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ABSTRACT
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Digital Marketing Communication that utilize algorithm-based platforms such as TikTok. However, its
implementation is still dominated by measurements of reach,
impressions, and engagement, without integrating exploratory behavior
indicators such as click-through rate (CTR) into the process of building
brand awareness. This study aims to analyze the implementation of
influencer marketing strategies by Bakso Pikat to increase brand
awareness on the TikTok platform. This study uses a descriptive
qualitative method with a case study approach. Data were collected
through in-depth interviews with the owner, marketing manager, digital
marketer, and two consumers of Bakso Pikat, which were reinforced with
documentation of promotional content and TikTok account insights. The
findings show that an influencer marketing strategy implemented
systematically through collaborations with macro, micro, and nano-
influencer along with the integration of click-through rate (CTR)
elements via call-to-action can encourage a shift in audience behavior
from the interest phase to the search phase in the AISAS model. Click-
through rate (CTR) serves as an indicator of active audience engagement
that facilitates information exploration regarding business profiles and
locations. This strategy successfully contributes to brand awareness at the
levels of brand recognition and brand recall within a specific product
category. The study demonstrates that behavioral indicators such as click-
through rate (CTR), can be used as strategic tools to building brand
awareness for a new culinary brand on the TikTok platform.

1. Introduction

The development of short-form video-based social media has created a new dynamic in marketing
communications, particularly in the culinary sector, which strongly relies on visuals and consumer
experience. According to the Global Statshot Report published by We Are Social (2025), TikTok
recorded a global user preference rate of 9,1% as of October 2025. As an algorithm-based platform,
TikTok enables promotional content to be distributed rapidly through its For You Page (FYP) feature,
allowing messages to reach audiences based on relevance and audience preferences (Vera & Ghosh,
2025). With features that combine short videos, editing tools, and algorithmic curation, TikTok
creates a participatory communication space that enables new brands to gain public attention without
relying solely on follower counts (Kutaga, 2024). Consequently, short-form video platforms have
emerged from entertainment media into a strategic marketing communication ecosystem for
businesses across industries.
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Brand awareness plays a key role in marketing communications because it allows audiences to
recognize brands and associate them with product categories in relevant situations (Bergkvist &
Taylor, 2022). On TikTok, brand awareness is built through content exposure and interactive
audience engagement (Arsyala & Supriadi, 2025). Therefore, brand awareness is influenced not only
by the promotional message delivered but also by how audiences interpret and respond to the content
within a competitive digital environment.

Influencer marketing strategies have emerged as an innovative online promotional approach that
leverages influencers to share experiences and recommendations with their followers (Joshi et al.,
2025). The intense interaction between influencers and audiences enables more personalized
communication on social media (Benevento et al., 2025). On the other hand, influencers’ credibility
also shapes the audience’s trust in the message conveyed (AlFraihat et al., 2025). As such, this
strategy has the potential to be effective in distributing promotional messages on the TikTok
platform, especially for new brands that do not yet have a strong organic follower base.

Several studies have highlighted that influencer marketing can effectively increase brand
awareness through factors such as brand identity alignment, influencer credibility, and authentic
visual storytelling on TikTok (Fifian et al., 2025). In addition, micro-influencers have been found to
generate higher engagement and stronger brand awareness than macro-influencers in social media
promotions on Instagram and TikTok (Darisa et al., 2025). While micro-influencers in TikTok
advertisements have been proven to strengthen brand recall through the consistency of visual and
verbal elements (Mardiyah & Pudrianisa, 2022).

Although previous studies confirm the contribution of influencer marketing to brand awareness
through indicators such as reach, impressions, and engagement rate, its implementation for new
brands with limited followers and promotional resources remains relatively underexplored.
Moreover, audience exploratory behavior indicators such as click-through rate (CTR), which
represent consumers’ active interest in exploring a brand further, have not been widely analyzed in
relation to brand awareness formation. This gap highlights the need for further research examining
click-through rate (CTR) as a strategic indicator in evaluating influencer marketing effectiveness for
emerging brands.

