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Abstract 

The development of digital technology has driven significant changes in marketing 

strategies and consumer behavior. TikTok Shop has emerged as a social commerce 

platform that combines entertainment with shopping activities through short video 

content and real-time interactions. Aerostreet, a local shoe brand, utilizes this platform 

to expand its market reach and increase its competitiveness. However, sales growth is 

not solely determined by digital marketing activities, but also by consumer perception 

and brand awareness. Based on this phenomenon, this study formulates three main 

questions: whether consumer perception and brand awareness simultaneously have a 

significant effect on increasing online sales, whether consumer perception has a 

significant partial effect, and whether brand awareness partially contributes to 

increasing Aerostreet product sales on TikTok Shop. This study aims to analyze the 

influence of consumer perception and brand awareness using a quantitative associative 

approach through multiple linear regression. Data were obtained from 100 

respondents, TikTok Shop users who purchased Aerostreet products. The results show 

that both independent variables simultaneously have a significant effect on increasing 

online sales. Partially, consumer perception and brand awareness both have a 

significant positive effect. The coefficient of determination (R²) indicates a fairly 

strong contribution of both variables to increasing online sales. This study emphasizes 

the importance of building positive perceptions and increasing brand awareness in 

supporting the success of digital marketing in the era of social commerce. 
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INTRODUCTION 

The development of the industrial sector plays a strategic role in driving a nation’s 

economic growth, as it serves as the engine of production activities, job creation, and the 

enhancement of national competitiveness. In general, industry is understood as an economic 

activity related to the processing of raw materials, intermediate goods, or finished goods 

through production processes that generate value-added products. The complexity of 

industrial processes increases along with regional development, resulting in a broader variety 

and number of industries (Sandi, 2019). 

One of the industrial sectors experiencing significant growth is the footwear industry. 

The shift in the function of shoes—from merely protecting the feet to becoming a fashion 

product—has driven increasing global demand. Indonesia has become one of the key players 

in the global footwear industry, with total production reaching 1.41 billion pairs in 2018, 

placing the country as the fourth-largest shoe producer in the world. The national footwear 

industry is dominated by medium and large enterprises, while small industries are largely 

concentrated in East Java and West Java, contributing substantially to the value chain. 

In the context of consumer behavior, perception plays a crucial role in shaping 

evaluations and purchasing decisions. Consumer perception relates to how individuals 

interpret information through processes of stimulation, organization, and interpretation 

(Kotler & Keller, 2009; Gibson et al., 1994). Each consumer carries different experiences, 

expectations, and backgrounds, resulting in varied perceptions of a product. The more 

positive a consumer’s perception of a product’s quality, benefits, and value, the more likely 

the product is to be chosen. 

In addition to perception, another factor influencing purchasing decisions is brand 

awareness. Brand awareness reflects a consumer’s ability to recognize and recall a brand. It 

forms the foundation for consumer trust and preference while providing an essential basis for 

achieving competitive advantage. Well-known brands tend to be selected more easily 

compared to unfamiliar ones. 

Advancements in digital technology have brought about a fundamental 

transformation in marketing strategies and consumer behavior. Digital marketing enables 

promotional activities through various online platforms such as social media, marketplaces, 

and websites, offering more cost-efficient solutions and broader reach compared to 

traditional marketing (Sanjaya & Tarigan, 2009). As consumer behavior becomes 

increasingly digitally oriented, substantial opportunities emerge for businesses to expand 

through e-commerce. 

One of the digital platforms experiencing rapid growth is TikTok Shop. Unlike 

conventional marketplaces, TikTok Shop integrates short-form video content with a direct 

purchasing system (social commerce), creating a more interactive and persuasive shopping 

experience. Consumers can view reviews, watch product demonstrations, and make 

purchases within the same application. This feature aligns well with the characteristics of 

younger generations who prefer visual content and quick responses. 

