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Abstract: This research aims to analyze TikTok's role in delivering marketing 

messages effectively to younger generations, particularly Generation Z and 

millennials. A qualitative approach was employed through a literature study 

method to explore relevant theories and findings comprehensively. The study 

investigates how TikTok’s unique features—such as short-form videos, 

algorithmic personalization, and high interactivity—contribute to the 

effectiveness of marketing communication. Through an in-depth examination 

of existing literature, the research reveals that TikTok functions not only as a 

promotional tool but also as a platform for brands to establish emotional 

engagement and long-term loyalty with consumers. The findings indicate that 

TikTok’s interactive nature, combined with influencer collaborations and 

user-generated content, significantly enhances brand visibility and trust. 

Brands that leverage these features are more likely to connect with their 

audience authentically, resulting in increased engagement and stronger 

brand-consumer relationships. Furthermore, TikTok campaigns are shown to 

drive viral trends that amplify marketing messages organically, offering cost-

effective exposure.  
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Introduction 

The rapid development of digital technology has reshaped how people communicate 

and interact, including within the marketing landscape. Companies are now required to 

shift their marketing communication strategies to adapt to the habits of a digital-native 

generation, particularly Generation Z and millennials, who prefer visual, concise, and 

instantly accessible information. Social media platforms have become a primary channel for 

delivering marketing messages, and among them, TikTok stands out due to its algorithm-

driven content distribution and short-form video format that fosters high engagement 

(Zhang & Zhao, 2022). 

Unlike traditional platforms, TikTok provides users with tools to engage creatively, 

making it easier for brands to connect with audiences in more personalized and relevant 

ways. The platform's unique features, such as hashtag challenges, influencer marketing, and 

participatory content creation, contribute significantly to brand visibility and consumer 
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interaction (Hayes & Carr, 2021). Furthermore, TikTok’s capacity for two-way interaction 

allows users not only to consume but also to co-create branded content, fostering a deeper 

sense of community and emotional connection between brands and consumers (Sundar et 

al., 2021). 

However, despite the widespread adoption of TikTok in marketing practices, 

especially in Indonesia where DataReportal (2024) shows TikTok as one of the most used 

apps by youth, academic research exploring its strategic role in marketing communication—

specifically its effectiveness in influencing consumer behavior among younger 

generations—is still limited. Much of the existing literature has focused on general social 

media marketing, leaving a gap in understanding the unique mechanisms and impacts of 

TikTok as a platform (Vrontis et al., 2021). 

Therefore, this research aims to analyze TikTok's role as a marketing communication 

medium in effectively delivering promotional messages to younger generations. By using a 

qualitative literature study method, this research seeks to explore how TikTok’s platform 

dynamics contribute to increasing brand awareness, emotional engagement, and consumer 

loyalty. 

The significance of this study lies in its potential to provide insights for marketers, 

brand strategists, and communication professionals in leveraging TikTok for more 

impactful, consumer-centered campaigns. It also contributes to the academic discourse by 

addressing the underexplored intersection between platform-specific features and strategic 

marketing outcomes in the context of Generation Z and millennials 

Methodology 

This research applies a qualitative approach using the literature study method. This 

approach was chosen because it is able to explore in depth theories, research results, and 

perspectives from various academic sources related to the effectiveness of affiliate 

advertising in influencing consumer purchasing decisions, especially on the TikTok social 

media platform. As stated by Sugiyono (2016), a qualitative approach is suitable for 

exploring social phenomena thoroughly through understanding the experiences, 

perceptions, and contexts that accompany them. On the other hand, the literature study 

method allows researchers to review and reorganize information from various previous 

studies. 

Result and Discussion 

The development of digital technology has changed the way people interact, 

including in the world of marketing. Consumers now increasingly rely on digital devices to 

find information and interact with brands. This change forces companies to adjust their 

communication approaches to be more relevant to the behavior of consumers who are 

increasingly active in the digital world. Social media is becoming a key channel in marketing 

communications, thanks to its ability to deliver messages quickly and efficiently to a wider 

audience. TikTok, as a short video platform launched in 2018, has emerged as one of the 

most effective mediums in attracting the attention of the younger generation, particularly 

Generation Z and millennials. The platform offers entertaining and accessible interactive 
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content, which perfectly matches the preferences of the younger generation who prefer 

visual information that is quick and easy to understand (Sundar et al., 2021). 

