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ABSTRACT

This study explores how brand network configuration, collaboration, and short
video content marketing impact purchase intention within Indonesia’s skincare
market. The research is grounded in the Theory of Reasoned Action while ex-
amining the roles of brand attitude and subjective norms as mediating factors and
gender’s moderating effect. Using a quantitative survey method, data were
collected from 260 Indonesian consumers who were actively engaged with local
skincare brands and short video platforms. With brand attitude and with subjec-
tive norms considered as critical mediators, results coming from Partial Least
Squares Structural Equation Modelling (PLS-SEM) reveal that collaboration
brand networks, along with short video content marketing, do significantly in-
crease purchase intention. Furthermore, the effect is more substantial within
female consumers. Thus, a prominent gender moderation is indicated here. Lo-
cal skincare brands should collaborate tactically, leverage short-form video con-
tent, improve consumer engagement, and make strategic purchases to highlight
the findings’ importance. This study applies the Theory of Reasoned Action
more broadly, not only to digital and collaborative marketing contexts, but also
provides brands with actionable managerial insights as they seek competitive
advantage in emerging markets.
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1. INTRODUCTION
The Asia-Pacific beauty and personal care market is experiencing rapid growth, driven by evolving

consumer preferences for wellness-oriented products, digital transformation, and increasing competition be-
tween local and global brands [1]. Indonesia, as one of the region’s fastest-growing economies, represents a
particularly dynamic skincare market. With forecasts showing continuous growth in global beauty revenues
especially within the skincare segment [2] local brands must adopt innovative strategies to strengthen purchase
intention in this competitive environment [3] analysis. Revolutionary marketing strategies are needed in this
competitive environment to increase consumer purchase intention for local skincare products [4].

Local firms increasingly adopt coopetition strategies, a blend of cooperation and competition, to
jointly leverage capabilities like distribution networks, R&D, and marketing [5]. These collaborations help
brands expand their market reach, pool complementary resources, and co-innovate products, thereby enhancing
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competitive positioning and innovation performance [6]. Brands collaborate to pool complementary capabili-
ties in R&D, technology, or branding. Consumers feel more connected to products that they also co-create [7].
Planned collaborations between brands, particularly ones perceived by consumers as synergistic and congru-
ent, significantly elevate brand equity, which in turn drives purchase intention. This effect is powerful when
consumers respond to co-branded products in which brand-partner congruence improves perceived value as
well as equity, thus prompting higher purchase intent [8]. Academic literature, however, has yet to fully ex-
plore how collaborative brand networks influence consumer behaviour, especially within emerging markets and
digital platforms [9]. This study extends the literature by positioning its originality in the integration of col-
laboration brand network configuration (CoBNC) with short video content marketing and gender moderation
into the Theory of Reasoned Action (TRA). Unlike prior research that typically examined co-branding and
digital marketing in isolation, this study combines these dimensions and tests their interaction in Indonesia’s
dynamic skincare sector [10]. This contextual and theoretical integration offers a distinctive contribution to
understanding consumer purchase intention in emerging markets.

The digital revolution has transformed marketing communications, parallel to the trend of brand col-
laboration, and short video content is rapidly becoming the dominant medium for brand engagement across
social media platforms [11, 12]. TikTok, Instagram Reels, and YouTube Shorts have grown, redefining how
brands interact with consumers. Brands now shift away from one-way advertisements that are customary to
storytelling formats that are interactive, personalized, and viral [13, 14]. For informational relevance, high en-
tertainment value, and strong user interaction potential, short video marketing suits today’s attention economy
[3, 15]. These characteristics have proven to be especially effective within the beauty and skincare sectors, in
which visual demonstration, user testimonials, and influencer involvement rapidly shape brand perceptions and
purchase decisions [16, 17].

Brand collaboration with short video marketing in Indonesia’s skincare market represents an under-
investigated but compelling calculated combination. While prior studies examined co-branding along with
digital content’s effects on purchase intention separately, few addressed how these elements’ synergy may
catalyse consumer intent anew [4, 7]. Collaboration brand network configuration acts as a novel theoretical lens
for capturing multidimensional collaborations. Resource integration, technological alignment, and consumer-
brand congruence exist with product and brand fit [18]. That collaboration brand networks drive purchase
intention in emerging markets such as Indonesia when short video content increases them is a timely and
important question [19].

