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Abstract

Purpose - Since its recent global rollout, TikTok has
amassed over 1 billion users worldwide and remains
one of the most downloaded social media apps. TikTok's
growing popularity presents yet another potential chan-
nel for raising brand awareness on social media. Howev-
er, thereis very little insight in that regard. Therefore, the
purpose of this study is to examine the effect of social
media marketing activities on TikTok in raising brand
awareness.

Design/Methodology/Approach - A convenient sam-
pling procedure was adopted to collect data from 220
respondents using a structured questionnaire based
on the social media marketing activities (SMMA) model.
Multiple linear regression analysis was conducted using
the IBM SPSS software.

Findings and implications - Overall, the results sug-
gest that SMMA on TikTok have a positive influence on
brand awareness. Entertainment was found to be the
most significant dimension, while customization was
found not to have a significant influence in raising brand
awareness.

Sazetak

Svrha - Od svog nedavnog globalnog predstavljanja,
TikTok je prikupio vise od milijardu korisnika diljem svi-
jeta i ostaje jedna od najc¢esc¢e preuzimanih aplikacija
drustvenih medija. Njegova popularnost koja i dalje ra-
ste predstavlja jo$ jedan potencijalni kanal za podizanje
svjesnosti o marki na drustvenim medijima. Medutim,
vrlo je malo uvida u to. Stoga je svrha istrazivanja ispitati
uc¢inak aktivnosti marketinga na drustvenim medijima
na TikToku prema podizanju svjesnosti o marki.

Metodoloski pristup - Koristen je postupak prigod-
nog uzorkovanja za prikupljanje podataka pomocu
strukturiranog anketnog upitnika temeljenog na mo-
delu marketinskih aktivnosti na drustvenim medijima
(SMMA) od 220 ispitanika. Analiza je provedena uz po-
moc¢ visestruke linearne regresijske analize u IBM SPSS
softveru.

Rezultati i implikacije — Rezultati sugeriraju da SMMA
na TikToku ima pozitivan utjecaj na svjesnost o marki.
Utvrdeno je da je zabava najznacajnija dimenzija, dok
kastomizacija nema znacajan utjecaj na podizanje svje-
snosti o marki.
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Limitations - This study adopted a convenient sam-
pling procedure and was limited to Malaysian consum-
ers. Its findings may not be generalizable to other con-
sumer markets.

Originality — This study is an exploratory step towards
assisting brands in utilizing TikTok to raise brand aware-
ness.

Keywords — social media marketing activities, TikTok,
brand awareness, entertainment

Ogranicenja - U istrazivanju je koristen postupak pri-
godnog uzorkovanja i ograniceno je na malezijske po-
trosace. Nalazi se ne mogu generalizirati na druga po-
trosacka trzista.

Doprinos - Ovo izvidajno istrazivanje predstavlja korak
za pomoc¢ markama u koristenju TikToka da bi se podigla
svjesnost o marki.

Klju¢ne rijec¢i - marketinske aktivnosti na drustvenim
medijima, TikTok, svjesnost o marki, zabava
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1. INTRODUCTION

Currently, there are over 4.8 billion people around
the world using social media platforms, with
each user spending an average of 2.5 hours on
them every day (Chaffey, 2021). For brands, this
offers enormous potential for engaging consum-
ers — both existing and new ones — in geograph-
ically very dispersed locations (Cheung, Pires,
Rosenberger, Leung & Chang, 2020). This is not an
entirely new phenomenon but rather something
which has been developing in tandem with the
growth of social media. Today, social media mar-
keting is considered mainstream (Ashley & Tuten,
2015; Dehghani, Niaki, Ramezani & Sali, 2016). Hin-
son, Boateng, Renner, and Kosiba (2019) report
that over 80 percent of Fortune 500 companies
have adopted social media marketing as their pri-
mary marketing strategy. Even more importantly
perhaps, studies have also found that social me-
dia marketing has a positive effect on companies’
financial performance (Alves, Fernandes & Rapo-
50, 2016; Ashley & Tuten, 2015; Keegan & Rowley,
2017). It is not surprising, therefore, that social
media marketing now accounts for almost 60%
of the overall marketing budgets of leading com-
panies surveyed in the United States (Moorman,
2021), making social media marketing a key focus
area for brands as well as a growing research in-
terest in the marketing literature (Yadav & Rah-
man, 2017).

