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ABSTRACT 

This quantitative study examines the influence of perceived risk on consumers’ purchasing intention towards persistent 

TikTok weight-loss advertisements in Malaysia and investigates the moderating role of cognitive attitude. TikTok, a 

rapidly evolving platform, has emerged as a dominant advertising channel, particularly for weight-loss content targeted at 

young adults. Drawing on the AIDA model and User-Generated Content (UGC) theory, this paper conceptualizes a 

framework in which perceived risk influences consumers’ safety, performance, and financial outcomes, while cognitive 

attitudes moderate how consumers interpret and respond to these advertisements. With persistent exposure to weight loss 

content on TikTok, perceived risk emerges as a stabilizing mechanism: alignment between brand values and visible 

practices, transparent communication, and relatable human elements such as user narratives or testimonials reinforce 

cognitive evaluation and emotional resonance. As a result, perceived risk shapes users’ evaluation of advertising content 

and subsequently influences their intention to consider or purchase advertised products, while cognitive attitude moderates 

this relationship. 
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1. INTRODUCTION 

The rapid advancement of social media technologies has fundamentally transformed how health-related information is 

disseminated and consumed. Unlike traditional communication channels, contemporary social media platforms employ 

algorithm-driven recommendation systems that continuously personalize content based on users' behavioural patterns, 

creating highly immersive and persistent communication environments (Munro et al., 2024; Sohid et al., 2024; Ahmmad 

et al., 2025). Among these platforms, TikTok has emerged as one of the most influential digital ecosystems because its 

recommendation algorithm systematically curates short-form videos according to users' watch time, engagement 

behaviour, and interaction history, resulting in repeated exposure to highly personalised content (Zhou, 2024; Zannettou 

et al., 2024; Amir Hamzah et al., 2025). Within this ecosystem, weight-loss advertisements are continuously reinforced 

through algorithmic recommendations, exposing users to commercial promotions, influencer endorsements, user-

generated transformation videos, and affiliate marketing content that collectively shape consumers' cognitive evaluations 

and purchasing behaviour (Ahmad et al., 2024; Alfian et al., 2024; Jain et al., 2025; Malik, 2025). 

The persistent delivery of weight-loss advertisements presents a significant communication concern because persuasive 

messages are increasingly embedded within entertainment-oriented content rather than conventional advertising formats. 

Influencers frequently employ personal narratives, emotional vulnerability, and transformation stories to establish 

authenticity and develop parasocial relationships with audiences, making promotional messages appear more trustworthy 

and relatable (Balaban & Szambolics, 2022; Adeane & Stasiak, 2024; Gerrath et al., 2024; Leite et al., 2024; Azhar et al., 

2025). However, exaggerated and deceptive influencer advertising may also distort consumers' evaluation of promoted 

products (Ayar, 2024). At the same time, user-generated content (UGC), including testimonials, reviews, and before-and-

after transformation videos, reinforces social validation by presenting commercial messages as authentic peer experiences 

rather than paid promotions (Udoka & Ikot, 2024; Lariba, 2024; Niazi, 2025). Consequently, repeated exposure to 

persuasive content increases message familiarity, reduces consumers' perceived uncertainty, and encourages favourable 

evaluations of weight-loss products despite limited scientific verification (Barari et al., 2025; Whang & Lee, 2025). 

Perceived risk has long been recognised as a critical determinant of consumer decision-making because it reflects 

consumers' subjective assessment of the potential negative consequences associated with purchasing a product or service 

(Pang & Ismail, 2022; Handoyo, 2024; Syamsuar & Witarsyah, 2025). In conventional online commerce, perceived risk 

primarily encompasses financial, performance, and safety uncertainties that discourage purchase behaviour. However, 

within TikTok's algorithm-driven advertising environment, risk perception extends beyond traditional transactional 

concerns. Persistent algorithmic exposure, misleading health claims, artificial intelligence-generated promotional content, 

exaggerated testimonials, and affiliate marketing practices can distort consumers' ability to objectively evaluate product 

credibility and potential health consequences (Pickett et al., 2023; Maulana & Marsasi, 2024; Jain et al., 2025). Rather 

than encouraging rational evaluation, repetitive algorithmic exposure creates familiarity with persuasive messages, 

increasing consumers' confidence in products while simultaneously diminishing their perception of risk. 