In theory, this study draws upon the Theory of Reasoned Action (TRA), which posits that consumer
attitudes and subjective norms determine purchase intention [20]. Recent scholarship considering digital and
networked contexts has advanced TRA’s finding that attitudes as well as perceived social expectations can be
significantly shaped by digital content and brand community engagement [21]. This is particularly salient
within the beauty sector, because social media algorithms and virality accentuate social proof, peer influence,
and the persuasive power of influencers [16, 22]

The moderating role of gender warrants additional investigation as one dimension. Consumers’ pro-
cessing of digital marketing stimuli, evaluation of brand collaborations, and ultimate purchasing decisions may
be significantly influenced by gender, several studies indicate [12]. Within skincare, female consumers dom-
inate the market. They frequently show more awareness of social impact, emotional narratives, and thorough
item specifics [23]. In contrast, male consumers may respond more to functional benefits. Visual appeal may
also elicit a stronger reaction from them. To design effective and targeted marketing strategies, it is essential
to understand how gender moderates relationships between short video marketing, brand attitude, or collab-
oration, and purchase intention [24]. Recent evidence demonstrates that female consumers are exceptionally
responsive to engaging, interactive content, strengthening the attitude purchase intention link while male con-
sumers exhibit different sensitivity patterns [25]. This study seeks to address the following research gaps and
to achieve these objectives.

• To investigate the extent of the influence of short video content marketing on purchase intention for local
skincare brands in Indonesia.

• To examine the mediating and moderating effects of Collaboration Brand Network Configuration (CoBNC),
consumer brand attitude, and subjective norms in the relationship between digital content and purchase
intention.
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• To analyse how gender moderates the impact of CoBNC, consumer brand attitude, and subjective norms
on purchase intention in the local skincare context.

By integrating the concepts of CoBNC, short video content marketing, and gender moderation within
the TRA framework, this study aims to contribute significant theoretical and managerial insights. The find-
ings are expected to improve the literature on consumer behaviour in emerging markets, inform local brands’
strategies as they leverage collaborative and digital approaches, and guide marketers practically as they aim to
maximize purchase intention through innovative brand network configurations and cutting-edge content mar-
keting [26].

2. LITERATURE REVIEW
This literature review synthesizes theoretical foundations and empirical studies relevant to the present

research. It begins with the Theory of Reasoned Action (TRA) as the overarching framework, then examines
collaboration brand network configuration, short video content marketing, brand attitude, subjective norms,
and the moderating role of gender. By reviewing these key constructs, the section establishes the conceptual
basis for hypothesis development and highlights research gaps addressed in this study.

2.1. Theory of Reasoned Action (TRA)
Consumer decision-making can be explained through the widely used Theory of Reasoned Action

(TRA). Digital content and technology adoption are contexts in which that is particularly applicable. Be-
havioural Intention is shaped by attitude plus subjective norms based on the model [20]. Attitude reflects how
a consumer evaluates performing a specific action, while subjective norms represent how important others per-
ceive social pressures [27]. In digital marketing and influencer environments, the TRA framework powerfully
explores just how digital stimuli and peer influence jointly shape purchase intention [22]. Study by [4, 28]
have shown just how short video content and influencer marketing can improve attitudes and reinforce social
norms, thus leading to higher purchase intention when TRA extends into social media and digital commerce
[29, 30]. For effective marketing interventions throughout the digital age, understanding social factors with
personal factors is important [31].