Bakso Pikat was selected as the object of research because it is a culinary brand that entered the
market in September 2024 and is still in the early phase of building brand awareness. As a new brand,
Bakso Pikat faces challenges related to limited organic followers and promotional reach amid intense
competition in the culinary industry, particularly in the Yogyakarta region. To overcome this
limitation, the brand uses TikTok as its primary promotional platform, due to its algorithm that
enables content to reach broader audiences beyond existing followers. The strategy includes creating
visually appealing menu content and collaborating with influencers across nano, micro, and macro
categories to accelerate brand awareness.

The TikTok account Bakso Pikat, with the username @bakso.pikat, has accumulated 9.069
followers and an engagement rate of 3,51%, surpassing its main competitor which had 4.841
followers and an engagement rate of 1,44% as of February 2026. However, pre-survey field findings
and in-depth interviews with Bakso Pikat management revealed that the audience frequently asked
about location, price, and menu options in the comment section. At the same time, attention to
captions and viewing duration remained relatively low. As a result, call-to-action (CTA) messages
delivered by influencers were not optimally absorbed by audiences, indicating that digital exposure
has not fully translated into comprehensive brand awareness.

Based on this background, this study aims to examine the implementation of influencer marketing
strategies by Bakso Pikat on TikTok to build awareness. The research analyzed the strategy across
planning, implementation, and evaluation phases, integrating click-through rate (CTR) as an
indicator of audience exploratory behavior in the brand awareness formation process. The findings
are expected to provide practical insights for businesses in designing more adaptive and targeted
promotional communication strategies.
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2.Method

This study employs a descriptive qualitative method with a case study approach to examine the
implementation of influencer marketing strategies to build brand awareness on the TikTok platform.
A qualitative case study approach enables researchers to explore social processes and meanings that
cannot be fully represented through numerical data (Creswell & Creswell, 2017). This approach is
considered relevant for analyzing the implementation of influencer marketing strategies within a real
communication context (Lim, 2025). The descriptive design aims to systematically describe the
planning, implementation, and evaluation phases of influencer marketing strategies in the process of
building brand awareness (Suharsiwi et al., 2022). Bakso Pikat was selected as the research object
because it represents a newly established culinary brand that utilizes the click-through rate (CTR)
element in its TikTok-based influencer marketing strategy.

Data collection was conducted through in-depth interviews and documentation. Interviews were
used to explore informants’ perspectives regarding influencer marketing implementation and
audience responses to promotional content (Anto et al., 2024). Then, documentation in the form of
TikTok content screenshots and performance data obtained from the platform’s insights feature was
used to reinforce and substantiate the findings of the interviews (Mulyadi et al., 2025).

The informants were selected using purposive sampling to ensure their relevant knowledge of the
research phenomenon (Ahmad & Wilkins, 2025). This study involved five informants, who were
considered sufficient to provide in-depth insight into the implementation of the strategy, which
divided into two groups. The internal group consisted of the owner, marketing manager, and digital
marketer of Bakso Pikat, who had direct knowledge of the planning, implementation, and evaluation
processes for influencer marketing strategies. Then, the external group consisted of two consumers
who actively followed the Bakso Pikat TikTok account and had been exposed to Bakso Pikat’s
influencer marketing, which represented the audience’s perspective in the process of building brand
awareness.

Data analysis followed the interactive model by Miles, Huberner, and Saldana (2014), which
consists of three phases, namely data reduction, data display, and conclusion drawing. The data
reduction phase involved grouping data on influencer marketing strategies, consumer behavior
analysis based on the AISAS model, and the level of brand awareness achieved. The data presentation
phase was structured as a descriptive narrative to show the relationship between findings.
Conclusions were drawn by interpreting the findings’ meaning and verifying them through
comparisons among informants and through consistency with the theoretical framework used.
Furthermore, data validity was ensured through source triangulation, which involved comparing
information from multiple informants to enhance research credibility (Donkoh & Mensah, 2023).