TikTok has experienced rapid growth since its launch, both globally and in 

Indonesia. Based on a report from DataReportal (2024), TikTok is one of the apps with the 

highest number of users in Indonesia, with the majority of users coming from the younger 

generation. Gen Z and millennials prefer to consume media in short video formats that are 

fun and convey information quickly. TikTok allows its users to share content creatively, 

while providing opportunities for them to interact directly with other audiences and brands. 

TikTok's success in attracting young audiences is due to its ability to simplify content 

creation and create a fun user experience. 

TikTok not only serves as a promotional medium, but also as a channel to strengthen 

the emotional connection between brands and their audiences. Marketing through TikTok 

often feels more organic and less commercial than traditional media. Content produced by 

influencers or creators is often perceived as more authentic and closer to the audience, thus 

allowing brands to develop a stronger emotional affinity with their audience. When brands 

collaborate with influencers who have loyal followers, they can create more personalized 

communication and strengthen consumer loyalty (Kotler & Keller, 2016). 

In addition, TikTok provides an opportunity for brands to have a two-way 

interaction with their audience. Unlike traditional one-way marketing media, TikTok 

encourages active participation from users. Features like duet and stitch allow users to 

collaborate in creating more creative content, which can then be shared with their audience. 

This creates a sense of ownership of the content and brand, and strengthens audience 

loyalty. This interactive process creates a more personalized experience and makes the 

audience feel like they are part of the brand narrative, not just recipients of marketing 

messages (Sundar et al., 2021). 

With the dominance of young users on TikTok, they are not only the target of 

promotion, but also act as agents of information dissemination that can shape or strengthen 

perceptions of a brand. Young users tend to be more active in sharing content that they find 

relevant and interesting, and voicing their opinions about products or brands. TikTok gives 

audiences the freedom to participate in content creation and distribution, creating a sense 

of engagement and ownership of the brands they support. This makes TikTok a highly 

effective platform in building loyal communities around brands (We Are Social & 

Hootsuite, 2024). 

The rise of TikTok as a dominant social media platform has significantly changed the 

dynamics of digital marketing, particularly in how brands interact with consumers. One of 

the most crucial aspects of TikTok marketing is the utilization of influencers who possess 

the ability to create viral content and influence consumer behavior. Influencers on TikTok 

are not just content creators but also opinion leaders who shape the tastes and preferences 

of their followers (Islam & Sheikh, 2024). Through short-form, creative videos, these 

influencers build trust and authenticity, which are essential attributes for effective 

marketing communication. 
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The integration of influencer marketing into TikTok strategies allows brands to 

humanize their messages and connect emotionally with younger audiences, especially 

Generation Z and millennials. These demographics are known for valuing authenticity over 

polished advertisements. Studies have shown that influencer-generated content on TikTok 

tends to be perceived as more credible and engaging compared to traditional forms of 

advertising (Agustin & Amron, 2022). This perception increases the likelihood of audience 

interaction, purchase intent, and even brand loyalty. 

Unlike conventional marketing methods that often rely on one-way communication, 

TikTok enables a two-way engagement model where users can interact, duet, stitch, or 

comment on influencer content. This level of interactivity fosters a sense of community 

between the brand, influencer, and audience (Sharabati et al., 2022). Influencers, therefore, 

act as bridges that connect brands with consumers on a more personal and relatable level. 

One of the strengths of influencer marketing on TikTok lies in the platform’s 

algorithmic design, which amplifies popular content. The "For You Page" (FYP) ensures that 

high-performing videos from influencers gain widespread visibility even beyond their 

follower base. This algorithmic advantage allows brands to reach a much broader audience 

through influencer collaborations, often without the need for extensive paid promotions 

(Rando-Cueto et al., 2023). 