2.2. Collaboration Brand Network Configuration
Since brands seek to increase market competitiveness as well as promote innovation, collaboration

brand networks are increasingly employed to reach broader audiences through calculated partnerships [32].
Collaboration brand networks involve multiple actors, including brands, influencers, and digital creators, who
work synergistically to co-create value and increase marketing messages [33], unlike customary bilateral co-
branding. Signaling authenticity as well as expertise, these collaborative structures may improve brand credibil-
ity since they foster consumer trust, encourage perceived innovation, and increase resource efficiency because
partners effectively align and share identity [14]. Brand networks that are well-configured build brand eq-
uity and significantly increase purchase intention if perceived congruence and partnership fit are high [16].
Well-configured brand networks build brand equity and increase purchase intention significantly if perceived
congruence and partnership fit are high [16]. In the current academic discourse, the mechanisms through which
collaborative brand networks influence consumer behaviour, particularly within digital platforms and emerging
market environments remain insufficiently examined, as highlighted by recent bibliometric findings [34].

2.3. Short Video Content Marketing
Short video content is now a dominant tool in digital marketing. Its nature is engaging, concise, and

visually dynamic [11, 13, 14]. Brands use TikTok, Instagram Reels, and YouTube Shorts to deliver marketing
messages that are highly shareable and easily consumable [3, 13, 35]. These videos can often entertain, show
products, and have influencer endorsement, leading to higher consumer engagement with positive brand atti-
tudes [4, 36]. Empirical studies show that short video content effectively drives brand awareness, influences
attitudes, and increases purchase intention, especially among younger and digitally savvy consumers [11, 14].
This can further increase just how effective this medium is.

2.4. Brand Attitude and Subjective Norms
Brand attitude is a multidimensional construct comprising cognitive, affective, and behavioural re-

sponses toward a brand because brand attitude is shaped by exposure to marketing content and peer influence
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[16]. Favourable brand attitudes are strongly associated with increased purchase intention along with brand
loyalty [37]. These attitudes are connected to positive word-of-mouth as well [3, 38].

Subjective norms refer to perceived social pressures or expectations from significant others such as
family, friends, or influencers, regarding specific behaviors, shaping how individuals decide to act [39, 40].
Subjective norms in digital environments are shaped by user generated content, online community engagement,
and influencer recommendations. These factors can strongly influence consumers’ decisions about purchase
[16, 22, 25].

2.5. The Role of Gender Moderation
Gender differences play a meaningful role in the shaping of consumer responses to digital marketing

strategies, and these responses include short video content and brand collaborations [12]. Female consumers
do respond more to emotional storytelling. They also respond to community-based campaigns in addition
to detailed product information, but male consumers can stress functionality along with visual appeal [23]
By understanding gender as a moderating variable, marketers can design targeted, more effective strategies.
Content and campaigns resonate more deeply with distinct audience segments when tailored accordingly [14].

2.6. Hypotheses Development and Conceptual Framework
This study develops a comprehensive set of hypotheses to examine the interplay between brand col-

laboration, short video content marketing, brand attitude, subjective norms, and gender moderation in terms
of purchase intention for local skincare brands in Indonesia, building on the theoretical underpinnings and
empirical perceptions discussed in the preceding sections. The integration of Collaboration Brand Network
Configuration (CoBNC) into the Theory of Reasoned Action (TRA) provides for a novel lens. Consumers
feel the impact of networked branding through this lens. As CoBNC posited, purchase intention may directly
improve via increasing perceived product value, trust, and innovation. Brand narratives become richer, and re-
source synergy gets greater when brands configure collaborative networks successfully. These outcomes shape
consumer responses. The first hypothesis, as such, is formulated as:

• H1: Collaboration Brand Network Configuration (CoBNC) positively influences consumers’ purchase
intention for local skincare brands.

Short video content marketing is increasingly prominent in the digital sphere, as it effectively conveys
brand messages, showcases product use, and leverages influencers for persuasive engagement. When
integrated with brand collaboration, short videos can enhance purchase intention and strengthen the
perceived authenticity and credibility of campaigns. Accordingly, the second hypothesis is:

• H2: Short video content marketing positively influences consumers’ purchase intention for local skincare
brands.

Brand attitude and subjective norms serve as core mechanisms in the TRA framework, mediating the
effects of marketing strategies on behavioral intention. Positive brand attitudes formed through collab-
orations and short videos strengthen purchase intention, while subjective norms shaped by influencers,
peer endorsement, and social media trends encourage consumers to conform to perceived expectations.
The relationships are explained in the following way:

• H3: Collaboration Brand Network Configuration (CoBNC) positively influences consumers’ brand atti-
tude.