3. Result and Discussion

This section presents findings and conceptual analysis of the role of the click-through rate (CTR)
in implementing influencer marketing strategies to build brand awareness on the TikTok platform.
The research results outline influencer marketing strategies during the planning, implementation, and
evaluation phases. Additionally, it also explains the click-through rate (CTR) indicator and its role
in building brand awareness. Thus, this section establishes a connection between the research
findings, influencer marketing theory, AISAS model, and brand awareness hierarchy to explain the
theoretical significance of the findings.

3.1 Result

This section presents empirical findings obtained from data interviews and documentation
regarding the implementation of Bakso Pikat’s influencer marketing strategy on the TikTok platform.
The findings focus on three main aspects, namely the influencer marketing strategy of Bakso Pikat,
consumer behavior responses based on the AISAS model, and the resulting level of brand awareness.
These findings provide a factual overview of how the strategy reached the audience, encouraged
engagement, and prompted exploration of brand-related information.
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3.1.1 The Influencer Marketing Strategy of Bakso Pikat

This section describes the implementation of Bakso Pikat’s influencer marketing strategy in three
phases, such as planning, implementation, and evaluation. These phases reflect the process of
message development, influencer selection, and campaign performance measurement in building
brand awareness.

3.1.1.1 The Planning Phase of Influencer Marketing Strategy

The planning phase began with defining the campaign’s concept, theme, message, and
communication objectives. The main message emphasized the uniqueness of Bakso Pikat’s menu
compared to similar products. The promotional focus was placed on three signature menus, such as
melted cheese meatballs, grilled cheese meatballs, and grilled ribs, which were considered visually
appealing and distinctive when presented in video content.

Bakso Pikat also identified several key points influencers should include in their content, such as
descriptions of the featured menu items, the influencer’s experience tasting the food, and menu
recommendations for audiences. Influencers were encouraged to consistently use keywords related

to the restaurant’s signature menu, including “melting cheese meatballs”, “grilled cheese meatball”,
“grilled ribs”, and “Bakso Pikat”, either through narration or captions.

The communication focused on increasing brand awareness through content exposure and
information dissemination on TikTok. TikTok was selected as the primary promotional platform due
to its large user base and its algorithm that enables content to reach audiences beyond existing
followers. In this strategy, click-through rate (CTR) was used as an indicator of audience exploratory
behavior toward the brand.

The planning phase also involved identifying and selecting influencers. Bakso Pikat searched for
TikTok accounts that frequently shared culinary reviews and dining recommendations in the
Yogyakarta area. Influencers were selected based on content relevance, communication style,
audience characteristics, follower numbers, and exposure levels measured through reach,
impressions, likes, comments, and shares.

Influencers were then categorized into macro-influencers, micro-influencers, and nano-
influencers based on their follower counts. Macro and micro-influencers with 10.000 to over 100.000
followers were utilized to expand audience reach, increase brand visibility, build rapport with the
audience, and encourage more personal interaction. Meanwhile, nano-influencers with fewer than
10.000 followers were selected to represent ordinary consumers whose reviews were perceived as
more authentic. Several influencer profiles involved in the campaign are presented in Table 1 below.

Table 1. Profiles of Influencers Collaborating with Bakso Pikat

Number of

Category TikTok Account Followers Content Niche
facro- @adhityaputratama | 437.400 Culinary
In ﬂll\lglccr:r- @infodaharjogja 420.600 Culinary
n ﬂi/gﬁg; @brayenmanuel 30.200 Culinary
In ﬂll\l/[eig(r:(e); (@rekomendasi.richa 23.900 (Yo(g)llgﬁzr% Ar?;;ﬂy’ Travel
Inﬂll\ll:i(::r @sukadolan_ 7835 (Yocgl}llléiﬁzr?z; an’flras“(gﬂ, Ar]:;;:)nts
| e | 2o | o (o
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The planning phase also included preparing content briefs with call-to-action elements that
encouraged audiences to engage with click-through rate (CTR) features. Influencers were required
to mention the official TikTok account @bakso.pikat and include the Bakso Pikat location tag in
captions or video narration, so audiences could access the brand’s profile and location information
directly.