In Indonesia, TikTok Shop has experienced substantial user growth. The strategic 

collaboration between TikTok and Tokopedia at the end of 2023 further strengthened the 

social commerce ecosystem by combining Tokopedia’s distribution capabilities with 

TikTok’s content-driven engagement. This integration has reached approximately 143 

million monthly active users, expanding market opportunities for local businesses. 
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One local brand that has capitalized effectively on the opportunities offered by 

TikTok Shop is Aerostreet. This Klaten-based footwear brand is known for its quality 

products, trendy designs, and affordable prices. Aerostreet builds its brand image through the 

slogan “Now Everyone Can Buy a Good Shoes” and the tagline “Lokal Tak Gentar,” 

positioning itself as a competitive local brand. Additionally, Aerostreet actively promotes its 

products through short videos, live streaming, flash sales, and limited-edition collaborations 

with renowned brands—successfully capturing consumer attention on TikTok Shop. 

Aerostreet’s performance on TikTok Shop has shown remarkable results. In the past 

month (June–July 2025), Aerostreet recorded revenues of Rp17.97 billion with total sales of 

164,050 units. Affiliate marketing played a major role in this achievement, with revenue from 

affiliate channels reaching Rp8.68 billion—surpassing direct sales from the official account. 

More than 4,600 active affiliate creators produced over 9,700 promotional content pieces, 

substantially boosting reach and sales conversion. 

Given this phenomenon, it is essential to understand how consumer perception and 

brand awareness influence online sales growth, particularly on platforms that integrate 

entertainment and commerce such as TikTok Shop. The dynamic competition in social 

commerce requires businesses not only to be active in promotional activities but also to build 

positive perceptions and increase brand awareness to remain competitive amid similar 

products. 

This research is expected to provide empirical contributions to the understanding of 

consumer behavior within the social commerce ecosystem, as well as offer strategic 

recommendations for local businesses in utilizing digital platforms to enhance their sales 

performance. 

 

REVIEW OF LITERATURE 

Marketing 

According to Philip Kotler in his book Marketing Management (2000), marketing is 

understood as a managerial and social process that enables individuals or groups to satisfy 

their needs and wants through the creation, offering, and exchange of value or products with 

others. In this definition, marketing involves activities aimed at understanding consumer 

needs, developing products that can meet those needs, and communicating as well as 

distributing those products in ways that generate benefits for the company. 

According to Sumarwan (2015:17) in his book Consumer Behavior and Marketing, 

marketing is defined as the methods or approaches undertaken by companies to create, 

communicate, deliver, and exchange offerings that provide value for the general public, 

business partners, clients, and consumers. 

Consumen Perception  

Kotler and Keller (2016) describe consumer perception as a series of processes 

undertaken by individuals when interpreting, organizing, and selecting information to 

develop meaningful understanding or perceptions of their surrounding environment. This 

perception is crucial because it influences how consumers experience a product, brand, or 

service, and ultimately shapes their purchasing decisions. 

Brand Awareness 

According to Aaker (2018:105) in his book Aaker on Branding: 20 Principles That 

Drive Success, brand awareness is defined as a consumer’s ability to recall and recognize a 
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brand as part of a particular product category. This concept encompasses familiarity with the 

brand’s name, logo, and other elements associated with the brand. 

Kotler and Keller (2009) define brand awareness as the extent to which a brand is recognized 

by consumers and how easily it can be recalled when they think about a particular product 

category. 

E-commerce 

E-commerce, as defined by Laudon and Laudon, refers to business-to-business 

transactions conducted through the internet. E-commerce has introduced numerous 

transformations in the world of commerce. Face-to-face interactions are no longer required 

in the buying and selling process, unlike in traditional stores. Buyers and sellers only need to 

carry out transactions online.  

In the book Principles of Marketing by Kotler and Armstrong (2009), e-commerce, 

or electronic commerce, is described as the process of exchanging, selling, purchasing, or 

distributing information, services, and products conducted online through computer 

networks, particularly the internet. 

Research Method 

A quantitative method with an associative approach is applied in this research. The 

use of a quantitative method functions to measure and analyze the relationships among 

variables based on numerical data processed statistically. The associative approach is 

selected because this study focuses on examining the level of relationship or influence 

between two independent variables—consumer perception and brand awareness—and online 

sales growth as the dependent variable. Active students of the Business Administration Study 

Program at Universitas Pembangunan Nasional “Veteran” East Java who have purchased 

Aerostreet products online through the TikTok Shop platform are designated as the 

population of this research. 

