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Βεβαίωση εκπόνησης Διπλωματικής εργασίας 
 

«Δηλώνω υπεύθυνα ότι η συγκεκριμένη μεταπτυχιακή εργασία για τη 
λήψη του μεταπτυχιακού τίτλου σπουδών του ΠΜΣ στη Διοικητική 
Επιστήμη και Τεχνολογία του Τμήματος Διοικητικής Επιστήμης και 
Τεχνολογίας του Οικονομικού Πανεπιστημίου Αθηνών έχει συγγραφεί 
από εμένα προσωπικά και δεν έχει υποβληθεί ούτε έχει εγκριθεί στο 
πλαίσιο κάποιου άλλου μεταπτυχιακού ή προπτυχιακού τίτλου 
σπουδών στην Ελλάδα ή το εξωτερικό. Η εργασία αυτή έχοντας 
εκπονηθεί από εμένα, αντιπροσωπεύει τις προσωπικές μου απόψεις 
επί του θέματος. Οι πηγές στις οποίες ανέτρεξα για την εκπόνηση της 
συγκεκριμένης διπλωματικής αναφέρονται στο σύνολό τους, δίνοντας 
πλήρεις αναφορές στους συγγραφείς, συμπεριλαμβανομένων και των 
πηγών που ενδεχομένως χρησιμοποιήθηκαν από το διαδίκτυο». 
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Abstract 

The purpose of this thesis was to conduct literature research on social media and its 
evolving trends, with the goal of also highlighting the use of short video content 
which has not been reviewed sufficiently on its own, by centering on TikTok. 

Data and information related to social media will be presented in order to examine 
some of the significant milestones in the early stages of social media's growth in order 
to adequately address this topic. This is followed by a brief discussion on some 
empirical studies done thus far which focus on consumer behavior towards social 
media. The latter will serve as a base to review current business practices around 
social media branding and digital marketing.  

An important contribution of this thesis is the development of a framework of how 
social media platforms, social media users and brands marketed within the platforms 
operate and interact. We will see through the literature studies that the result of this 
interaction is the constant upgrade of platform features, the development of new types 
of media, the shift in engagement styles of users which then influence social media 
brand strategies. Basically, there is an exchange of information towards different 
directions with the most impactful being user behavior feedback towards platform 
types and the various forms of content.  

 
 
 
Keywords: <<social media, short video content, consumer behavior, user engagement, 

TikTok>> 
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with consumers across the globe and why business could utilize its growing potential (Bump, 
2020). 
 
Moreover, we will then introduce empirical studies effectuated by researchers in the fields of 
marketing, digital marketing, business, and social studies so as to gain a better understanding 
of the impact social media seem to have on businesses and consumers.  
 
At this point we will have developed the foundations to form our theoretical framework for 
this thesis in order to close this research with the final remarks and implications observed as a 
result of this literature review.  
 
In the following chapter an outline of the history of the social media is drawn from a 
theoretical perspective starting from exploring some prevailing definitions found in the 
studied literature and closing with empirical studies found in the area.  
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2 Theoretical Background and relevant empirical studies 

2.1 Theoretical Background 

2.1.1 Definition of social media 
 

Social media as stated on Merriam-Webster dictionary are modes of electronic 
communication (such as websites for social networking and microblogging) via which people 
create online communities to share information, ideas, personal messages, and other content 
(such as videos) (such as videos). 
 
Another definition dives further by including various general formats and services offered in 
social media platforms. Specifically, it is described as user-generated services (such as 
blogs), online review/rating sites, virtual game worlds, social networking sites, video 
sharing sites and online communities, whereby consumers produce, design, publish, or 
edit content are examples of spaces where social media practices are displayed (Ruth N. 
Bolton, A. P. (2013)). 

When searching further more definitions arise, which include that social media is defined as 
websites that enable the creation of profiles and offer visibility of user relationships, web-
based applications that enable sharing, generating relationships, creating groups, 
conversations, and profiles (Boyd & & Ellison, 2007) and mobile applications that enable 
sharing, relationships, groups, conversations, and profiles (Kietzmann J. H., et al., 2011). 

Diga and Kelleher (2009) define social media as "social media sites," a collection of 
information technologies that enable individuals to engage and network (Kapoor K., et al., 
2017). However, considerable agreement appears to exist that Web2.0 technologies had a key 
influence in the development and widespread adoption of social media platforms. 