3.1.1.2 The Implementation Phase of Influencer Marketing Strategy

The implementation phase involved collaboration with selected influencers to produce
promotional content on TikTok. Influencers created video content that presented their experiences
consuming Bakso Pikat products using narrative and visually oriented approaches. Before producing
content, influencers received content briefs containing promotional messages, product information,
and instructions to include click-through rate (CTR) elements. These elements were implemented
through mentions of the official TikTok account @bakso.pikat and location tags embedded in
captions or videos. Each influencer video also began with a short hook that briefly summarized the
content to capture the audience’s attention.

Influencers were given creative freedom to present their content authenticity. This freedom
included storytelling style, filming techniques, background music, and the way they described their
dining experience. As a result, the content produced by each influencer varied in styles. The TikTok
account @masbee.yk presented content in a vlog format documenting the visit experience
chronologically from the message appearing on a messaging app, the journey to the location,
directions to the Bakso Pikat restaurant, the ordering process, the moment of tasting the menus, the
review and recommendation of each menu item. This content also included explanations of menu
names, prices, portion sizes, and the dining atmosphere. Meanwhile, the account @foodstationjogja
focused on product visuals, featuring close-up shots of dishes served or tasted, along with
information on the business location, menu prices, and operating hours. Unlike these two accounts,
@lamtiurbrh shared personal dining experiences in a storytelling style combined with animated
typography and atmospheric visuals. The differences in content styles are illustrated in Figure 1
below.
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Figure 1. Differences in Content Styles for Bakso Pikat Influencer Marketing: (a) @masbee.yk,
(b) @foodstationjogja, (c) @lamtiurbrh

The Content generally emphasized product visuals as the main attraction. Menu items such as
melted cheese meatball, grilled cheese meatball, and grilled ribs were displayed using close-up and
extreme close-up shots. Some influencers also captured the moment when the meatballs were cut or
eaten, showing melted cheese coming out of the product.
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In addition to product visuals, influencers also conveyed information about menu prices, business
location, dining facilities, and the surrounding atmosphere through narration and text overlays. All
influencer content included click-through rate (CTR) elements through mentions of the official
account and location tags that audiences could access directly on TikTok’s interactive features. An
example of influencer content containing click-through rate (CTR) elements is shown in Figure 2
below.
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Figure 2. Bakso Pikat’s Influencer Marketing Content with Click-Through Rate (CTR)
Elements

3.1.1.3 The Evaluation Phase of Influencer Marketing Strategy

The evaluation phase was conducted using insights data available on the TikTok platform. This
data was used to assess the performance of content published by the official Bakso Pikat account and
content produced by collaborating influencers. The performance indicators analyzed included reach,
engagement rate, profile visits to the Bakso Pikat TikTok account, and the number of clicks on
location tags linked to the business’s Google Maps page. Additionally, Google Maps data such as
visitor reviews, ratings, and uploaded photos were also examined.

Click-through rate (CTR) data was identified through the number of profile visits and interactions
with location tags within the content. These interactions indicated that users accessed brand-related
information through the available interactive features. However, many audiences repeatedly asked
about menu prices, menu variations, and available facilities in the comment section. The insights
including reach, engagement rate, and click-through rate (CTR) for the Bakso Pikat TikTok account
are presented in Figure 3 below.
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Figure 3. Insights on Reach, Engagement Rate, and Click-Through Rate of the Bakso Pikat
TikTok Account

3.1.2 The Analysis of Consumer Behavior Based on The AISAS Model

The analysis of consumer behavior describes audience responses to influencer content about
Bakso Pikat on TikTok using the AISAS model (Attention, Interest, Search, Action, and Share)
developed by Dentsu.

The attention phase occurred when influencer content appeared on the audience’s For You Page
(FYP), capturing their attention through distinctive product visuals, particularly melted cheese
meatballs presented appealingly. This visual presentation encouraged audiences to stop scrolling and
watch the content.

Following the attention phase, the audience’s response moved to the interest phase, where they
began to pay attention to the information influencers delivered, including menu variations, prices,
dining atmosphere, and their experience while tasting the products. The narrative style influencers
used made the information easier for audiences to understand.