Influencer marketing is also cost-effective for small and medium-sized enterprises 

(SMEs) and startups. Unlike celebrity endorsements that demand high fees, micro-

influencers on TikTok can deliver impactful campaigns with lower budgets while still 

maintaining strong engagement metrics. SMEs benefit from this model by building a loyal 

customer base while simultaneously expanding their brand visibility (Sari et al., 2022). 

Furthermore, the credibility that micro-influencers offer can be more persuasive than 

traditional advertising, as audiences view them as peers rather than salespeople. 

In Indonesia, TikTok has rapidly become a prominent platform for influencer 

marketing. According to a report by DataReportal (2024), the app is among the most used 

by young Indonesians, making it fertile ground for marketing campaigns targeting digital 

natives. Influencers on TikTok Indonesia, particularly those in beauty, fashion, lifestyle, and 

food niches, have built communities that actively follow and engage with their content. 

Brands capitalize on these established trust networks to promote their products more 

organically (Mahardini et al., 2022). 

Additionally, influencer marketing on TikTok has evolved with the introduction of 

features such as live streaming and TikTok Shop. These tools enable influencers to sell 

products directly within the app, merging entertainment with e-commerce. Live sessions 

allow influencers to demonstrate product use, answer questions, and offer promotions in 

real-time, creating an immersive shopping experience (Abadi & Ivoniasari, 2024). This real-

time interaction fosters trust and urgency, which are powerful drivers of consumer 

behavior. 

The role of influencers is especially vital in the beauty and skincare industry. For 

example, a study by MS et al. (2022) demonstrated that influencer marketing and viral 

product reviews significantly impacted purchase interest for Scarlett Whitening products. 
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TikTok influencers, through tutorials and testimonial videos, provided credibility and 

relatability that standard advertisements often lack. This success highlights the effectiveness 

of leveraging influencers for targeted product marketing. 

TikTok influencers also help brands adapt their messaging styles to fit the platform’s 

culture. Content that aligns with trends, sounds, or memes tends to perform better, and 

influencers are adept at integrating these elements creatively. This adaptability ensures that 

marketing content feels native rather than intrusive (Dias & Duarte, 2022). By working 

closely with influencers who understand platform nuances, brands can better resonate with 

their target audiences. 

Moreover, influencers serve as content co-creators, not just distribution channels. 

Collaborative efforts between influencers and brands often result in content that is both 

entertaining and aligned with brand identity. These partnerships encourage storytelling 

rather than hard selling, making messages more memorable and persuasive (Luthan & 

Xenia, 2021). The collaborative process can also produce unique brand narratives that stand 

out in the saturated digital space. 

In the realm of food and lifestyle marketing, influencers have demonstrated the 

ability to revive and reposition brands during challenging times. Dewa and Safitri (2021) 

reported how culinary influencers on TikTok helped promote local food businesses in 

Yogyakarta during the COVID-19 pandemic, allowing them to maintain visibility and 

customer engagement despite physical limitations. This case illustrates how influencer 

marketing can be a powerful tool for brand resilience and adaptation. 

The effectiveness of influencers in shaping consumer behavior is also supported by 

cognitive theories of media influence. Audiences tend to model the behaviors and 

preferences of figures they admire or relate to. When influencers demonstrate product use 

or advocate for a brand, their followers are more likely to mimic those actions due to social 

proof and perceived authenticity (Endarwati & Ekawarti, 2021). This behavioral mimicry is 

further strengthened when influencers share personal experiences, reviews, or 

transformational stories. 

Another significant benefit of influencer marketing through TikTok is its role in 

brand awareness campaigns. According to Jauhariya et al. (2022), influencers help create 

aesthetic and quality content that aligns with brand values, thereby shaping public 

perception. The visual appeal and storytelling elements in TikTok content serve not only to 

inform but also to entertain, ensuring that the marketing message is more likely to be 

retained by viewers. 

TikTok influencers also contribute to knowledge dissemination and public 

education. Rando-Cueto et al. (2023) highlighted how health influencers used TikTok to 

raise awareness about eating disorders. This demonstrates that influencers can be 

instrumental not only in promoting commercial products but also in advancing social and 

educational agendas. Such credibility enhances their role as trustworthy communicators in 

both marketing and public discourse. 