According to another definition of social media are "Internet-based applications developed on 
Web 2.0, with Web 2.0 referring to both a concept and a platform for harnessing collective 
intelligence" ( (Huang Z. & Benyoucef, 2013), 2013 p. 246). Social media sites such as 
Facebook, Twitter, and LinkedIn enable individuals to maintain constant contact with their 
social networks (Wolf, et al., 2018) 

In addition, when the term "Web 2.0" is used, it refers to a combination of technologies and 
concepts that enable and propel the creation of media-rich content on the internet (Kaplan A. 
M. & Haenlein, 2010). Similarly, it derives from the open-source philosophy, which 
encourages users to cooperate freely through the use of open-source technology and the 
sharing of their work and knowledge with their peers. User Generated Content (UGC) 
emerged as a result of Web 2.0 technological breakthroughs and an open ideological 
framework (UGC). The availability of user-generated content (UGC) - the ability to create 
and distribute content freely and inexpensively - has aided in the proliferation of social media 
platforms (DesAutels, 2011) 

Kane et al. (2014) extend this concept by including in the definition that users are able to 
generate and access digital content as well. These definitions extend Kaplan and Haenlein's 
technical definition by include a "connection" element (a list of connected users) and a 
"human" element (profiles) 

Social media as an Information System is supported by a collection of (currently accessible) 
Internet, communication, and computing technologies, as well as a set of ideological ideas on 
how information should be created, accessed, and transmitted (Wolf, et al., 2018). 
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as individual components of an integrated enterprise social media platform rather than as 
separate components of a separate enterprise social media platform (Paul M. Leonardi, et al., 
2013).  

Much of the discussion surrounding social media is centered on the significant impact they 
can have on the ways in which businesses communicate with their customers and external 
stakeholders, with researchers looking into issues such as marketing, branding, and customer 
relationship management, among others. 

When internal social media technologies are investigated, it is demonstrated that they can 
have significant implications for communication within the workplace, influencing issues 
such as interaction with new hires, knowledge sharing and management, as well as 
employees' abilities to form relationships in order to build social capital, to name a few (Paul 
M. Leonardi, et al., 2013).  
 

2.1.4 Types of digital marketing 
 
In spite of the importance of examining social media platforms within organizations, 
economic sense is derived by the use of those outside of organizations, where users can 
potentially become consumers of services and products. In order to bridge the utility users, 
get from the online social interaction and the utility businesses get from accessing these 
platforms where they can market to wide audience, digital marketing and social media 
marketing were developed to facilitate this interaction (Appel, et al., 2020). 

In the upcoming chapters you will find described, the different specializations of digital 
marketing which are currently implemented within social media platforms or can only be 
found there such as the social media marketing type. The following paragraphs aim to make 
the reader understand the level of sophistication of reach developed to help businesses and 
brands reach their desired audience. Even though the types: content marketing, affiliate 
marketing pay per click marketing and native advertising, can be found in various online 
websites, when incorporated within social media platforms they seem to leverage the tools 
provided by social media marketing as well increasing their effectiveness hence a detailed 
description of those as well is offered.   

More specifically, social media platforms such as Facebook, Instagram, Tik Tok, and blogs 
have essentially supplanted traditional forms of promotion in the subject of digital marketing. 
The preceding conclusion can be made from the fact that approximately 30% of consumers 
prefer to communicate with brands via social media channels rather than visiting a physical 
store (Statista, 2021). 

For information and entertainment, consumers increasingly rely largely on social media 
platforms such as Instagram, Facebook, LinkedIn, and Snapchat. This is why brands must be 
visible on a variety of social media sites (Hossain, et al., 2020). This is understandable given 
the average user's presence on about eight social media platforms. According to Pew 
Research, the average American spends 2 hours and 22 minutes every day on social media. 
3.26 billion of the 5.11 billion people who own a phone use it to visit social media sites such 
as Facebook and Twitter. The average person spends approximately one-seventh of their 
waking hours on social networking platforms (Brooke Auxier & Anderson, 2021). 

Given the above it is reasonable to assume that marketers can communicate with their 
prospects via social media platforms in a variety of ways. These channels can be used by 
marketing teams to distribute paid adverts and sponsored content, to mention a few 
possibilities. Each platform enables marketing teams to create sponsored ad campaigns and 
segment users to ensure that these advertisements show in the feeds of members of the desired 
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audience. While each platform is unique, the majority of them enable marketing teams to 
target advertisements based on demographic information such as location, job title, interests, 
and age (Brooke Auxier & Anderson, 2021). 