• H4: Short video content marketing positively influences consumers’ brand attitude.

• H5: Brand attitude positively influences consumers’ purchase intention.

• H6: Collaboration Brand Network Configuration (CoBNC) positively influences subjective norms.

• H7: Short video content marketing positively influences subjective norms.

• H8: Subjective norms positively influence consumers’ purchase intention.

Further, this study posits that gender moderates several key relationships within the model. Given the
observed differences in how male and female consumers process digital content and respond to social
influence, it is plausible that the impact of brand collaboration, short video marketing, brand attitude, and
subjective norms on purchase intention will vary by gender. Therefore, the final hypotheses are:
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• H9: Gender moderates the relationship between Collaboration Brand Network Configuration (CoBNC)
and purchase Intention, such that the effect is more substantial for one gender.

• H10: Gender moderates the relationship between short video content marketing and purchase intention.

• H11: Gender moderates the relationships between brand attitude, subjective norms, and purchase inten-
tion.

Based on these hypotheses, the study frames a concept integrating CoBNC, short video content mar-
keting, brand attitude, subjective norms, with gender moderation within the TRA context. Because it offers
new theoretical and practical insights into the fields of digital marketing and consumer behaviour in emerging
markets, this framework guides the empirical analysis. It provides a basis for testing the specified relationships.

Figure 1. Conceptual Framework: The Influence of Brand Collaboration and Short Video Content Marketing
on Purchase Intention in Indonesia’s Skincare Market

Source: Adapted from [4, 6, 11, 30]

Figure 1 explains the conceptual framework of this study, which integrates Collaboration Brand Net-
work Configuration (CoBNC) and short video content marketing (SVCM) within the Theory of Reasoned
Action (TRA). Both CoBNC and SVCM are proposed to influence brand attitude (BA) and subjective norms
(SN), which in turn affect consumers’ purchase intention. Brand attitude reflects consumers’ evaluations of a
brand, while subjective norms capture perceived social pressure or expectations from significant others. Pur-
chase intention serves as the main outcome of these interactions. Gender is included as a moderating variable,
represented by dashed lines, indicating its potential role in shaping the strength of the relationships between
independent variables, mediators, and purchase intention.

3. RESEARCH METHODS
To empirically examine the relationships among collaboration brand network configuration, short

video content marketing, brand attitude, subjective norms, gender moderation, and purchase intention in In-
donesia’s skincare market, this study employed a quantitative research design. The methodology was designed
to ensure the validity and reliability of findings while maintaining relevance for both academic and manage-
rial audiences. Consumer perceptions and behavioural intentions were captured using a cross-sectional survey,
which provided a snapshot of attitudes and responses at a single point in time [41]. This approach was fur-
ther strengthened by adopting explanatory research and hypothesis testing through survey and questionnaire
methods [42].

3.1. Sampling and Data Collection
Indonesian consumers who have experience with local skincare products and who are active on so-

cial media platforms that have popular short video content marketing for TikTok, Instagram, and YouTube are
the target population [43]. Respondents possessed relevant experience, and the purposive sampling technique
ensured exposure to the study context [19]. From January until March of 2024, the online survey was indeed
distributed through beauty community groups along with various social media channels. Participants volun-
teered, which minimized any social desirability bias and encouraged honest responses [22]. For these reasons,
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researchers also ensured the anonymity of participants. Collecting 260 valid responses exceeds the structural
equation modelling (SEM) analysis minimum and ensures sufficient statistical power for hypothesis testing
[35]. About 80% were female, whereas 20% were male, in the demographic profile of respondents aged 18
to 35 years. These respondents represent the main demographic in terms of skincare product consumption as
well as digital engagement within Indonesia [12]. Education, income, and geographic location varied between
respondents, thus contributing to the findings’ generalizability [20].