The next phase is the search phase, in which audiences seeks additional information after
watching the influencer’s content. This activity was facilitated through click-through rate (CTR)
elements such as mentions of the official TikTok account and location tags embedded in the video.
Through these features, audiences were able to directly access the Bakso Pikat TikTok profile and
the business location page on Google Maps to obtain further information. These access activities are
documented via screenshots as shown in Figure 4 below.
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Figure 4. Evidence of Profile and Location Access for Bakso Pikat by Audience Accounts After
Clicking the Click-Through Rate (CTR) Element

The action phase reflected when audiences decided to visit the Bakso Pikat restaurant after
obtaining the necessary information. The audience stated that they decided to visit after seeing
influencer content and reviewing additional information about the restaurant.

The final phase is share, where audiences who had visited and tried Bakso Pikat shared their
experiences through social media posts, uploading photos and videos, or through personal
communication with others, which could further expand the spread of information about the brand.

3.1.3 The Levels of Brand Awareness Achieved

The findings indicate that influencer marketing contributed to build brand awareness for Bakso
Pikat. At the brand recognition level, audiences recognized the Bakso Pikat name when they saw
visual elements that frequently appeared in influencer content, such as melted cheese meatballs,
grilled cheese meatballs, the rice-field dining atmosphere, and joglo-style buildings. This ability to
recognize the brand emerged after audiences viewed influencer content multiple times that displayed
the account name and Bakso pikat location tags, which were accessible via click-through rate (CTR)
elements within the content.

The research findings also indicate the emergence of brand recall, when audiences were able to
state that, upon thinking of the cheese meatball category, Bakso Pikat was the first brand that came
to mind. This brand mention was linked to visuals of melted cheese meatballs frequently appearing
in influencer content, as well as consumers’ experience in viewing and accessing information about
Bakso Pikat through the click-through rate (CTR) elements available within the content.

However, Bakso Pikat has not yet reached the top-of-mind level of brand awareness in the general
meatball category. Audiences still mentioned several other meatball brands when asked about
meatball places they would like to visit, including a meatball restaurant near their residence.

3.2 Discussion

This section discusses the conceptual implications of the research findings by linking them with
existing theories and prior research. The discussion focuses on three main aspects, such as influencer
marketing strategies, consumer behavioral responses based on the AISAS model, and the level of
brand awareness achieved by Bakso Pikat through the TikTok platform. The discussion aims to
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explain how the implemented strategies influence consumer behavior, leading to action and brand
memory formation rather than merely generating exposure.

3.2.1 The Influencer Marketing Strategy of Bakso Pikat

This discussion of Bakso Pikat’s influencer marketing strategy focuses on how the planning,
implementation, and evaluation phases function as an integrated communication process to build
brand awareness on the TikTok platform. Each phase represents a strategic effort that not only
organizes promotional activities but also directs audience interaction toward measurable behavioral
responses. In this study, the strategy emphasizes the role of click-through rate (CTR) as an indicator
of audience engagement, reflecting the transition from exposure to information exploration.

3.2.1.1 The Planning Phase of Influencer Marketing Strategy

The planning phase of Bakso Pikat’s influencer marketing strategy was carried out systematically
by defining the communication concept, key messages, and campaign objectives to increase brand
awareness and encourage audience interaction through click-through rate (CTR). The use of specific
keywords such as “melting cheese meatballs™, grilled cheese meatballs”, “grilled ribs”, and “Bakso
Pikat” was intended to attract audience curiosity and encourage exploratory actions reflected in click-
through rate (CTR). Within influencer marketing strategy, campaign planning plays an important
role in structuring message cues that stimulate audience curiosity and encourage measurable
interaction, including click-based responses reflected in click-through rate (CTR). This strategy also
aligns with previous research showing that consistent exposure to branded keywords in digital
content can enhance brand recognition and recall in consumers’ memories (Lo & Hsieh, 2024).