2.1.4.1 Social media marketing 
 

Traffic and brand exposure are increased through online discussions, which is achieved 
through social media marketing (Baker, 2020). Facebook, Twitter, and Instagram are the most 
popular social media marketing platforms, followed by LinkedIn and YouTube (Statista, 
2022).  

Social media marketing has built-in engagement indicators that are highly beneficial for 
determining how effectively a business is reaching its audience. Brands get to choose 
whatever sorts of interactions are most valuable to them, whether it's the number of shares, 
comments, or overall website clicks (Esteban Ortiz-Ospina, 2021). 

Companies may not necessarily have direct purchase as the primary objective of their social 
media marketing approach (Puri, 2017). Numerous firms utilize social media marketing to 
initiate discussions with their consumers rather than immediately encouraging them to make a 
purchase. This is particularly prevalent among firms that cater to older audiences or offer 
items and services that are not suitable for impulse purchases. It is entirely dependent on the 
objectives of each business (Wong, 2021). 

2.1.4.2 Content marketing 
 

Content marketing, nonetheless, it is not a new concept; on the contrary, it has been around 
for as long as marketing itself; however, it was not recognized as a separate concept but was 
incorporated into advertising in general at the time. The ultimate objective of content 
marketing is to acquire leads who will eventually convert into paying clients. It accomplishes 
this in a different manner than traditional advertising. Instead of alluring prospects with the 
promise of future value from a product or service, it provides value for free in the form of 
textual content (Mailchimp, 2021). 

Due to the fact that content marketing is a new term, there is currently no dominant definition, 
and several variants proliferate. Nonetheless, the difference is in the terminology researchers 
seem to generally agree on the concept's meaning. In a nutshell, content marketing is the 
process of supplying customers with information that is fascinating, useful, problem-solving, 
entertaining, or otherwise beneficial to the consumer, as opposed to an attempt to sell a 
product (Forrest, 2019). It is most frequently used to interact with current target markets via 
content, but it can also be used to engage with prospects in inbound marketing. Video format 
content can also be used as part of the content marketing strategy of a brand. The latter can 
also prove quite impactful especially in cases where supporting information is be needed to 
showcase characteristics and/or the value a product or a service may bring (Alam, et al., 
2019).  

Nevertheless, content marketing, for all its effectiveness, may be difficult to execute. When 
generating content for a business, content marketing professionals must be able to rank 
effectively in search engine results in order to increase chances of attracting users who will 
read, share, and interact with the business in the future. When the material is relevant, it has 
the potential to build strong relationships with the audience along the pipeline. 

Based on statistics drawn from the 2021 Global Overview Digital Report and GWI we can 
understand how content marketing is important, and there are several statistics that support 
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According to (Davis, 2006) brands assist the consumer in making a decision between one 
product and another in a complex world with greater choice. Hence customers benefit from 
the usage of brand names because it makes it easier for them to identify and select products 
that they believe are superior to the alternatives. Since shortly after the brands were first used 
on cattle as a symbol of ownership, the role of brands as a "guide to choice" has remained 
virtually intact to the current day.  

The attributes listed above describe the underlying concept of a brand's central concept. What 
has changed, on the other hand, is that the definition of a brand has now been broadened to 
include more than just a symbol or a word that represents a particular product or service. 
Modern brands can represent much more than just physical goods and their characteristics or 
qualities; instead, they can represent things such as values, emotions, and lifestyle choices, to 
name a few examples. Customers' emotional responses to advertisements have evolved in line 
with current conceptions of brands, as advertisements that evoke emotional responses from 
customers and position the brand as representing something more than the goods have 
replaced product descriptions (Pike, 2015). 

As previously stated by other academics, additional antecedences for forecasting customer 
trust can include brand attributes, company characteristics, and customer characteristics, all of 
which can be taken into account. One of the most notable discoveries of Christou (2015) was 
that the characteristics of social media brands have a substantial impact on forecasting client 
trust, which in turn has a positive impact on customer brand loyalty. Equally, De Vries and 
colleagues (2012) using data from 355 posts posted by eleven big firms for six different sorts 
of items, found that vividness, post position, and interactivity all played significant roles in 
the acceptability of these posts by users when doing a content analysis. These seemed to be 
confirmed ever since and used in company social media strategies to ensure the effectiveness 
of their social media campaigns (Statista, 2021).  