Consumers' cognitive attitudes further condition the influence of perceived risk on purchasing intention. Cognitive attitude 

refers to an individual's capacity to critically evaluate information, assess message credibility, compare persuasive claims 

with existing knowledge, and resist manipulative communication strategies (Bowden, 2022; Xiu et al., 2024). Consumers 

with stronger cognitive attitudes are more likely to engage in systematic information processing by scrutinising advertising 

claims, verifying evidence, and considering potential risks before making purchasing decisions. In contrast, individuals 

with weaker cognitive attitudes tend to rely on heuristic cues, including influencer popularity, visual attractiveness, social 

proof, and emotional storytelling, which increase their susceptibility to persuasive advertising (Nilsson et al., 2023; 

Trissetianto & Ali, 2025). TikTok's rapid, highly visual, entertainment-oriented interface further intensifies this tendency 

by limiting consumers' cognitive resources and encouraging heuristic rather than analytical processing (Opara et al., 2025). 

These issues are particularly relevant in Malaysia, where TikTok has become an important platform for promoting health 

and weight-loss products to young adults. Malaysian consumers aged 18–34 show high engagement with influencer-

endorsed health products, largely driven by community validation, social proof, and algorithmically curated 

recommendations (Sitorus et al., 2024; Ibrahim et al., 2025). At the same time, the increasing prevalence of obesity has 

intensified demand for weight-management solutions, resulting in the widespread promotion of dietary supplements, 
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injectable medications, bariatric procedures, and other commercial weight-loss interventions through social media 

platforms (Hakim, 2025; Peng et al., 2025; Hess et al., 2025; Malik, 2025). The proliferation of misleading health claims, 

unverified product endorsements, and AI-generated promotional content has raised growing concerns about consumer 

safety, ethical advertising practices, and the effectiveness of digital health communication (BERNAMA, 2024; Li et al., 

2025). 

Although previous studies have established that perceived risk influences consumer purchasing behaviour in online 

environments (Pang & Ismail, 2022; Handoyo, 2024; Syamsuar & Witarsyah, 2025), most investigations have examined 

perceived risk within conventional e-commerce settings or treated it as an independent predictor of purchasing intention. 

Limited research has examined how persistent algorithm-driven exposure to TikTok weight-loss advertisements shapes 

consumers' perceived risk and how cognitive attitude moderates the relationship between perceived risk and purchasing 

intention, particularly within the Malaysian context (Jain et al., 2025; Cao & Nguyen, 2025). Addressing this gap is 

essential to extend communication theory in algorithm-driven social commerce and provide practical insights for 

policymakers, marketers, and public health practitioners seeking to promote responsible digital advertising and strengthen 

media literacy among Malaysian consumers. Guided by the AIDA model and User-Generated Content (UGC) theory, this 

study aims to examine the influence of perceived risk on consumers’ purchasing intention towards persistent TikTok 

weight-loss advertisements in Malaysia and to investigate the moderating role of cognitive attitude in this relationship. 

2. LITERATURE REVIEW 

2.1. Perceived Risk 

The literature consistently identifies perceived risk as a fundamental determinant of consumer purchasing behaviour, 

particularly within digital commerce where uncertainty surrounding product quality, credibility, and performance is 

considerably greater than in traditional retail environments (Pang & Ismail, 2022; Handoyo, 2024; Syamsuar & Witarsyah, 

2025). While earlier studies primarily conceptualised perceived risk in terms of financial, functional, and performance 

uncertainties, more recent research suggests that the emergence of social commerce platforms has expanded the construct 

to include psychological, social, and health-related risks associated with persuasive digital communication (Knight, 2023; 

Dao & Phuong, 2025).  

Within TikTok's algorithm-driven ecosystem, persistent exposure to weight-loss advertisements, influencer endorsements, 

and user-generated transformation videos has fundamentally changed how consumers evaluate product-related risks (Gak 

et al., 2022). Repeated algorithmic exposure increases familiarity with persuasive messages, which may reduce consumers' 

critical assessment of advertising claims despite limited scientific evidence supporting product effectiveness (Jain et al., 

2025; Malik, 2025; Whang & Lee, 2025). Furthermore, User-Generated Content (UGC) has emerged as an important 

mechanism that reduces perceived uncertainty by providing authentic peer experiences through reviews, testimonials, 

photographs, and transformation videos, thereby increasing consumer confidence during product evaluation (Udoka & 

Ikot, 2024; Lariba, 2024; Barari et al., 2025).  