Furthermore, selecting influencers based on niche relevance, audience characteristics, and
engagement levels indicates that the strategy prioritizes the potential to generate interactive responses
such as clicks rather than solely on reach. Grouping influencers into macro-influencers, micro-
influencers, and nano-influencers reflects a communication segmentation strategy that allows
messages to reach a broad audience while simultaneously building a more personal connection,
thereby increasing the probability of clicks on click-through rate (CTR) elements. Influencer
marketing theory explains that the effectiveness of influencer selection is not only determined by
audience size but also by influencers’ potential to generate interactive audience responses such as
clicks and profile visits. These findings also align with research stating that a combination of various
influencer types has proven effective in optimizing digital marketing strategies by leveraging each
type’s strengths, where macro-influencers play a role in expanding audience reach, while micro and
nano-influencers are more effective in building credibility and rapport with a more specific audience
(Fang et al., 2025).

The strategic plan also highlights the integration of call-to-action elements from the early phase
through the development of content briefs that guide influencers to include account mention and
location tags. The incorporation of these elements indicates that click-through rate (CTR) has been
positioned as an explicitly designed communication objective, rather than merely an evaluation
metric. In an influencer marketing campaign, call-to-action elements serve as strategic prompts that
encourage audiences to take follow-up actions, such as clicking links or accessing brand profiles.
This approach aligns with research indicating that the integration of interactive elements in digital
communication, such as call-to-action elements, has been shown to function not only as information
conveyors but also as triggers for active audience participation, thereby increasing the likelihood of
follow-up actions after content exposure (Zhou & Zhou, 2022).

3.2.1.2 The Implementation Phase of Influencer Marketing Strategy

The use of short hooks at the beginning of influencer videos reflects a strategic approach to
capturing audience attention in the initial moments of content exposure. In the context of influencer
marketing, the opening seconds play a critical role in determining whether viewers continue watching
the content or move to other videos. Therefore, this aligns with the statement that incorporating
attention-grabbing openings functions as a communication strategy that helps maintain audience
engagement with influencer-generated content (Fatimah & Nasir, 2025).

Influencer marketing activities were implemented through various content formats that not only
enhance visual appeal but also to stimulate audience engagement and encourage more active
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interaction with the brand. In influencer marketing practice, how promotional messages are presented
across various content formats can influence audience engagement, including the likelihood of click-
based interactions. This aligns with research indicating that content format variation in influencer
marketing enhances communication effectiveness when elements such as format, duration, and
influencer selection are strategically integrated to align with complex audience behavior (Yassen et
al., 2026).

The use of powerful visual elements such as close-ups and slow-motion shots showcasing melting
cheese serves as the primary stimulus for capturing the audience’s attention. In this context, visual
elements not only build interest but also create a psychological impulse that sparks curiosity, thereby
encouraging the audience to access further information by clicking on the account or business
location. Influencer marketing theory suggests that visual product demonstrations can stimulate
audience curiosity, which may lead to exploratory actions such as clicking on profiles or brand
information sources. This aligns with findings indicating that visual stimulation in digital content
plays a crucial role in capturing consumer attention, with specific visual elements such as human
faces can significantly enhancing focus and emotional response (Gomez-Mejia & Rodriguez-
Martinez, 2025). Additionally, the use of high-quality visuals such as images and videos, can increase
consumer engagement and interest in the products displayed (Mokashi & Lepakshi, 2026).

Meanwhile, the strategy’s implementation also demonstrates a balance between the brand’s
control over the message and the influencer’s creative freedom. Influencers still follow the brief’s
guidelines but are given the freedom to convey the message authentically in their own
communication style. This approach fosters perceptions of authenticity and audience trust, ultimately
impacting click-through rate (CTR). In influencer marketing theory, authenticity is considered a key
factor that influences audience trust and increases the likelihood of interactive responses such as
clicks and profile visits. This aligns with findings suggesting that reduced brand control can be an
effective strategy for enhancing the authenticity of influencer content, which in turn strengthens
persuasive power, audience trust, and resulting behavioral responses (Hamdan & Lee, 2022).