1. Based on the Source of the Data 

The first type of data is categorized according to its source, namely: 

a) Primary data: The primary data in this research were obtained through a 

survey distributed to all respondents using a questionnaire. 

b) Secondary data: The secondary data include the company’s sales reports, 

statistical data from the Central Bureau of Statistics (BPS), previous research 

findings, and scientific articles related to the variables examined in this study. 

According to Bogdan in Hardani et al. (2020:161–162), data analysis is understood 

as an effort to systematically organize and examine data obtained from observation notes, 

interviews, or other sources so that the data can be easily understood and the findings can be 

communicated to others. This ensures that the researcher uses accurate and reliable data in 

the study and enhances the effectiveness of the interpretation process. As part of this 

procedure, the researcher utilized SPSS 27 for Windows. 

 

RESULTS AND DISCUSSION 

validity test 

The validity test in this research was conducted on 100 respondents with a 

significance level (α) of 0.05 (5%). The r-table value was obtained by calculating df = N − 2 

= 100 − 2 = 98, resulting in an r-table value of 0.197. A data item is considered valid if the 

calculated r value (r-count) is greater than the r-table value and if the significance value is 



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

e-ISSN: 2621-606X        Page: 11940-11953 
 

The Influence of Consumer ….. 11944 

 

less than 0.05. The Pearson Product Moment correlation formula was applied in the validity 

testing of this study, utilizing the IBM SPSS Statistics 26 software. 

Table 1. Validity Test of All Variables 

Variabel No. Item R Hitung R Tabel Keterangan 

Consumer Perception 

 (X1) 

X1.1 0.733 0.197 Valid 

X1.2 0.643 0.197 Valid 

X1.3 0.788 0.197 Valid 

X1.4 0.757 0.197 Valid 

X1.5 0.791 0.197 Valid 

Brand awareness (X2) 

X2.1 0.840 0.197 Valid 

X2.2 0.783 0.197 Valid 

X2.3 0.779 0.197 Valid 

X2.4 0.669 0.197 Valid 

X2.5 0.740 0.197 Valid 

Increased Sales 

 (Y) 

Y.1 0.678 0.197 Valid 

Y.2 0.646 0.197 Valid 

Y.3 0.714 0.197 Valid 

Y.4 0.730 0.197 Valid 

Y.5 0.697 0.197 Valid 

Source: SPSS output attachment 

Based on Table 1, it can be understood that all statement items are considered valid 

because the obtained correlation coefficients exceed the value of 0.197. Therefore, no 

replacement or elimination of any statement items in the research instrument is required. 

Reliability Test 

An instrument is considered to have poor reliability if its value is below 0.6, 

acceptable if it is around 0.7, and good if it exceeds 0.8. Based on the calculation results 

using the Cronbach’s Alpha formula through the SPSS 26 application, the reliability 

coefficients obtained in this study are as follows: 

Table 2. Reliability Test of All Variables 

Variabel Cronbach Alpha Keterangan 

Consumer Perception (X1) 0.799 Reliabel 

Brand awareness (X2) 0.822 Reliabel 

Increased Sales 

(Y) 
0.729 Reliabel 

Source: SPSS output attachment 

Based on Table 2, it can be understood that the statements related to all research 

variables possess reliability values that fall within the acceptable category, as the obtained 

Cronbach’s Alpha values exceed 0.6. 

Classical Assumption Test 

Normality Test 
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The normality test is conducted to determine the extent to which the data distribution 

in the sample follows a normal distribution. The Kolmogorov–Smirnov Test of Normality, 

assisted by the SPSS software, is used in this study to examine the normality of the data. 

Table 3. Output SPSS Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardiz

ed Residual 

N 100 

Normal Parametersa,b Mean .0000000 

Std. 

Deviation 

1.32976802 

Most Extreme 

Differences 

Absolute .083 

Positive .083 

Negative -.059 

Test Statistic .083 

Asymp. Sig. (2-tailed) .087c 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

Source: SPSS Appendix 

Based on Table 3, the obtained Asymp. Sig. (2-tailed) value is 0.200, which is greater 

than 0.05. This indicates that the data in this study are normally distributed, and therefore, 

the normality assumption required for regression analysis has been fulfilled. 