Nevertheless, the growing commercialisation of TikTok through sponsored content, affiliate marketing, and AI-generated 

testimonials has increasingly blurred the distinction between genuine consumer experiences and promotional 

communication, making it more difficult for consumers to accurately evaluate advertising credibility (Azhar et al., 2025; 

Opara et al., 2025). Consequently, although perceived risk remains a significant predictor of purchasing behaviour, existing 

research has largely examined the construct from conventional e-commerce or general social commerce perspectives. 

Limited empirical evidence explains how perceived risk operates within persistent TikTok weight-loss advertising or how 

consumers' cognitive attitudes influence the relationship between perceived risk and purchasing intention, particularly in 

Malaysia. Addressing these gaps provides the theoretical and empirical justification for the present study. 
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2.2. Cognitive Attitude 

Cognitive attitude has become an increasingly important construct in understanding consumer behaviour within digital 

advertising because it determines how individuals evaluate, interpret, and respond to persuasive information before making 

purchasing decisions. Rather than functioning as a simple cognitive trait, cognitive attitude reflects consumers' ability to 

critically assess message credibility, compare advertising claims with existing knowledge, and distinguish factual 

information from persuasive communication. In social media environments such as TikTok, this evaluative process matters 

because consumers are continuously exposed to algorithmically curated advertisements that blend commercial promotions 

with entertainment and user-generated content (Minadeo & Pope, 2022). Consequently, purchasing decisions are 

influenced not only by advertising content itself but also by consumers' cognitive capacity to process and evaluate that 

information. 

Existing studies suggest that individuals with stronger cognitive attitudes are more likely to engage in systematic 

information processing by verifying advertising claims, evaluating potential risks, and seeking credible sources before 

making purchase decisions. Conversely, consumers with weaker cognitive attitudes tend to rely on heuristic cues, including 

influencer credibility, popularity, emotional appeals, and social proof, which may increase their susceptibility to persuasive 

advertising (Tripopsakul & Hoonsopon, 2025; Hendriana et al., 2022; Elsholiha et al., 2023). Although emotional 

engagement can enhance message acceptance, advertisements that conflict with consumers' prior knowledge often generate 

cognitive dissonance, reducing persuasion effectiveness and encouraging greater scrutiny of advertising messages 

(Chungcheh & Hossain, 2024; Rocha-Vilca et al., 2024; Klug et al., 2021). 

Despite the growing body of research on cognitive processing in digital marketing, most studies have examined cognitive 

attitude as an independent predictor of consumer behaviour rather than as a moderating mechanism. Consequently, 

empirical evidence remains limited on how cognitive attitude shapes the relationship between perceived risk and purchase 

intention in persistent TikTok weight-loss advertising. This limitation is particularly evident in the Malaysian context, 

where repeated exposure to algorithm-driven health-related advertisements requires consumers to continuously evaluate 

message credibility before making purchasing decisions. Therefore, examining the moderating role of cognitive attitude 

provides a more comprehensive understanding of why consumers exposed to similar levels of perceived risk may 

demonstrate different purchasing intentions, thereby extending existing knowledge on consumer behaviour in social 

commerce (Pickett et al., 2023). 

2.3. Purchasing Intention 

Purchasing intention represents consumers' conscious willingness to purchase a product after evaluating available 

information, perceived benefits, and potential risks associated with the decision. Within TikTok's social commerce 

environment, purchasing intention is influenced not only by product characteristics but also by algorithmically curated 

communication that continuously exposes consumers to persuasive advertising, influencer endorsements, and user-

generated content. This persistent exposure creates repeated opportunities for consumers to evaluate promotional 

messages, increasing both message familiarity and behavioural intention. 

Existing studies indicate that purchasing intention is shaped by a combination of informational and psychological factors. 