3.2.1.3 The Evaluation Phase of Influencer Marketing Strategy

The evaluation of the influencer marketing strategy was conducted using data insights from the
TikTok platform as well as additional data from Google Maps. The indicators used include reach,
engagement rate, profile visits, and the effectiveness of access to location tags, which is measured
by the click-through rate (CTR). In this study, click-through rate (CTR) is measured as the number
of clicks on official accounts and business locations, reflecting the audience’s interest in exploring
further information after exposure to the content. In influencer marketing theory, click-through rate
(CTR) is often used as a performance metric to gauge how effectively promotional content prompts
audiences to engage further. This approach aligns with research findings that metrics such as clicks
can serve as initial indicators of audience engagement in digital environments, particularly when
combined with other metrics to provide a more comprehensive picture of engagement (Liu & Kumar,
2025). However, click-through rate (CTR) alone is insufficient to represent engagement fully and
therefore needs to be supported by additional indicators (Mohammad et al., 2025).

The integration of TikTok and Google Maps shows that consumer behavior involves moving
across platforms to search for information. Audiences often access profiles or business locations to
view reviews and learn about visitor experiences. However, repeated questions regarding menu
prices, menu variations, and available facilities suggest that some practical brand information may
not have been fully captured by all viewers. From the perspective of influencer marketing analytics,
click-based interactions such as profile visits and location access indicate that audiences are actively
engaging with influencer-generated content. These findings align with the perception that today’s
digital consumer journey is cross-platform, where interactions with various types of content, each
with distinct emotional and cognitive characteristics, help shape the evaluation process through to
decision-making (Balu et al., 2026).

Thus, the click-through rate (CTR) in this study serves as an indicator of content performance and
representation of the audience’s active engagement in the information exploration process. Within
influencer marketing evaluation frameworks, click-through rate (CTR) is often taken as evidence
that promotional messages have successfully piqued audience curiosity and prompted follow-up
interaction. This indicates that the success of influencer marketing strategies is measured by the
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number of views and the content’s ability to enhance measurable follow-up actions through the click-
through rate (CTR).

3.2.2 The Analysis of Consumer Behavior Based on The AISAS Model

Research findings indicate that influencer content can guide the audience through the phases of
attention, interest, search, action, and share. The attention phase is triggered by visually appealing
product imagery, while the interest phase develops through the delivery of narrative and informative
content. Such audience responses correspond with the AISAS model, in which engagement in an
influencer marketing strategy begins with attention and subsequently develops into interest in the
promoted product. This aligns with findings that influencer content not only captures initial attention
but also sustains audience engagement, ultimately fostering brand loyalty and behavioral intent
(Soria-Martinez et al., 2024).

In this study, the search phase is a crucial phase that is directly influenced by the click-through
rate (CTR). The click-through rate (CTR) element integrated into the content allows the audience to
easily access further information with just one click, thereby accelerating the information search
process. The observed behavior reflects the search phase in the AISAS model, where audiences
actively explore additional information after developing interest in influencer marketing content.
This aligns with the assertion that the click-through rate (CTR) serves as a bridge between the interest
and search phases in the AISAS model, thereby influencing the consumer decision-making process
(Javed et al., 2022).

The findings of this study indicate that the “action” phase reflects consumers’ decisions following
the acquisition of information and serves as an indicator of the success of the exploration process in
the digital journey. Meanwhile, the “share” phase underscores consumers’ role as information
disseminators through the experiences they share. Within the AISAS model, the action phase
represents audiences’ behavioral response after obtaining sufficient information. In contrast, the
share phase refers to the tendency of audiences to disseminate their experience or opinions to others.
This aligns with research showing that positive consumer experiences drive satisfaction, which in
turn enhances sharing behavior through word-of-mouth (Dogan-Siidas et al., 2023). Thus, the click-
through rate (CTR) can be understood as the primary point of connection that initiates the information
exploration process in the consumer’s digital journey.