3.2. Measurement of Variables
All constructs were measured using established scales adapted from prior literature, then adjusted to

the local skincare context and digital marketing in Indonesia. For purposes of consistency, also for the ease of
interpretation, responses were recorded through utilization of a five-point Likert scale (1 = strongly disagree, 5
= strongly agree). Collaboration Brand Network Configuration: Perceived fit, synergy, and innovativeness of
collaborative branding campaigns were measured to evaluate how consumers assess brand alliances, particu-
larly in terms of brand–product congruence, complementary value, and novelty [32].

• Short Video Content Marketing, items assessed consumers perceptions of entertainment value, informa-
tiveness, and engagement potential of short video campaigns [3, 11].

• Consumer Brand Attitude, measured overall positive or negative evaluation of local skincare brands
shaped by exposure to collaborative campaigns and short video content [16].

• Subjective Norms, assessed perceived social pressure from friends, influencers, or communities to try or
purchase local skincare products [23].

• Purchase Intention, measured the respondent’s likelihood of purchasing local skincare products as a result
of exposure to collaborative campaigns and short video marketing [35].

• Gender, was captured as a categorical moderator (binary-coded) and incorporated into the PLS-SEM
model using multi-group analysis to determine whether the strength of relationships differs between
male and female participants [44].

Data were analysed by SmartPLS using Partial Least Squares Structural Equation Modelling (PLS-
SEM). The analysis included:

• Evaluated construct reliability and validity. Two types of reliability were tested, namely indicator re-
liability using loading value, and internal consistency reliability using Cronbach’s Alpha, rho a, and
Composite Reliability [40].

• The validity test consists of convergent validity and discriminant validity. Convergent validity was in-
dicated by the Average Variance Extracted (AVE) and discriminant validity was tested using the HTMT
metric [40, 45].

• Structural Model Assessment, we examined path coefficients for R² values, with predictive relevance
(Q²). Direct, indirect, and moderating effects tested via bootstrap analysis with 5,000 resamples to ensure
statistical robustness and predictive validity [45].

• Because gender moderates, we examined its role through multi-group analysis and interaction terms [44].

• Harman’s single-factor test was used along with the marker variable technique for checking potential
standard method variance [22].

4. RESULTS AND DISCUSSIONS
This section presents the empirical findings derived from the data analysis and interprets them in

relation to the proposed research framework and prior studies. The analysis is conducted in several stages,
beginning with respondent profiling to describe the sample characteristics, followed by measurement model
validation to ensure reliability and validity, and finally structural model testing to examine the hypothesized
relationships and moderating effects. Together, these analyses provide a comprehensive understanding of how
collaboration brand network configuration and short video content marketing influence brand attitude and pur-
chase intention among local skincare consumers.
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4.1. Descriptive Statistics
The team performed the analysis on 260 valid responses. Indonesia’s skincare consumers are mainly

female (82.00%) and most dominant age group is 22-27 years old (39.33%). Majority occupation are employees
(43.85%), with a majority level of education is bachelor’s degree (60.38%). Respondent explain that their
monthly spending on local skincare brands is USD15 – USD40 (51.54%). Participants said that they use social
media actively, more specifically TikTok and Instagram, and that they had prior experience watching or else
engaging with short video campaigns from local skincare brands [46].

4.2. Measurement Model Assessment
The validity and the reliability of the measurement model were assessed prior to when structural

relationships were examined [47].

• Cronbach’s alpha and composite reliability values for all constructs exceeded 0.70, which is the recom-
mended threshold indicating strong internal consistency [40].

• Convergent Validity: Average Variance Extracted (AVE) values with all constructs were above 0.50
because they confirmed sufficient shared variance [11, 40]. All of the item loadings were found to be
more than 0.70.

• Cross-loading analyses with the Fornell-Larcker criterion showed all constructs were distinct.

• Harman’s single-factor test pointed to minimal threat because of common method bias, because the first
factor accounted for less than 35% of the total variance [22].

• Explanatory power shows that the model achieved R² = 0.812, indicating that the model explains 81.2%
of the variance in consumers’ purchase intention.