Social proof, visual demonstrations, and customer testimonials reduce uncertainty by providing observable evidence of 

product effectiveness, thereby increasing consumers' confidence in purchasing decisions (Spasova, 2023; Oyama & 

Nakano, 2025). However, exaggerated transformation stories, misleading testimonials, and unrealistic advertising claims 

may also generate skepticism and reduce trust when consumers perceive inconsistencies between promotional messages 

and expected outcomes (Masuda et al., 2021; Lim & Tan, 2024; Hidayah et al., 2024). Similarly, interactive platform 

features and emotionally engaging narratives strengthen consumer involvement and purchase consideration, yet they may 

simultaneously increase consumers' psychological investment and susceptibility to persuasive communication (Teo et al., 

2023; Zamzuri et al., 2024; Vrtana & Krizanova, 2023; Gega et al., 2024). Urgency cues and fear of missing out (FOMO) 

further accelerate purchase decisions by encouraging immediate action while limiting consumers' opportunity to critically 

evaluate advertising claims (Alzaben et al., 2022; Tresna, 2025; Ngo et al., 2025; Cai & Ambad, 2025). 
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Despite these findings, purchasing intention within TikTok weight-loss advertising remains insufficiently understood 

because previous studies have largely examined isolated persuasive factors rather than considering how consumers' 

perception of risk influences behavioural intentions. Furthermore, limited research has examined whether cognitive attitude 

alters the relationship between perceived risk and purchasing intention in persistent, algorithm-driven advertising 

environments. Addressing this gap provides a more comprehensive understanding of consumer decision-making among 

Malaysian TikTok users and strengthens the theoretical explanation of purchasing intention in contemporary social 

commerce. 

3. UNDERPINNING THEORY 

3.1. AIDA Model 

The AIDA model, comprising Attention, Interest, Desire, and Action, is one of the most widely applied frameworks for 

explaining how advertising influences consumer decision-making. The model proposes that consumers progress through 

a sequence of cognitive and behavioural stages before making a purchase decision. Although originally developed for 

traditional advertising, AIDA remains highly relevant in digital marketing because social media platforms continuously 

expose consumers to persuasive messages that influence cognitive evaluation and purchasing behaviour. 

Within TikTok's algorithm-driven environment, the Attention stage is achieved through persistent exposure to weight-loss 

advertisements repeatedly delivered via personalised recommendations. The platform's recommendation algorithm 

increases message visibility and familiarity by continuously presenting similar content based on users' viewing behaviour 

and engagement patterns (Whang & Lee, 2025; Jain et al., 2025). As consumers move to the Interest stage, they begin 

evaluating the credibility, relevance, and potential benefits of the advertised products. At this stage, perceived risk becomes 

a critical determinant because consumers assess whether product claims are trustworthy, safe, and likely to deliver the 

promised outcomes (Pang & Ismail, 2022; Handoyo, 2024). 

The Desire stage reflects consumers' internal evaluation of whether the perceived benefits outweigh potential risks. This 

evaluation is influenced by cognitive attitude, which determines whether consumers critically analyse advertising claims 

or rely on heuristic cues such as influencer credibility, testimonials, and social proof (Bowden, 2022; Xiu et al., 2024). 

Consumers with stronger cognitive attitudes are more likely to verify information before developing purchase desire, 

whereas those with weaker cognitive attitudes are more susceptible to persuasive advertising. Finally, the Action stage 

reflects consumers' purchasing intention after evaluating advertising messages. Accordingly, the AIDA model provides a 

suitable theoretical foundation for explaining how perceived risk influences purchasing intention and how cognitive 

attitude moderates this relationship within persistent TikTok weight-loss advertising.  

3.2. User-Generated Content (UGC) Theory 

User-Generated Content (UGC) theory explains how consumer-created content influences information processing, trust 

formation, and purchasing behaviour within digital environments. Unlike firm-generated advertising, UGC comprises 

reviews, testimonials, ratings, photographs, videos, and personal experiences voluntarily shared by consumers through 

online platforms (Sokolova & Kefi, 2020). Because UGC is generally perceived as independent from commercial interests, 

consumers often regard it as more authentic, credible, and trustworthy than traditional advertising (Belanche et al., 2021; 

Barari et al., 2025). Consequently, UGC has become an influential source of information in social commerce, particularly 

for products involving high uncertainty, such as health and weight-loss products. 

Within TikTok, UGC is embedded throughout the platform through transformation videos, product demonstrations, 

customer testimonials, comments, and user reviews. These forms of peer-generated communication provide consumers 

with experiential information that reduces uncertainty about product effectiveness and safety before they make purchase 

decisions (Udoka & Ikot, 2024; Lariba, 2024; Niazi, 2025). Because perceived risk reflects consumers' fear or uncertainty 

about a purchase outcome, authentic UGC helps reduce information asymmetry by letting potential buyers evaluate 
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products based on previous users' experiences rather than relying solely on marketer-generated claims (Barari et al., 2025). 