In addition, according to Smith and Gallicano (2015) YouTube, when compared to Facebook 
and Twitter through the content analysis study conducted at the time, they discovered that 
Twitter and Facebook are more effective social media channels for engaging with customers, 
as well as for building and delivering brand stories to them. At the same time, social media 
platforms, according to Nguyen and colleagues (2015), play a significant impact in brand 
innovation. Furthermore, they asserted that brand innovation can only be predicted with the 
help of knowledge acquired through social media platforms. Social media is a strategic 
weapon that can help to brand innovation as a consequence (Bang Nguyen, et al., 2015).   

Furthermore, an empirical study was undertaken in order to establish the impact of marketing 
activities conducted through social media on consumer loyalty (Bang Nguyen, et al., 2015). 
Based on this study consumers' intention to purchase and loyalty are both positively 
influenced by social media marketing activities, according to their empirical findings. This is 
attributed to a mediating effect of value equity and brand equity on customers' intention to 
purchase and loyalty (Bang Nguyen, et al., 2015). It is important to stress out as well that 
social media, on the other hand, also have the ability to have a negative impact on the 
reputations of companies and their brands. The latter may be related to the fact that customers 
are now able to share their negative experiences and stories with a large number of people 
who utilize social media applications (Hennig-Thurau, et al., 2013).  

2.2.3 Social Media and Customer Relationship Management 

Globally, a rising number of people are becoming connected to and attached to web 2.0 
technologies and social media platforms. On the other hand, businesses are beginning to grasp 
that such technology can be an effective tool for connecting with their clients on a more 
personal level. 
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The greater an organization's ability to create and maintain emotional and social relationships 
between its customers and its brands, the greater the likelihood that such organizations will 
have a deep and stable relationship with those customers. In this context, social media 
applications are widely regarded by businesses throughout the world as having the potential to 
improve both the customer experience and customer relationship management (Ali Abdallah 
Alalwan, et al., 2017). Firms are better able to cultivate a higher degree of engagement and 
association with their customers by boosting the rate at which content is posted and shared 
with customers over social media platforms. According to the researchers, social media is a 
new tool that may assist organizations in maintaining their relationships with their targeted 
clients (Raj Agnihotri, et al., 2016) (Ana Margarida Gamboa & Gonçalves, 2014) (Kaede 
Sano & Sano, 2016). 

The function of social media in developing and forming customer relationships with brands 
may vary depending on the type of platform used: Facebook or Twitter (Orenga-Roglá & S. 
and Chalmeta, 2016). While Facebook may play a part in improving the consumer 
experience, Twitter may provide greater involvement and more often updated content. Using 
social media as an effective marketing mechanism (Ali Abdallah Alalwan, et al., 2017) and 
has a significant and positive impact on a company's ability to increase its customers' loyalty 
and purchasing behavior. 

Researchers have also investigated how a customer's participation with Facebook brands 
could improve the perceived advantages of relationships as well as the outcomes of those 
connections in question (Gummerus J., et al., 2012). Several types of customer engagement 
behaviors have been found, two of which were community engagement behaviors and another 
which was transactional engagement behaviors (Gummerus J., et al., 2012). Using survey data 
from 249 international tourists, Stojanovic investigated the impact of social media 
communications on brand equity using the schema theory and a multidimensional 
methodology. Social media use was found to have a positive impact on brand recognition and 
the desire to participate in eWOM communication (Stojanovic I., et al., 2018). There is strong 
evidence that social media has a significant impact on brand loyalty, sustainability, and 
commercial effectiveness according to (Veseli-Kurtishi, 2018) and (Ibrahim B. & Aljarah, 
2018). 

Social benefits, perceived benefits, and functional advantages were all identified as significant 
relationship benefits that customer may derive from participating with the Facebook brands, 
in addition to other benefits (Gummerus J., et al., 2012). In a similar vein, other researchers 
have performed studies on how utilizing Facebook could assist businesses in encouraging 
their customers to get more involved (Ali Abdallah Alalwan, et al., 2017). Through the 
research we can understand the influence of utilizing Facebook on the relationship between 
customers and brands that were promoted on the social media platform. However, research 
also concludes that, while customers appear to be enthusiastic about following businesses on 
Facebook, they appear to be less enthusiastic about remaining in touch with these brands as 
well as re-sharing their material on their own pages (Ali Abdallah Alalwan, et al., 2017). 

Researchers have also investigated the influence of consumer association with brands in terms 
of how often the customer participates in retweeting brand messages on Twitter (Kim E. & 
Drumwright, 2016). The data collected from 315 brand followers on Twitter shows that those 
who engage with brands via retweets are more likely to have a high level of brand trust and 
identification as well as higher levels of Twitter usage frequency, a specific intent to become 
a part of the community, and an alignment with the respective organization (Kim E. & 
Drumwright, 2016). 