While the benefits are clear, brands must be strategic in selecting influencers. Factors 

such as niche alignment, engagement rates, content quality, and audience demographics 
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should guide collaboration decisions. Partnering with the wrong influencer can backfire, 

damaging brand reputation and reducing message effectiveness (Murhadi & Reski, 2022). 

Therefore, data-driven influencer selection processes are essential to maximize return on 

investment. 

Recent research also emphasizes the importance of audience perception in influencer 

marketing. Sa’adah et al. (2022) found that Generation Z perceives the TikTok Shop feature 

more favorably when influencers are involved, as their endorsement reduces the perceived 

risk of online purchases. This trust factor is critical in converting viewer interest into actual 

buying decisions. 

As marketing continues to shift toward personalized, platform-native content, the 

role of influencers will only grow in importance. They bring a human face to brands, making 

messages more relatable, engaging, and actionable. According to Pabian and Pabian (2023), 

the younger generation not only consumes content passively but also participates in shaping 

its meaning and direction, especially when it involves influencers they admire. 

From a theoretical perspective, Uses and Gratifications Theory offers insight into 

why TikTok influencer content is effective. Users seek content that provides entertainment, 

social interaction, and personal identity affirmation (Dias & Duarte, 2022). Influencer 

content on TikTok often fulfills these needs, making it more appealing and effective than 

generic advertising. The platform thus serves as both a media channel and a gratification 

source. 

The influencer-brand relationship on TikTok also supports long-term marketing 

objectives such as customer retention and brand advocacy. Loyal followers of influencers 

often extend that loyalty to the brands they promote. This ripple effect has been observed 

in several case studies where influencer collaboration led to increased repeat purchases and 

word-of-mouth promotion (Fagita & Sudrajat, 2021). 

The immersive experience provided by TikTok, enhanced by influencer interaction, 

also fosters a sense of ownership among consumers. This participatory environment turns 

consumers into brand advocates who willingly share, comment, and recreate branded 

content. As noted by Sundari and Fatimah (2024), this kind of engagement transforms 

marketing from a transactional process into a community-building exercise. 

To conclude, influencers on TikTok play a central role in modern marketing 

strategies, especially for brands targeting younger audiences. Their ability to create 

engaging, authentic, and trend-sensitive content allows brands to build deeper relationships 

with consumers and achieve marketing goals more effectively. Influencers act as co-creators, 

trust builders, and amplifiers, making them indispensable partners in today’s digital 

marketing ecosystem (Oktaviani & Pratiwi, 2022). As the platform continues to evolve, so 

too will the opportunities and strategies surrounding influencer collaboration in marketing 

Given this phenomenon, companies should better understand how TikTok functions 

in building relationships with audiences, especially in the context of marketing 

communications targeting the younger generation. Further research needs to be conducted 

to explore TikTok's potential as an effective marketing tool in increasing brand awareness 

and sustainable customer loyalty. TikTok provides a great opportunity for brands to 
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communicate with their audience in a more creative and personalized way. By making good 

use of the available features, companies can design marketing campaigns that are relevant, 

engaging, and have a positive impact in the long run (Sundar et al., 2021). 

Conclusion 

The development of digital technology has brought significant changes in the way 

people interact, including in the world of marketing. With social media emerging as a key 

channel for marketing communications, companies must adapt their strategies to align with 

the new habits of increasingly digitally connected consumers. TikTok, with its creative short 

video format, has become one of the most effective platforms to reach young audiences, 

especially Generation Z and millennials, thanks to its fast, engaging and visual content. The 

features on TikTok allow companies to deliver messages in a more fun way and build strong 

emotional connections with audiences. 

From this research, it can be concluded that TikTok has proven itself as an effective 

platform to deliver marketing messages to the younger generation, build engagement, and 

increase consumer loyalty. Thus, companies need to understand how TikTok works in 

building relationships with audiences and utilize its features to design more engaging and 

impactful marketing campaigns. Further research would be useful to explore more deeply 

how TikTok can be a more optimized tool in creating marketing campaigns that can increase 

brand awareness and sustainable loyalty. 
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