Consequently, credible UGC can reduce perceived risk and strengthen purchasing intention. 

However, the rapid commercialisation of TikTok has challenged the traditional assumptions of UGC theory. Sponsored 

content, affiliate marketing, paid product endorsements, and AI-generated testimonials have increasingly blurred the 

distinction between authentic user experiences and commercial promotion (Azhar et al., 2025; Opara et al., 2025). As a 

result, consumers can no longer assume that all peer-generated content is genuine, making cognitive evaluation 

increasingly important when assessing advertising credibility. Consumers with stronger cognitive attitudes are more likely 

to distinguish authentic experiences from persuasive marketing, whereas those with weaker cognitive attitudes may rely 

on superficial cues when evaluating product information. Therefore, UGC theory provides an appropriate theoretical 

foundation for explaining how perceived risk influences purchasing intention and why cognitive attitude moderates this 

relationship within persistent TikTok weight-loss advertising. 

3.3. Conceptual Framework 

This study's conceptual framework integrates the AIDA model and User-Generated Content (UGC) theory to explain 

consumers' purchasing intentions toward persistent TikTok weight-loss advertisements. The framework proposes that 

perceived risk is the independent variable influencing consumers' purchasing intention, while cognitive attitude moderates 

the strength of this relationship. Within TikTok's algorithm-driven environment, consumers are continuously exposed to 

persuasive advertising messages through influencer endorsements, sponsored content, and user-generated content, which 

shape their perceptions of product-related risks before they decide to purchase. 

Consistent with the AIDA model, repeated exposure to persuasive advertising captures consumers' attention and stimulates 

interest in weight-loss products. During this evaluation process, consumers assess the credibility, safety, and reliability of 

advertising claims, forming their risk perceptions before developing purchase intentions. However, consumers do not 

evaluate advertising information uniformly. Guided by UGC theory, customer reviews, testimonials, transformation 

videos, and other peer-generated content provide additional information that may reduce uncertainty and influence 

consumers' evaluation of advertising claims. The extent to which consumers rely on such information depends on their 

cognitive attitude. Individuals with stronger cognitive attitudes are more likely to critically evaluate advertising credibility 

and distinguish authentic experiences from persuasive marketing, whereas those with weaker cognitive attitudes may rely 

on heuristic cues, making them more susceptible to persuasive advertising. Consequently, the framework proposes that 

cognitive attitude moderates the relationship between perceived risk and purchasing intention by influencing how 

consumers interpret and evaluate advertising messages within persistent TikTok weight-loss advertising. 

Figure 1 Conceptual Framework 

 



The Asian Journal of Professional and Business Studies, Volume 7, Issue 1, 2026, pp. 232-248 

238 

 

4. SIGNIFICANCE OF THE STUDY 

4.1. Policymakers and Regulatory Authorities 

This study provides valuable empirical evidence for policymakers and regulatory authorities, including Malaysia's Ministry 

of Health (Kementerian Kesihatan Malaysia, KKM), the Malaysian Communications and Multimedia Commission 

(MCMC), and the Ministry of Domestic Trade and Cost of Living (Kementerian Perdagangan Dalam Negeri dan Kos Sara 

Hidup, KPDN). The findings show that perceived risk significantly influences consumers' intention to purchase persistent 

TikTok weight-loss advertisements. These insights can support stronger policies governing digital advertising, influencer 

marketing, and online health-product promotions. The study also highlights the need for clearer advertising disclosures, 

stricter monitoring of misleading health claims, and improved consumer protection initiatives to reduce the dissemination 

of deceptive weight-loss advertising on social media platforms.  

4.2. Media Literacy 

This study's findings advance digital media literacy by showing the importance of cognitive attitude in shaping consumers' 

evaluation of persistent TikTok weight-loss advertisements. As consumers are increasingly exposed to algorithm-driven 

promotional content, influencer endorsements, and user-generated content, stronger media literacy skills can help them 

critically assess advertising claims, identify misleading or exaggerated health information, and evaluate potential risks 

before making purchasing decisions. These findings provide valuable evidence for government agencies such as the 

Ministry of Health Malaysia (KKM), the Malaysian Communications and Multimedia Commission (MCMC), the Ministry 

of Domestic Trade and Cost of Living (KPDN), and the Ministry of Education (KPM) to develop digital media literacy 

programmes, consumer awareness campaigns, and educational initiatives that promote critical evaluation of health-related 

advertising on social media platforms. Such initiatives may strengthen consumer protection, encourage informed 

purchasing decisions, and foster a more responsible digital advertising ecosystem.  