3.2.3 The Levels of Brand Awareness Achieved

These research findings indicate that Bakso Pikat’s influencer marketing strategy successfully
achieved levels of brand recognition and brand recall. Consumers can recognize the brand through
consistent visual elements and recall it when thinking about a specific product category. Within the
hierarchy of brand awareness, brand recognition represents the ability of audiences to identify a brand
when exposed to its cues. In contrast, brand recall reflects their ability to retrieve the brand from
memory when thinking about a particular product category. This aligns with research indicating that
brand recognition and brand recall are interdependent, brand recognition often serves as prerequisite
for the formation of spontaneous recall, particularly through repeated exposure to content on social
media (Babich & Senchilo, 2023).

This pattern suggests that audience click behavior plays a strategic role in advancing brand
awareness, as exploratory actions enable audiences to access additional brand information that
strengthens memory associations. Click-based interactions that direct audiences to brand profiles or
business locations serve as an informational gateway, allowing them to deepen their understanding
of the brand, and thereby strengthening brand recognition and recall. In brand awareness theory,
deeper engagement with brand information is considered an important factor in reinforcing brand
recognition and recall in the audience’s memory. This aligns with the finding that active consumer
interaction in digital environments has been shown to strengthen brand memory through increased
brand recognition and recall, which in turn influences consumer preferences and choices (Saini et al.,
2025). Additionally, digital interaction also enhances interest and loyalty toward the brand (Terason
et al., 2025).

However, Bakso Pikat’s brand awareness has not yet reached top-of-mind status, indicating it
needs more consistent exposure to build brand dominance, even though its click-through rate (CTR)
can encourage exploration and strengthen brand recall. According to the hierarchy of brand
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awareness, top-of-mind awareness represents the highest level, where a brand consistently emerges
as the first recalled by the audience within a product category, resulting strong, and repeated brand
exposure. In line with this, Kato (2022) explains that memory of a brand’s core concept tends to be
more closely aligned with loyalty than memory of specific brand elements alone. Thus, recall
dominance in the “cheese meatball” subcategory should be understood as the initial foundation for
building brand awareness, not as an indicator that the brand has reached its maximum position within
the overall product category.

4. Conclusion

This study shows that the implementation of an influencer marketing strategy by Bakso Pikat
through the phases of planning, implementation, and evaluation is effective in strengthening the
process of building brand awareness for a new culinary brand on the TikTok platform. The
integration of click-through rate (CTR) from the promotional message construction phase indicates
that exploratory behavior indicators serve not only as performance metrics but also as strategic
mechanisms guiding the audience’s transition from the interest phase to the search phase within the
AISAS model framework.

Collaborations involving macro, micro, and nano-influencers demonstrate that influencer
category differentiation is not solely about expanding reach but also about gradually building rapport
and message credibility across different audience segments. This implementation of this strategy
successfully increased brand awareness for Bakso Pikat, achieving brand recognition and brand recall
within the specific cheese meatball category. However, it has not yet reached top-of-mind status in
the meatball category as a whole. Conceptually, this study enriches the field of influencer marketing
by positioning click-through rate (CTR) as an integral element in the design of communication
strategies, rather than merely an evaluative metric. Particularly, these findings have practical
implications for businesses in designing influencer marketing strategies that integrate behavioral
indicators such as click-through rate (CTR) to better understand audience exploration behavior.

Practically, Bakso Pikat can enhance click-through rate (CTR) by encouraging deeper audience
exploration of brand information. A hidden information strategy can be implemented by providing
exclusive menu recommendations or promotional details that can only be accessed after audience
clicks the profile or location links attached to influencer content. In addition, optimizing information
on destination links, such as TikTok profiles or Google Maps, by including menu lists, price ranges,
facilities, and location details can help the audience obtain clearer information after clicking.
Developing a website as a centralized information hub can also consolidate brand information in one
place, reduce repetitive audience questions, and support Bakso Pikat in strengthening brand recall
and gradually achieving top-of-mind awareness.

Further research is recommended to quantitatively test the relationship between click-through rate
(CTR) and brand awareness formation, providing more measurable empirical validation.
Additionally, this study could be expanded to include brands with different industry characteristics
and business models, including national and international brands as well as those without a physical
location, to assess the consistency of the click-through rate (CTR) as an indicator of behavioral
transition and to enhance the generalizability of the research findings.
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