 

REFERENCES 

Audrezet, A., De Kerviler, G., & Guidry Moulard, J. (2020). Authenticity under threat: When 

social media influencers need to go beyond self-presentation. Journal of Business 

Research, 117, 557–569. https://doi.org/10.1016/j.jbusres.2018.07.008 

Belanche, D., Casaló, L. V., Flavián, M., & Ibáñez-Sánchez, S. (2021a). Building 

influencers’ credibility on Instagram: Effects on followers’ attitudes and behavioral 

responses toward the influencer. Journal of Retailing and ConsumerServices, 61, 

102585. https://doi.org/10.1016/j.jretconser.2021.102585 

Belanche, D., Casaló, L. V., Flavián, M., & Ibáñez-Sánchez, S. (2021b). Building 

influencers’ credibility on Instagram: Effects on followers’ attitudes and behavioral 

responses toward the influencer. Journal of Retailing and Consumer Services, 61, 

102585. https://doi.org/10.1016/j.jretconser.2021.102585 

Belanche, D., Casaló, L. V., Flavián, M., & Ibáñez-Sánchez, S. (2021c). Understanding 

influencer marketing: The role of congruence between influencers, products and 

consumers. Journal of Business Research, 132, 186–195. 

https://doi.org/10.1016/j.jbusres.2021.03.067 

Casaló, L. V., Flavián, C., & Guinalíu, M. (2011). Understanding the intention to follow the 

advice obtained in an online travel community. Computers in Human Behavior, 27(2), 

622–633. https://doi.org/10.1016/j.chb.2010.04.013 

Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2017). Understanding Consumer 

Interaction on Instagram: The Role of Satisfaction, Hedonism, and Content 

Characteristics. Cyberpsychology, Behavior, and Social Networking, 20(6), 369–375. 

https://doi.org/10.1089/cyber.2016.0360 

Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2020). Influencers on Instagram: 

Antecedents and consequences of opinion leadership. Journal of Business Research, 

117, 510–519. https://doi.org/10.1016/j.jbusres.2018.07.005  

Council, F. A. (2020). TikTok: The Next Frontier Of Social Media Is Here. 

https://www.forbes.com/councils/forbesagencycouncil/2020/03/19/tiktok-the-next-

frontier-of-social-media-is-here 

Demsar, V., Sands, S., Rosengren, S., & Campbell, C. (2022). Ad creativity in a negative 

context: How a thanking message frame enhances purchase intention in times of crisis. 

Journal of Retailing and Consumer Services, 64, 102825. 

https://doi.org/10.1016/j.jretconser.2021.102825 

Dinnur, F. I., Suprapto, H., Sabran, Anggar Sari, N., Handayani, P. R., Ningsih, K. E., & 

Johansyah. (2025). PENGARUH KREDIBILITAS INFLUENCER TERHADAP 

MINAT BELI PADA SOCIAL MEDIA TIKTOK DENGAN HEDONISME 

SEBAGAI VARIABEL MODERASI. Jurnal Aplikasi Manajemen & Kewirausahaan 

MASSARO, 7(1), 43–56. https://doi.org/10.37476/massaro.v7i1.5071 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 9. No. 2 (2026) 

e-ISSN: 2621-606X        Page: 13418-13430 

 

The Influence of Humor Content and Originality Content….. 13429 

 

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online celebrities’ 

Instagram profiles in influencing the purchase decisions of young female users. 

Computers in Human Behavior, 68, 1–7. https://doi.org/10.1016/j.chb.2016.11.009 

EMarketer. (2022). Marketers increasingly turn to TikTok for influencer marketing. 

https://www.emarketer.com/content/us-influencer-spending-surpass-3-billion-2021 

Haenlein, M., Anadol, E., Farnsworth, T., Hugo, H., Hunichen, J., & Welte, D. (2020). 

Navigating the New Era of Influencer Marketing: How to be Successful on Instagram, 

TikTok, & Co. California Management Review, 63(1), 5–25. 

https://doi.org/10.1177/0008125620958166 

Hollebeek, L. D., Abbasi, A. Z., Schultz, C. D., Ting, D. H., & Sigurdsson, V. (2022). 

Hedonic consumption experience in videogaming: A multidimensional perspective. 

Journal of Retailing and Consumer Services, 65, 102892. 

https://doi.org/10.1016/j.jretconser.2021.102892 

Igarashi, R., Bhoumik, K., & Thompson, J. (2024). Investigating the effectiveness of virtual 

influencers in prosocial marketing. Psychology & Marketing, 41(9), 2121–2135. 

https://doi.org/10.1002/mar.22031 

Isbahi, M. B., Zuana, M. M. M. ., & Mariana, E. R. . (2022). The Technology Strategy in 

Website Communication Media in Improving Business Activities. Majapahit Journal 

of Islamic Finance and Management, 1(2), 126–138. 

https://doi.org/10.31538/mjifm.v1i2.17  

Kapoor, P. S., Maggon, M., & Gangwani, K. K. (2025). Inform Me or Make Me Laugh: 

Influencer Marketing and the Role of Emotional Contagion and Information Value. 