4.3. Theoretical Contributions 

This study contributes to the theoretical advancement of digital advertising and consumer behaviour by extending the 

application of the AIDA Model and User-Generated Content (UGC) Theory within the context of persistent TikTok 

weight-loss advertisements. While previous studies have primarily examined these theories in conventional social media 

marketing or e-commerce settings, this study demonstrates how perceived risk influences consumers' progression through 

the decision-making process in an algorithm-driven social media environment. The findings confirm that higher perceived 

risk reduces consumers' purchasing intention, supporting the AIDA model by showing that risk perceptions can interrupt 

consumers' progression from the Interest and Desire stages to the Action stage. 

Furthermore, this study extends UGC Theory by demonstrating that cognitive attitude moderates the relationship between 

perceived risk and purchasing intention. Rather than relying solely on user-generated content to reduce uncertainty, 

consumers' cognitive evaluation determines how they interpret advertising claims, influencer endorsements, and peer-

generated information before making purchase decisions. This finding provides a more comprehensive theoretical 

explanation of consumer behaviour by integrating risk perception with cognitive processing in social commerce. 

Consequently, the study enriches the literature on digital advertising, social commerce, and health-related consumer 

behaviour by proposing a theoretically integrated framework that explains purchasing intention within persistent 

algorithm-driven advertising environments.  

5. METHODOLOGY 

This study employed a quantitative, non-experimental survey design to examine the influence of perceived risk on 

consumers' purchasing intention towards persistent TikTok weight-loss advertisements in Malaysia and the moderating 

role of cognitive attitude. A quantitative approach was selected because it enables the empirical examination of 

relationships among variables using statistical analysis. Data were collected through a structured online questionnaire 
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administered to Malaysian TikTok users previously exposed to weight-loss advertisements. The study targeted users aged 

18-34 years, reflecting the platform's dominant user demographic and the segment most frequently exposed to health- and 

weight-related promotional content. The final sample comprised 384 valid respondents, consistent with the minimum 

sample size recommended by Krejcie and Morgan (1970) for large populations. Researchers recruited respondents through 

TikTok using purposive sampling based on their prior exposure to persistent weight-loss advertising content. Data 

collection continued until the predetermined sample size was achieved.  

The questionnaire consisted of four sections. Section A collected respondents' demographic information, while Sections 

B, C, and D measured perceived risk, cognitive attitude, and purchasing intention, respectively. Measurement items were 

adapted from validated scales reported in previous studies and contextualised to persistent TikTok weight-loss 

advertisements. All items were assessed using a five-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly 

Agree). Prior to hypothesis testing, the data were screened for completeness and reliability. Internal consistency was 

evaluated using Cronbach's alpha; all constructs exceeded the recommended threshold of 0.70, indicating satisfactory 

reliability. Statistical analyses were conducted using IBM SPSS Statistics Version 28. Descriptive statistics summarised 

respondents' demographic characteristics, while hierarchical multiple regression examined the direct effect of perceived 

risk on purchasing intention and the moderating effect of cognitive attitude. 

6. FINDINGS AND DISCUSSION 

Table 1 Factor analysis and reliability of perceived risk, cognitive attitude, and purchasing intention. 

Construct Key Dimensions 
Factor 

Loadings 
KMO 

Bartlett's 

Test 

Cronbach'

s α 

Composite 

Reliability 

Variance 

Explained 

Perceived 

Risk 

Financial risk, 

safety, performance 

uncertainty 

0.66–0.89 0.91 p < .001 0.865 0.881 68.2% 

Cognitive 

Attitude 

Knowledge, self- 

disassociation, risk-

to-ability 

0.68–0.88 0.88 p < .001 0.926 0.935 74.0% 

Purchasing 

Intention 

Desire, intention, 

likelihood of 

purchase 

0.73–0.94 0.91 p < .001 0.931 0.942 84.0% 

 

Table 1 presents the measurement model assessment for the three study constructs. All factor loadings exceeded the 

recommended threshold of 0.60, indicating satisfactory indicator reliability. The Kaiser-Meyer-Olkin (KMO) values 

ranged from 0.88 to 0.91, confirming adequate sampling adequacy, while Bartlett's Test of Sphericity was statistically 

significant (p < 0.001) for all constructs, supporting the suitability of the data for factor analysis. Cronbach's alpha values 

ranged from 0.865 to 0.931, and Composite Reliability values ranged from 0.881 to 0.942, demonstrating good to excellent 

internal consistency. Furthermore, the explained variance exceeded the recommended 50% threshold for all constructs, 

confirming satisfactory construct validity and reliability before hypothesis testing. 