4.3. Structural Model Evaluation
This study empirically tested a structural model assessing the effects of collaboration brand network

nonfiguration, short video content marketing on brand attitude and purchase intention, and examined gender
as a moderating influence. Importance testing was using bootstrapping with about 5,000 resamples. Direct
Effects:

• Supporting H1 by [7], the path coefficient from Collaboration Brand Network Configuration to Purchase
Intention was positive and statistically significant (β = 0.32, p < 0.01). This mirrors findings in a co-
branding study in the automotive industry, where brand fit and product-fit enhanced consumer purchase
intentions.

• Short Video Content Marketing has an important positive effect on Purchase Intention (β = 0.28, p <
0.01). H2 gains support from this effect [3].

• Supporting H3, the effect of Collaboration Brand Network Configuration on Brand Attitude was both
positive and significant (β = 0.35, p < 0.001), consistent with findings from an Indonesian co-branding
study where consumer attitudes toward co-branded products were strongly driven by product fit and
brand fit [48].

• Short Video Content Marketing → Brand Attitude: Positive and meaningful (β equals 0.30, p < 0.001).
This is in support of H4 [11].

• Brand Attitude has a considerable influence upon Purchase Intention (β = 0.41, p < 0.001). This powerful
influence supports H5 [16].

• The path toward Collaboration Brand Network Configuration to Subjective Norms was positive and
statistically meaningful (β = 0.27, p < 0.01) because it supported H6. Ikonko, Chachage, as well as [49]
found that subjective norms strongly influenced digital marketing adoption and business decisions in an
ecotourism business context [50]. This finding aligns well with all of their research.
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• Short Video Content Marketing significantly influenced Subjective Norms (β = 0.25, p < 0.05), sup-
porting H7. While direct modeling of subjective norms is rare, related evidence shows that short-video
attributes (e.g., entertainment, usefulness) foster trust and engagement, which conceptually reinforce
normative adoption behaviors in digital contexts [39].

• Subjective Norms → Purchase Intention: Important (β = 0.37, p < 0.001), supporting H8 as [35].

4.3.1. Moderation Analysis: The Role of Gender
Gender moderation was assessed via multi-group analysis (MGA). Results showed gender consider-

ably moderated key relationships, this result align with [12].

• Collaboration Brand Network Configuration → Purchase Intention: The effect is more substantial among
females (β female of 0.36). The effect is, in fact, weaker when among males (β male = 0.22).

• Females are, in fact, more sensitive (β female = 0.31) than are males (β male = 0.19) for Short Video
Content Marketing → Purchase Intention.

• Purchase intention was affected by Brand Attitude and Subjective Norms. The study from [23] found
these effects were more substantial among female consumers.

These findings validate moderating hypotheses, and gender-targeted strategies are needed in digital
marketing. Robustness checks in this study using demographic variables such as age, education, and frequency
of social media use showed that the effects of collaboration, brand network configuration and short video con-
tent marketing remained significant across subgroups, though slightly stronger for younger and more digitally
engaged respondents [51].

Table 1. Summary of Hypothesis Testing
Hypothesis Description Supported
H1 Collaboration brand network configuration positively influences purchase in-

tention
Yes

H2 Short video content marketing positively influences purchase intention Yes
H3 Collaboration brand network configuration positively influences brand attitude Yes
H4 Short video content marketing positively influences brand attitude Yes
H5 Brand attitude positively influences purchase intention Yes
H6 Collaboration brand network configuration positively influences subjective

norms
Yes

H7 Short video content marketing positively influences subjective norms Yes
H8 Subjective norms positively influence purchase intention Yes
H9–H11 Gender moderates the effects of collaboration brand network, short video,

brand attitude, and subjective norms on purchase intention
Yes

Table 1 summarizes the results of hypothesis testing conducted in this study. All proposed hypotheses
(H1–H11) were supported by the empirical analysis. Specifically, collaboration brand network configuration
(H1, H3, H6) and short video content marketing (H2, H4, H7) were found to significantly influence purchase
intention, brand attitude, and subjective norms. In turn, brand attitude (H5) and subjective norms (H8) also
positively affected purchase intention, confirming their mediating roles within the framework. Furthermore,
gender (H9–H11) was shown to moderate the relationships among collaboration brand networks, short video
marketing, brand attitude, subjective norms, and purchase intention. These results reinforce the robustness of
the conceptual model and highlight the multifaceted pathways through which digital marketing strategies drive
consumer behavior in the Indonesian skincare market [52].