Multicollinearity Test 

Multicollinearity occurs when the independent variables are strongly correlated with 

one another, which can affect the reliability and interpretation of the regression analysis 

results. The testing criterion states that if the VIF value is less than 10.00, it can be concluded 

that the regression model does not exhibit multicollinearity symptoms. Conversely, if the 

VIF value exceeds 10.00, the model indicates the presence of multicollinearity. 

Table 4. Multicollinearity Test Results 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardiz

ed 

Coefficient

s 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 6.955 1.152 
 

6.03

7 

.000 
  

consumer 

perception 

.329 .082 .391 4.01

7 

.000 .388 2.575 

Brand 

awareness 

.358 .076 .458 4.69

7 

.000 .388 2.575 

a. Dependent Variable: Increased Sales 

Source: SPSS Output Attachment 
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Based on Table 4, it is shown that all variables have VIF values of less than 10.00 

and tolerance values approaching 1. Therefore, it can be concluded that the regression model 

in this research does not exhibit any symptoms of multicollinearity. 

Heteroscedasticity Test 

The heteroscedasticity test in this research was carried out using a scatterplot 

generated in the SPSS program. The decision-making criterion is as follows: if the data points 

are randomly dispersed both above and below the value of 0 on the Y-axis and no specific 

pattern is observed, it can be concluded that heteroscedasticity is not present. 

 

Figure 1 Heteroscedasticity Test Results 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Based on Figure 1, the scatterplot output shows that no specific pattern is formed and 

the data points are spread randomly. Therefore, it can be concluded that heteroscedasticity 

does not occur in this regression model. 

Autocorrelation Test 

The Durbin–Watson method was applied in the autocorrelation test to detect any 

potential linear dependence between observations across specific time periods or 

chronologically ordered data. If relationships are found among several observation values 

from different time periods within a time series, or among interrelated observations, it 

indicates the presence of autocorrelation. 

Table 5. Autocorrelation Test 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .802a .642 .635 1.343 2.088 

a. Predictors: (Constant), Brand awareness, Consumer Perception 

b. Dependent Variable: Increased Sales 

Source: SPSS Output Attachment 

Based on Table 5, the output shows that the Durbin–Watson value is 2.088 > dU 

(1.715) and 2.088 < 4 − dU (2.285). Therefore, it can be concluded that there is no 

autocorrelation in the regression model used. 

Data Analysis 
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Multiple Linear Regression Analysis 

This multiple linear regression analysis is carried out when the researcher intends to 

examine the extent to which the independent variables are able to influence a dependent 

variable simultaneously. 

Table 6. SPSS Output for Multiple Linear Regression 

Coefficientsa 

Model 

Unstandardize

d Coefficients 

Standardized 

Coefficients 

t Sig. 

Collineari

ty 

Statistics 

B 

Std. 

Error Beta 

Tole

ranc

e 

VI

F 

1 (Constant) 6.955 1.152  6.037 .000   

Persepsi 

Konsumen 

.329 .082 .391 4.017 .000 .388 2.5

75 

Brand 

awareness 

.358 .076 .458 4.697 .000 .388 2.5

75 

a. Dependent Variable: Peningkatan Penjualan 

Source: SPSS Output Attachment 

Based on the regression equation above, the interpretations are as follows: 

1. a = 6.955 shows that if variables X₁ and X₂ are constant (do not change), then the 

value of Y or the dependent variable will be 6.955. 

2. b₁ = 0.329 means that if variable X₁ experiences a one-unit increase, it will cause an 

increase in the value of Y by 0.329, with the assumption that variable X₂ remains 

constant or does not change. 

3. b₂ = 0.358 means that if variable X₂ experiences a one-unit increase, it will cause an 

increase in the value of Y by 0.358, with the assumption that variable X₁ remains 

constant or does not change. 