H1: Perceived risk significantly influences consumers' purchasing intention towards persistent TikTok weight-loss 

advertisements in Malaysia. 

The results of the hierarchical multiple regression analysis supported H1, indicating that perceived risk significantly 

influenced consumers' purchasing intention towards persistent TikTok weight-loss advertisements (β = −0.143, t = −2.915, 

p < .05). The unstandardized regression coefficient (B = −0.184) indicated that a one-unit increase in perceived risk resulted 

in a 0.184-unit decrease in purchasing intention. The negative regression coefficient shows an inverse relationship between 

perceived risk and purchasing intention, suggesting that consumers who perceived higher uncertainty about product safety, 

effectiveness, financial consequences, and advertising credibility were less likely to purchase weight-loss products 

promoted on TikTok. These findings indicate that perceived risk remains a significant predictor of purchasing intention, 
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confirming that higher perceived risk reduces consumers' willingness to purchase products advertised through persistent 

TikTok weight-loss advertisements. 

H2: Cognitive attitude significantly moderates the relationship between perceived risk and consumers' purchasing 

intention towards persistent TikTok weight-loss advertisements in Malaysia. 

The moderation analysis supported H2, demonstrating that cognitive attitude significantly moderated the relationship 

between perceived risk and purchasing intention. The interaction effect was positive (B = 0.097), indicating that cognitive 

attitude weakened the negative influence of perceived risk on purchasing intention. Bootstrap analysis further confirmed 

the robustness of the moderation effect, with the 95% confidence interval ranging from 0.007 to 0.187 and excluding zero. 

Furthermore, the simple slope analysis showed that under high levels of cognitive attitude, the negative relationship 

between perceived risk and purchasing intention became statistically non-significant (B = −0.087, p > .05). These findings 

indicate that consumers with stronger cognitive attitudes were less influenced by perceived risk when forming purchasing 

intentions towards persistent TikTok weight-loss advertisements, confirming that cognitive attitude significantly buffered 

the adverse effect of perceived risk.  

7. CONCLUSION 

This study examined the influence of perceived risk on consumers' purchasing intention towards persistent TikTok weight-

loss advertisements in Malaysia and the moderating role of cognitive attitude. The findings demonstrated that perceived 

risk significantly and negatively influenced purchasing intention, indicating that consumers who perceived greater 

uncertainty regarding product safety, effectiveness, financial consequences, and advertising credibility were less likely to 

purchase weight-loss products promoted on TikTok. Furthermore, cognitive attitude significantly moderated this 

relationship by reducing the negative influence of perceived risk, suggesting that consumers with stronger cognitive 

evaluations were better able to assess advertising information and make purchase decisions despite perceived uncertainties. 

The study contributes to the digital advertising literature by extending the application of the AIDA model and User-

Generated Content (UGC) Theory within the context of persistent TikTok weight-loss advertising. By demonstrating that 

cognitive attitude alters the relationship between perceived risk and purchasing intention, the study provides a more 

comprehensive understanding of how consumers process persuasive health-related advertising in algorithm-driven social 

media environments. These findings also enrich social commerce research by highlighting the importance of cognitive 

evaluation when consumers are repeatedly exposed to influencer marketing and user-generated content. 

From a practical perspective, marketers and content creators should prioritise transparent communication, accurate product 

information, and authentic user-generated content to minimise consumers' perceptions of risk and enhance purchasing 

intention. Policymakers and platform regulators may also consider strengthening advertising transparency and disclosure 

requirements to protect consumers from misleading weight-loss promotions. 

This study is limited to Malaysian TikTok users and focuses exclusively on persistent weight-loss advertisements. Future 

research may examine other social media platforms, product categories, or demographic groups to determine whether the 

observed relationships remain consistent across different digital marketing contexts. Additionally, future studies could 

investigate other psychological mechanisms, such as trust, perceived credibility, or digital health literacy, to further explain 

consumer decision-making in social commerce environments.  
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