4.4. Discussion
This section interprets what the study found empirically concerning Indonesia’s skincare market and

situates those findings within the broader literature on digital marketing, collaborative branding, and consumer
behaviour. The discussion highlights the implications of the results in theory, the implications for managers,
and suggestions for future research.
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4.5. Theoretical Implications
The results do affirm that Indonesian skincare consumers are more likely to make a purchase, as this

is influenced through short video content marketing and collaboration brand network configuration increases
Intention. For attitudes and subjective norms, collaborative branding and digital content are salient antecedents
that drive purchase intentions according to this Theory of Reasoned Action (TRA) extension [20]. Brand
attitude and subjective norms do mediate, further underscoring the way that personal evaluation with social
influence can shape consumer decision-making [16, 35].

The moderation analysis demonstrates that gender significantly influences how consumers respond to
collaboration brand networks and short video marketing, with female consumers showing stronger sensitivity.
This finding aligns with earlier studies emphasizing women’s responsiveness to emotional storytelling and peer
endorsement in the beauty sector [23].

This study contributes further to a comprehension of how digital factors and collaborative factors
can influence consumer behaviour within emerging markets. It arranges and configures brand networks, and
markets short video content within the TRA framework. Existing literature on influencer marketing, social
proof, and content-driven brand ecosystems is corroborated and extended by the findings [16].

5. MANAGERIAL IMPLICATIONS
For practitioners, the findings underscore the importance of adopting a holistic and integrated ap-

proach to digital marketing. In particular, local skincare brands in Indonesia should focus on strengthening
brand authenticity and perceived localness, which are critical in fostering consumer–brand identification. This
can be effectively achieved through collaborative networks involving influencers, co-branding partners, and
content creators [53]. By cultivating emotional attachment and cultural relevance, these partnerships enable the
creation of meaningful and differentiated value propositions that resonate with local consumers. On platforms
popular with Indonesian consumers, short video content can be used tactically to increase marketing messages.
Engagement as well as purchase intention can also significantly increase as a result.

These findings suggest that brands should design strategies attentive to gender differences, tailoring
content and collaborations to resonate with distinct segments. At the same time, campaigns should reinforce
brand attitudes and subjective norms by using authentic storytelling, consumer testimonials, and influencer
support to create social proof and increase purchase intention.

5.1. Practical Implications
Actionable perceptions are offered in the study’s results. These are relevant for those practitioners and

those brand managers within the Indonesian skincare industry, as well as beyond it.

• First, local skincare brands should use a network-based approach for planned partnerships, an approach
beyond isolated or bilateral collaborations. Brands co-create value as they reach broader audiences by
improving the perceived authenticity and innovation of their campaigns through establishing collabora-
tion brand networks, including other brands, influencers, and creative partners.

• Second, including brief video material in online marketing is important. Brands should produce high-
quality creative short videos using authentic trends and influencers to increase engagement and virality,
especially on platforms such as TikTok and Instagram [54].

• Third, campaigns must be designed toward strengthening subjective norms and brand attitudes. This can
be achieved by the use of storytelling as well as consumer testimonials, and social proof through peer
endorsement or influencer endorsement, which fosters an environment in which consumers not only like
that brand but perceive buying it as the thing which is socially desirable to do.

• Fourth, marketers should target their campaigns and design their content while accounting for gender
differences. Female consumers are more responsive toward collaborative branding, as well as short
video content. Thus, brands reaching this group should evoke emotions, engage the community, and
share details [55]. Meanwhile, campaigns for targeting males may be more effective when focused
on concise, visually impactful information. Product functionality may be a focus of benefit in these
campaigns.
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• Fifth, innovation is important. The landscape for digital marketing is evolving quite rapidly. Brands
should remain data-driven, agile, and open to collaborative models, new formats, technologies, and ex-
perimentation.