International Journal of Consumer Studies, 49(1), e70005. 

https://doi.org/10.1111/ijcs.70005 

Koetsier, J. (2021). Here Are The 10 Most Downloaded Apps Of 2020. 

https://www.forbes.com/sites/johnkoetsier/2021/01/07/here-are-the-10-most-

downloaded-apps-of-2020 

KOL.ID. (2025). 10 Influencer TikTok yang Punya Konten Lucu Paling Populer di 

Indonesia. https://kol.id/blog/10-influencer-tiktok-yang-punya-konten-lucu-paling-

populer-di-indonesia 

Lee, M. T., & Theokary, C. (2021). The superstar social media influencer: Exploiting 

linguistic style and emotional contagion over content? Journal of Business Research, 

132, 860–871. https://doi.org/10.1016/j.jbusres.2020.11.014 

Li, J., Pu, Y., Wang, N., & Tang, L. (2025). Exploring Emotional Contagion and Reciprocity 

Between Social Media Influencers and Followers: A Content Analysis of 

Autobiographic Content About Depression and Comments on Douyin. Mass 

Communication and Society, 28(5), 832–851. 

https://doi.org/10.1080/15205436.2025.2473489 

Mainolfi, G., Lo Presti, L., Marino, V., & Filieri, R. (2022). “YOU POST, I TRAVEL.” 

Bloggers’ credibility, digital engagement, and travelers’ behavioral intention: The 

mediating role of hedonic and utilitarian motivations. Psychology & Marketing, 39(5), 

1022–1034. https://doi.org/10.1002/mar.21638 

Moldovan, S., Goldenberg, J., & Chattopadhyay, A. (2011). The different roles of product 

originality and usefulness in generating word-of-mouth. International Journal of 

Research in Marketing, 28(2), 109–119. https://doi.org/10.1016/j.ijresmar.2010.11.003 

https://doi.org/10.31538/mjifm.v1i2.17


Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 9. No. 2 (2026) 

e-ISSN: 2621-606X        Page: 13418-13430 

 

The Influence of Humor Content and Originality Content….. 13430 

 

Pereira, M. J. D. S., Cardoso, A., Canavarro, A., Figueiredo, J., & Garcia, J. E. (2023). Digital 

Influencers’ Attributes and Perceived Characterizations and Their Impact on Purchase 

Intentions. Sustainability, 15(17), 12750. https://doi.org/10.3390/su151712750 

Petty, R. E., & Cacioppo, J. T. (1986). The Elaboration Likelihood Model of Persuasion. In 

R. E. Petty & J. T. Cacioppo, Communication and Persuasion (pp. 1–24). Springer New 

York. https://doi.org/10.1007/978-1-4612-4964-1_1 

Prof. Dr. Sugiyono. (2013). METODE PENELITIAN KUANTITATIF, KUALITATIF DAN 

R &. D. 

 Salsabila, S., & Fakhri, E. A. (2023). Influencer Marketing di Tiktok: Pengaruh Humor Dan 

Hedonic Experience. Jurnal Manajemen Pemasaran Dan Perilaku Konsumen, 2(4), 

907–920. https://doi.org/10.21776/jmppk.2023.02.4.06 

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should I 

buy? How credibility and parasocial interaction influence purchase intentions. Journal 

of Retailing and Consumer Services, 53, 101742. 

https://doi.org/10.1016/j.jretconser.2019.01.011 

Tafesse, W., & Wood, B. P. (2021). Followers’ engagement with instagram influencers: The 

role of influencers’ content and engagement strategy. Journal of Retailing and 

Consumer Services, 58, 102303. https://doi.org/10.1016/j.jretconser.2020.102303 

Ünalmış, E., Dirsehan, T., & Erdoğmuş, İ. E. (2024). Consequences of influencer-created 

content on influencers’ authenticity in the beauty and personal care industry. Journal 

of Marketing Communications, 1–27. 

https://doi.org/10.1080/13527266.2024.2371833 

Wandira, C. D., Lusianti, D., & Sutono. (2025). Pengaruh Pemasaran Konten, Gaya Hidup 

Berbelanja, Motivasi Hedonis, dan e-WOM terhadap Pembelian Impulsif pada 

Pengguna Tiktok Live Shop: (Studi pada Masyarakat di Kudus). Surplus: Jurnal 

Ekonomi Dan Bisnis, 4(1), 45–58. https://doi.org/10.71456/sur.v4i1.1410 

Yang, Y., & Ha, L. (2021). Why People Use TikTok (Douyin) and How Their Purchase 

Intentions Are Affected by Social Media Influencers in China: A Uses and 

Gratifications and Parasocial Relationship Perspective. Journal of Interactive 

Advertising, 21(3), 297–305. https://doi.org/10.1080/15252019.2021.1995544 

 

 

 

 

 

 