Given the main findings present in research currently surrounding social media marketing 
from businesses perspective and consumer behavior it is necessary to review the current 
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business practice and how to social media platforms contribute in terms of social media 
strategy.  
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Figure 3: “Most popular social networks worldwide as of January 202, ranked by number of monthly active 
users (in millions)” (Source: Statista 202) 

 

3.3 Short video sharing platforms 
 
Given that TikTok belongs into the short video sharing category of social media, comes with 
a number of features elemental to these types of platforms which is worth mentioning in the 
upcoming chapters even though we will not offer the same analysis for the other types of 
social media available. Consequently, we will focus on the different purposes video delivery 
platforms serve, and how they have managed to make economic sense as monetizing outlets 
for the creators of content, the brands advertising through them and the companies developing 
these apps. This will help further understand what TikTok has to offer in terms of features and 
whether it can potentially do this more efficiently compared to other video sharing or video 
enabling platforms, and whether it brings a new preposition for brands to market their 
services in the form of ads.   
 
Presently, the predominant definition for this short format is that any video that does not 
surpass ten minutes in length is considered to be a short video. Long-form video is defined as 
anything longer than ten minutes (Zhang, 2020). Using short videos to learn new things and 
showcase one's talents and abilities has been a popular trend in recent years (Bretous, 2022). 
Research demonstrates that short video platforms have different characteristics, such as the 
ease of content creation, the speed of content transmission through hashtags (Figure 4), while 

underscoring the importance 
of socialization.  
 
According to Martina Bretous (2022) 30% 
of social media marketers plan to invest 
more in short-form video than any other 
trend in 2022, since it has been witnessed 
to bear the highest ROI compared to any 
other marketing strategy making it the 
most profitable social media marketing 
tactic. 
 

3.3.1 Video sharing content for 
educational purposes 
 

Apart from entertaining, short video content 
has been popularized for its effectiveness of 
assisting educational efforts. With the 
advent of short-form video platforms, not 
only has knowledge been made more 
visually appealing, but it has also been made 
more widely available. 

Short films can be combined with innovative educational materials and features that allow 
viewers to ask questions, publish comments, and provide feedback via social media platforms, 
thereby molding a new learning environment. The learning experience of a user can be 
expanded and improved through the many educational features and functionalities of video 
platforms (Zhang, 2020). As a result, there is a greater opportunity for authoritative scientific 
and technological conceptions to be disseminated. When it comes to conveying important 
information and expertise, content creators are not necessarily specialists or professors. 

Figure 4: Example of hashtags highlighted in yellow 
(Source: TikTok 2022) 
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4  The case of TikTok 

4.1 TikTok as an emerging short video sharing social media platform 
 
Throughout the course of this thesis, we have highlighted the key aspects, features and types 
of social media platforms while briefly touching the evolution of such mediums. Each 
platform seems to have been developed to cater to a specific audience depending on the 
dominant trends and the demographics (Taylor, 2019). Businesses have understood the later 
and have adjusted their marketing approach segmenting the tools used to reach their potential 
market in a highly sophisticated manner through digital marketing.  
 
We will now continue by describing the short video social media platform TikTok which is 
one of the focal points of this work by hypothesizing it will grow into becoming an important 
player in terms of consumer influence and will consequently entrain brands to market 
themselves within TikTok or in a TikTok friendly way. The reasoning behind this hypothesis, 
is that despite it being a platform initially used by teenagers currently Gen Zs, Generation Y is 
the next growing cohort of users. The last is the largest population cohort per continent 
according to the stats of the World Economic Forum for 2021 and the generation which 
currently holds the greatest purchasing power (Chatzigeorgiou, 2017), making Generation Y 
otherwise millennials the demographic most brands strive to understand in order to market 
their services and products (Neufeld, 2021). As result since millennials which are the most 
influential generation cohort, and Generation Z which has already shown a clear preference 
towards TikTok, it is definitely worth diving slightly deeper into the characteristics of this 
application.  
 
Articles from tech magazines as well as research articles are steadily including TikTok in 
their reviews even though its penetration rate currently seeming insignificant (Figure 7), this 
is an aim to study and predict its impact on a consumer, business, and cultural level as it also 
the only medium produced in China that managed to penetrate and gain users worldwide 
(Baker, 2020).  
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internationally. ByteDance and TikTok demonstrate how firms in quickly changing 
economies may develop new business models by combining components of established 
business models with novel features that are promptly tested in their native market (Yulun Ma 
& Hu, 2021). 
 