Indonesian skincare brands, also marketers in other industries, can improve engagement, increase pur-
chase intention with, and build sustainable competitive advantage in the digital era if they holistically approach
markets by combining collaboration networks, compelling content, and audience segmentation. Beyond its
theoretical and managerial contributions, this study also aligns with broader global development priorities, par-
ticularly the United Nations Sustainable Development Goals (SDGs) [56]. By focusing on how local brands
can leverage digital marketing and collaborative networks to remain competitive, the research supports SDGs 8
(Decent Work and Economic Growth) and SDGs 9 (Industry, Innovation, and Infrastructure). The emphasis on
innovation in digital branding and inclusive consumer engagement also resonates with SDGs 12 (Responsible
Consumption and Production), as it encourages local firms to develop sustainable strategies that respond to
shifting consumer values in emerging markets. Thus, the findings not only advance academic knowledge but
also contribute to understanding how entrepreneurial and marketing practices intersect with global sustainabil-
ity goals.

6. CONCLUSIONS
This study investigated the impact of collaboration brand network configuration and short video con-

tent marketing on purchase intention among Indonesian skincare consumers, using the Theory of Reasoned
Action (TRA) as the guiding framework. The empirical results demonstrate that both collaboration brand net-
works and short video marketing exert a significant influence on consumer purchase intention, and these effects
are mediated through brand attitude and subjective norms. Consumers with more favorable brand attitudes and
stronger perceived social norms are more likely to exhibit higher purchase intentions. Furthermore, the findings
indicate that gender serves as a moderating factor, as female consumers tend to respond more positively to col-
laborative branding initiatives and short video campaigns compared to their male counterparts. These outcomes
enrich the explanatory power of TRA by integrating external variables within digital and networked marketing
environments, providing a more comprehensive understanding of consumer psychology in the evolving digital
marketplace.

The findings also carry meaningful theoretical and practical implications. From a theoretical perspec-
tive, the study extends TRA by embedding collaboration and short-form digital content into its framework,
thereby demonstrating how marketing strategies in digital ecosystems can shape consumer attitudes, social
norms, and behavioral intentions. This novelty strengthens the model’s relevance in contemporary contexts
where consumer behavior is increasingly influenced by digital engagement and peer-driven dynamics. From
a practical standpoint, the results suggest that local brands can improve competitiveness by building strategic
brand partnerships and effectively utilizing short-form video platforms such as TikTok, Instagram Reels, and
YouTube Shorts. These strategies enhance perceived authenticity, foster consumer trust, and stimulate purchase
behavior in highly dynamic and competitive markets. Beyond direct theoretical and managerial contributions,
the research also reflects alignment with global sustainability agendas. Specifically, it advances Sustainable De-
velopment Goals (SDGs) 8 (Decent Work and Economic Growth), 9 (Industry, Innovation, and Infrastructure),
and 12 (Responsible Consumption and Production), by emphasizing innovation, inclusivity, and sustainable
consumer engagement practices in digital marketing.

Despite these contributions, the study has several limitations that must be acknowledged. The cross-
sectional design restricts causal inference, as it only captures consumer responses at a single point in time. Re-
liance on self-reported data may also introduce recall or social desirability bias, which could affect the validity
of the findings. Additionally, the predominance of female respondents reflects the demographic characteristics
of Indonesia’s skincare market but limits the generalizability of results across other gender groups and age
segments. These limitations present opportunities for future research. Longitudinal or experimental studies
would help establish temporal precedence and causality with greater rigor. Expanding the demographic scope
to include more diverse consumer groups could also improve the external validity of the model. Furthermore,
future research could explore additional moderating variables such as age, digital literacy, and personality traits
to capture consumer heterogeneity more effectively. Comparative studies across industries, countries, and cul-
tural contexts would test the robustness of the conceptual framework. Finally, examining the role of emerging
technologies, such as augmented reality, artificial intelligence, and immersive media, could open new direc-
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tions for understanding how technological advancements intersect with collaborative branding and short-form
video content marketing. These avenues would not only deepen academic knowledge but also provide valuable
insights for practitioners seeking to design more adaptive and sustainable digital marketing strategies.
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