Coefficient of Determination 

The purpose of conducting the coefficient of determination (R²) is to estimate the 

extent to which the model is capable of describing the simultaneous influence of the 

independent variables on the dependent variable, which is generally expressed in the form of 

a percentage. 

Table 7. Results of the Coefficient of Determination 

Model Summaryb 

Mod

el R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .802
a 

.642 .635 1.343 2.088 

a. Predictors: (Constant), Brand awareness, Persepsi 

Konsumen 

b. Dependent Variable: Peningkatan Penjualan 

Source: SPSS Output Attachment 
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Based on Table 7 regarding the summary of the coefficient of determination test, the 

obtained R² value is 0.642 (64.2%). This indicates that variables X₁ and X₂ (independent 

variables) are able to influence variable Y (the dependent variable) by 64.2%, while the 

remaining 35.8% is influenced by other factors that were not examined in this study. 

Hypothesis Testing 

T-test (partial T-test) 

The function of the partial t-test is to assess the specific contribution of each 

independent variable to the dependent variable. 

Table 8. Partial T Test 

Coefficientsa 

Model 

Unstandardi

zed 

Coefficients 

Standardi

zed 

Coefficie

nts 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta 

Tolera

nce VIF 

1 (Constant) 6.9

55 

1.152 
 

6.03

7 

.000 
  

Consumer 

Perception 

.32

9 

.082 .391 4.01

7 

.000 .388 2.57

5 

Brand 

awareness 

.35

8 

.076 .458 4.69

7 

.000 .388 2.57

5 

a. Dependent Variable: Increased Sales 

Source: SPSS Appendix 

In the t-distribution, the t-table value can be determined using the formula α/2 = 

0.05/2 = 0.025 and the degrees of freedom (df), which is N – k – 1 = 100 – 2 – 1 = 97. 

Therefore, the obtained t-table value is 1.985. In the t-test, several criteria must be considered 

in making a decision, namely: If the obtained t-value > t-table and the Sig. value < 0.05, it 

means that the independent variable significantly influences the dependent variable. 

F test 

The implementation of the F-test aims to examine simultaneously all independent 

variables in a multiple linear regression model. Another purpose of the F-test is to assess the 

null hypothesis (H₀), which states that all regression coefficients of the independent variables 

are simultaneously equal to 0 (zero), or in other words, that there is no joint effect between 

the independent variables and the dependent variable. 

Table 9. F Test Results 

ANOVAa 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regressio

n 

314.580 2 157.290 87.15

4 

.000b 

Residual 175.060 97 1.805   

Total 489.640 99    

a. Dependent Variable: Peningkatan Penjualan 
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b. Predictors: (Constant), Brand awareness, Persepsi Konsumen 

Source: SPSS Appendix 

Based on Table 8, the obtained F-value is 87.154. Meanwhile, the F-table value can 

be determined using a significance level of α = 0.05 and degrees of freedom (N – k – 1) = 

100 – 2 – 1 = 97. Therefore, the F-table value is 3.09 (based on the F-distribution table). 

Since the calculated F-value (87.154) > F-table (3.09) and the Sig. value of 0.000 < 0.05, it 

can be concluded that Consumer Perception and Brand Awareness simultaneously have a 

significant effect on Sales Improvement. 

The simultaneous influence of consumer perception and brand awareness on increasing 

sales 

The implementation of the F-test is used to identify simultaneously the variables 

Consumer Perception (X₁) and Brand Awareness (X₂) that have a significant effect on Sales 

Improvement (Y) as the dependent variable. The F-test aims to examine the null hypothesis 

(H₀), which states that simultaneously all regression coefficients of the independent variables 

are equal to 0 (zero). In other words, this test aims to determine whether, simultaneously, 

there is no effect between consumer perception and brand awareness on sales improvement. 

Based on the results of the F-test, the obtained F-value is 87.154 with a Sig. value of 

0.000. These results show that F-calculated > F-table (87.154 > 3.09) and the Sig. value 0.000 

< 0.05. Therefore, the null hypothesis (H₀) is rejected and the alternative hypothesis (H₁) is 

accepted, meaning that simultaneously consumer perception and brand awareness have a 

significant effect on sales improvement. This finding confirms that simultaneously both 

independent variables contribute to explaining or describing the variation that occurs in the 

improvement of product sales. 