Moreover, TikTok offers a compelling value proposition since it combines many critical 
elements of other popular applications such as Instagram, Facebook, YouTube, Twitter, and 
Vine into a single app. Instagram, Facebook, YouTube, Twitter, and Vine are just a few of the 
popular apps that TikTok incorporates. TikTok's many components may be found in other 
applications, but their combination is unique, and its delivery is more user-friendly than those 
found in other apps. TikTok is a video-sharing app that is similar to YouTube in that it allows 
users to view and create video clips. When compared to the square videos on YouTube, 
Instagram, and Snapchat, the tall videos on TikTok allow viewers to see videos in full-screen 
mode without having to go to another app. In order to play and switch between videos on 
TikTok, users merely need to scroll down on their smartphone, and they are not required to 
decide what they want to watch next (D. Bondy Valdovinos Kaye, et al., 2020).  
 
Researchers such as Yulun Ma 2020 have pointed out that one of the most important features 
of TikTok is its sophisticated algorithm. Its algorithm suggests content to users based on their 
previous actions, such as likes and shares, as well as their geographic location. In comparison 
to YouTube or Instagram, where users still have to select the next video from a list of 
recommendations generated by an algorithm, TikTok is more user-friendly due to the 
complete automation of its video playback. As an added bonus, the TikTok scrolling video 
selection method is ideal for one-handed or one-finger handling than the tapping or swiping 
video selection technique of other applications such as Instagram. TikTok users, like users of 
other video editing apps (such as Vine), are in most regions limited to recording videos for a 
maximum of 60 seconds, 
which is shorter than 
YouTube but more ideal 
for entertaining films 
such as lip-syncing and 
other humorous content. 
TikTok gives a plethora 
of services for creative 
individuals wishing to 
produce video content. 
 
An example of one key 
feature available on 
TikTok is the filter 
options (Figure 8). 
Specifically, there are 
dozens of filter choices to 
choose from that may be 
combined with a wide 
selection of sounds from songs or snippets from TV shows, internet videos, or other users, 
among other things. When it comes to creating movies, the multiple resources TikTok gives 
users decreases the risk and barrier associated with video production. A user can share 
appealing content without particular equipment other than their mobile phone and no video 
producing skillset. User's may participate in challenges, make jokes, or even film and publish 
videos of their daily lives on the TikTok app without feeling self-conscious, as they might if 
they were sharing on Instagram or Facebook instead (Yulun Ma & Hu, 2021). 
 

Figure 8: Examples of filters available on TikTok (Source: LaterBlog) 
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4.8 Consumer behavior and TikTok 

According to the study conducted by Yu Han (2020) which took place in the form of 
questionnaires, two significant findings surrounding consumer behavior characteristics of 
TikTok users were yielded. First and foremost, from the qualitative study TikTok was found 
to be a powerful tool for advertising. Apparently, ads on TikTok are more popular than those 
on other platforms because of the sheer number of individuals that use them.  The research 
therefore proposes that marketers and advertising should try to dominate TikTok as a 
successful platform. Nevertheless, it is worth mentioning that the research done highlighted 
another platform since results of the quantitative survey suggest that a large number of 
individuals favor WeChat's advertising (Han, 2020). According to the network loop at the 
same time, many interviewees stated that they would be willing to get product information 
from family members (A. Shareef M, et al., 2018).  

Concerning the second finding, five characteristics influence people's good attitudes toward 
TikTok advertisements: entertainment emotion (EM), user-friendliness (UI), customer build 
(CB), and trustworthiness authenticity (RA), respectively (UI) (Han, 2020). We will have to 
breakdown these five characteristics in order to also analyze the characteristics of TikTok 
advertisements. According to this study on TikTok, a user-friendly advertisement mostly 
means that the content is simple to comprehend. Moreover, customer-build advertising refers 
to targeted advertising that focuses on the audience's requirements and desires by identifying 
their habits, interests, and demographic traits in order to create the advertisement's content (A. 
Shareef M, et al., 2018). 

Additionally, when studying the app TikTok seems to hold a tool that offers unmatched 
control to the viewer, which is the option of swiping away of an advertisement they dislike 
without having to sacrifice or miss out on content, since they simply move on to the next 
video and skip the video which referred to product or service placement.  At the same time 
Han (2020) points out that a crucial factor that motivates individuals to enjoy commercials on 
TikTok is their reliability and authenticity. Comparatively speaking to other platforms, the 
advertising on TikTok is extremely transparent. Not only can people see the ingredients and 
how it is used through images and videos, but they can also learn about the product's effect 
through other people's comments and sales. In this sense, the messages conveyed by products 
appear to be more trustworthy. User participation is ubiquitous on social media, but not in 
marketing. TikTok enables audience members to freely discuss and raise issues about product 
information, while also respecting the user and purchasing experience (Han, 2020). 
Advertising, on the surface, is the source of product publicity. However, user contact is a 
more effective method of forcefully disseminating product information. 
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6 Conclusions and Implications 

6.1 Main Conclusions of the Study  
 
Social media technologies are no longer seen solely as tools for communication. So social 
media platforms are no longer regarded only as places for sociability and congregation but are 
increasingly being recognized for their ability to support the creation of larger organizations 
of users. Facebook, online communities, Twitter and Instagram to mention a few of the most 
famous social media networks targeted by publications in the subject of social media 
research, are among the most prominent social media networks (Fangfang Li, et al., 2021) 
(Kapoor K.K., et al., 2018). 
 
Moreover, businesses wishing to monetize online content and social search rely largely on a 
thorough understanding of consumer behavior (Ali Abdallah Alalwan, et al., 2017), 
particularly in terms of their contact with and involvement in online social settings to be 
successful. 
 
In general, social media is praised for its information sharing and information exchange 
capabilities, a characteristic also utilized to assist branding efforts (Kwayu, 2020).  
Consumer participation in social media has also been scientifically established as a crucial 
indicator contributing to a company's profitability in several researches (Ana Margarida 
Gamboa & Gonçalves, 2014) (Shalaka Sajane, et al., 2021) (Tang, 2019). 
 
Last but not least, TikTok as an emerging platform offering video sharing content, has 
grabbed the attention of researchers and business publications as it has started to display some 
unique characteristics in terms of consumer reach (Han, 2020) and consumer interaction.  

6.2 Theoretical Implications and Challenges 
 

6.2.1 Theoretical Framework 
 

After utilizing a solid amount of the available body of knowledge on social media, I 
developed a theoretical framework which explains in a figurative manner the information 
flows from the platforms themselves and the ways they are developed to how the users 
significantly shape and determine the success of the platforms. The influx of users per 
platform is the base to attract companies which will then invest in marketing their brands 
within the platforms.  

This thesis also focused on TikTok, having hypothesized that short video content will serve as 
a trailblazer informing the type of content and the types of social media we will observe in the 
future. We then established through data brought forward that video content within social 
media platforms is described as trend that has gained ground even within media like 
Facebook that begun with other types of content.  Keeping the theoretical framework 
developed in mind, social media marketing must then adapt to serve the types of platforms 
users seemed to respond better to.  

6.2.2 Number of platforms 
 

In this thesis we have explored the various characteristics of social media and how those can 
be utilized to support business goals. It is clear, therefore, that there is a variety of platforms 
available offering a plethora of services to their users. Nevertheless, albeit this creating a 
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fascinating environment to focus on, it has also made it hard to study and master for business 
purpose since there has been a rapid evolution of both practice and research.  

6.2.3 Steep learning curve 
 

While social media has been around for more than two decades, its use and research have 
exploded in recent years. It is apparent that social media has grown its reach and influence, as 
seen by the proliferation of platforms and the range of objectives for which they are 
employed. Additionally, businesses and consumers, as well as providers of social media 
platforms, are still learning about the most productive, ethical, and appropriate ways to 
interact via social media (Canovi & and Pucciarelli, 2019). In a rapidly changing 
environment, practitioners and researchers can collaborate to generate and test hypotheses, as 
well as to develop evidence-based practice, with the goal of improving patient outcomes 
(Yogesh K. Dwivedi, 2021). On the other side, heightened change levels in the field, raise the 
likelihood of developing a fragmented body of knowledge. 

6.2.4 Multidisciplinary knowledge body 
 

The scientific background of the research targeting social media platforms available, derives 
from a range of disciplines, including information management, marketing, industrial 
marketing, data systems, psychology, decision support. While these interdisciplinary 
assessments are critical for extracting the core of a discipline and establishing research 
priorities for the future, they also diversify significantly in terms of breadth and proposed 
future studies.  In spite of the latter, according to Yogesh K. Dwivedi (2021) some of those 
assessments bear commonalities and there might be some consensus on the critical nature of 
additional research into (1) social media practice and strategy and (2) consumer behavior. 