The combination of positive consumer perception and a high level of brand awareness 

provides a real impact on increasing sales. A good consumer perception indicates that 

consumers have a positive view of the product’s quality, image, and reliability, while brand 

awareness helps the brand become more easily recognized and remembered by consumers 

when making a purchase. These two factors complement each other — when consumers have 

a positive perception of a product that they already know well, the decision to purchase 

becomes stronger, thus driving an increase in sales. 

Partial Influence of Consumer Perception on Sales Increase 

The implementation of the t-test is useful for estimating the extent of the significant 

influence given by each independent variable on the dependent variable, by keeping the other 

independent variables constant (unchanged) in the multiple linear regression model. The 

purpose of this test is to assess the magnitude of the individual contribution of the Consumer 

Perception variable (X₁) to Sales Increase (Y), by considering the influence of the Brand 

Awareness variable (X₂) which is also included in the analysis model. 

Based on the findings of the t-test analysis in Table 4.14, the obtained t-count value 

is 4.017 for the Consumer Perception variable (X₁) with a Sig. value of 0.000. Meanwhile, 

the t-table value with a significance level of α = 0.05 (5%) and degrees of freedom (df = 97) 

is 1.985. Since the obtained t-count (4.017) > t-table (1.985) and the Sig. value 0.000 < 0.05, 

it can be concluded that Consumer Perception (X₁) has a significant positive effect on Sales 

Increase (Y). This condition shows that the more positive the consumer perception of a 

product is, the higher the resulting sales increase will be. 
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This result indicates that the more positive the consumer perception of a product is, 

the greater the likelihood of an increase in sales. Good consumer perception reflects a positive 

evaluation of the quality, benefits, price, and image of the product offered by the company. 

When consumers feel satisfied and have a good view of the product, they tend to engage in 

repeat purchases and recommend the product to others, thereby indirectly contributing to an 

increase in sales volume. 

Partial Influence of Brand Awareness on Sales Increase 

The statistical method of the t-test (partial t-test) is carried out to examine individually 

each independent variable that may have a significant effect on the dependent variable in the 

multiple linear regression model, by controlling the influence of the other independent 

variables. The purpose of this test is to assess the magnitude of the individual contribution of 

the Brand Awareness variable (X₂) to Sales Increase (Y), when the Consumer Perception 

variable (X₁) is also considered in the regression model. 

Based on the findings of the t-test analysis in Table 4.14, the obtained t-count value 

is 4.697 for the Brand Awareness variable (X₂) with a Sig. value of 0.000. Meanwhile, the t-

table value with a significance level of α = 0.05 (5%) and degrees of freedom (df = 97) is 

1.985. Since the obtained t-count (4.697) > t-table (1.985) and the Sig. value 0.000 < 0.05, it 

can be concluded that Brand Awareness (X₂) has a significantly positive effect on Sales 

Increase (Y). 

This result shows that consumers with a higher level of awareness of a brand are more 

likely to support increased product sales from that brand. Brand awareness plays an important 

role because it determines the extent to which consumers recognize, remember, and trust a 

brand. When a brand is widely known and has a positive reputation in the minds of 

consumers, their tendency to make a purchase will increase. Thus, increasing brand 

awareness can help companies expand market share, retain customers, and increase sales 

volume sustainably. 

 

CONCLUSION 

The research results show that consumer perception and brand awareness, both 

simultaneously and partially, have a significantly positive effect on the increase in online 

sales of Aerostreet products on TikTok Shop. Good consumer perceptions regarding quality, 

design, price, and service are proven to encourage interest and purchase decisions, while also 

strengthening customer loyalty. On the other hand, a high level of brand awareness makes 

Aerostreet easier to remember and choose compared to similar brands, thereby increasing the 

likelihood of purchase amid competition in the local fashion industry. Overall, the success of 

Aerostreet’s sales increase is not only determined by digital promotion strategies, but also by 

the company's ability to build positive perceptions and maintain strong brand awareness, both 

of which are essential elements in optimizing marketing effectiveness in the era of social 

commerce. 
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