6.2.5 Variety of theoretical views 
 

Another challenge is the range of theoretical views and research methodologies. The variety 
in theoretical viewpoints is at least partially responsible for the wide diversity of 
methodological approaches used in social media marketing research. There are qualitative and 
quantitative approaches, such as questionnaires and interviews; focus groups; observation; 
secondary analysis; and official statistics; ethnography; participant observation; and mixed 
methods; in addition to more social media-specific approaches such as content analysis 
applied to social media platforms, social media-based ethnography and virtual ethnography, 
and social media analytics (Yogesh K. Dwivedi, 2021). 

6.3 Managerial Implications and Trends 

6.3.1 AI Technology in Digital Marketing 
 

In recent years, artificial intelligence (AI) has drawn the attention of marketers to a sector that 
was previously thought to benefit only large corporations. However, today, even significantly 
smaller firms can use publicly accessible algorithms and off-the-shelf machine learning (ML) 
algorithms to provide insights for data analysis and forecasting, allowing them to compete 
with much larger organizations (Min Jiang & Fu, 2018). 

Since AI is now an option to materialize digital marketing efforts, when it comes to designing 
a digital marketing plan, digital marketers will need to look outside the box (Yogesh K. 
Dwivedi, 2021). In addition to data collecting and analysis, AI has the potential to disrupt 
established digital marketing practices. Speech recognition technology is used in one out of 
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every five Google searches (Google, 2021). As a result, digital marketers face a new 
challenge: figuring out how to make better use of artificial intelligence (AI). 

Moreover, according to Yogesh et al. (2021) each and every area of digital marketing may be 
transformed by artificial intelligence, including content generation, media buying, sentiment 
analysis, predictive analysis, lead scoring, ad targeting, web, and app optimization, chatbots, 
tailored retargeting, and personalized dynamic emails. Artificial intelligence (AI) aids in the 
prediction of client behavior throughout the purchase process and can assist digital marketers 
in forecasting the purchasing patterns of customers. Based on the information gathered, 
brands can upsell and strategically pitch the essential products to customers to increase their 
revenue. Marketing automations can be carried out with the assistance of artificial 
intelligence, allowing marketers to provide their audiences with a tailored experience while 
also developing happy and pleased customers. 

Using AI-powered automated influencer marketing networks, repurposed content may reach 
customers at every stage of the purchasing process. Natural language generation may be 
utilized to develop articles. The rise of AI will not eliminate the need for marketers, but it will 
have a direct impact on the customer experience. In developing countries, mobile phones and 
tablets account for a larger percentage of digital usage than in developed countries. When 
customers are looking around, they seem to be doing a variety of things. By using artificial 
intelligence, a marketer may recognize the diverse consumption patterns of their customers 
and cater to their needs accordingly. Marketers who use mobile pages that are speed-
optimized can increase traffic to their websites while also keeping their customers happy. 
Digital marketers benefit from artificial intelligence (AI) in the following ways (Yogesh K. 
Dwivedi, 2021). 

Yogesh et al. (2021) further continues by saying that a new generation of AI-powered website 
builders can now create websites based on user data, lowering the cost and time associated 
with developing an interactive website from the bottom - up. Most of these AI-powered 
builders are still in the early stages of development at the moment, which is understandable. 
However, these artificial intelligence-driven procedures are likely to have a significant impact 
on digital marketing in the future. 

6.3.2 Omni-social presence  
 

Appel et al. (2019), introduce us into the term omni-social in an effort to describe the 
interactivity social media platforms have with other aspects of online presence and even 
offline presence. A simple example could be how after reading an article in a magazine you 
are offered options to share the content to social media platforms and effectively spread the 
reach of that particular content by recommending it as a user to your peers.  

This "omni-social" culture means that almost every part of a consumer's decision-making 
process can be influenced by online social networks. If you're in the market for a new car, you 
might ask your Facebook friends for some advice. Customers may feel motivated to purchase 
a product after seeing it used by their favorite beauty influencer on YouTube. There are many 
Google Maps reviews that could help employees who are looking for a quick lunch near their 
office premises. Passengers who are dissatisfied with the service they received on a plane can 
submit their complaints (or accolades) on social media sites such as Twitter. Although the 
decision-making funnel is flattening, these examples indicate that social media can influence 
consumer decision-making all the way through (Appel, et al., 2020). 

This phenomenon describes the manner in which social media appears to be shaping culture 
itself in the offline world as well. YouTube influencers are now cultural icons, with millions 
of subscribers, some of them with their own TV shows and product lines (Geyser, 2022).  
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