Studies report that social media marketing is es-
pecially instrumental in raising brand awareness
(Alves et al,, 2016; Kim & Ko, 2012; Lim, Pham &
Heinrichs, 2020; Mukherjee, 2020). Branded social
media activities provide additional touchpoints
to facilitate engagement between consumers
and brands throughout the day (Ashley & Tuten,
2015). Be that as it may, each social media platform
has its own unique premise (Vorderer, Klimmt &
Riterfeld, 2004). For example, Facebook is primar-
ily used for sharing information and photos and
keeping in touch with family and friends, while
Twitter enables users to share their thoughts with
others via short messages. Hence, a one-size-fits-
all approach to raising brand awareness on social
media may not be applicable (Ashley & Tuten,
2015; Hollebeek & Macky, 2019; Keegan & Row-
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ley, 2017). Much of the literature on social media
marketing’s role in increasing brand awareness to
date has dealt with more established platforms,
such as Facebook, Twitter, YouTube, and Insta-
gram (Dehghani et al,, 2016; Febriyantoro, 2020;
Voorveld, van Noort, Muntinga & Bronner, 2018).
On the other hand, studies on relatively new so-
cial media platforms such as TikTok remain scant
(Lim, 2020).

TikTok, launched globally in 2017, is essentially a
video-sharing app which allows users to create
and share, or simply watch, short video content
(not longer than 60 seconds) on its platform. In
addition, TikTok users are able to post and share
the videos on other social media platforms. Typ-
ically, videos created and shared on TikTok are
related to viral trends or memes and are scored
by popular songs or tunes. Content-wise, these
videos include how-to tutorials, testimonials,
skits, or even live events. The videos are featured
on the app page in a continuous feed according
to the interests and viewing history of individu-
al users. Although relatively new compared to
other popular social media platforms, TikTok has
seen a phenomenal rise. With over 1 billion cur-
rently active monthly users across the globe, it
remains one of the fastest-growing apps world-
wide (Igbal, 2021). As a testament to its popularity,
TikTok was ranked the world's most visited site in
2021, overtaking industry giants such as Google
and Facebook (Marks, 2021). Brands have been
quick to incorporate the TikTok platform into
their social media marketing activities to take ad-
vantage of its popularity. TikTok’s appeal as a tool
for branding is further strengthened by an assur-
ance of at least 5 million daily views for advertise-
ments on the platform (Sloane & Rittenhouse,
2019). Incidentally, TikTok has been found to be
particularly popular among younger consumers
below the age of 30 (Statista, 2022). This, in turn,
may enable brands to target their millennial and
Gen-Z consumers to create brand awareness.

In view of TikTok's growing popularity and not
least the increasing marketing spend by brands on
social media, it is crucial for them to understand
TikTok's potential as a branding tool. However,
aside from a recent study by Yang and Ha (2021),
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there is very little insight in the marketing litera-
ture in that regard. That particular study focused
exclusively on the social media platform Douyin,
TikTok's sister platform which is only available in
China. The authors caution that the dynamics of
social media marketing on China’s Douyin may
differ from those of TikTok in other parts of the
world (Yang & Ha, 2021, p. 303). Therefore, the
present study sets out to examine the influence
of social media marketing on TikTok in raising
brand awareness within the context of Malaysia.
To that end, the social media marketing activities
(SMMA) framework was adopted (Alves et al,, 2016;
Kim & Ko, 2012; Yadav & Rahman, 2017). The SMMA
framework identifies five different dimensions
which potentially increase brand awareness: en-
tertainment, customization, interaction, electronic
Word-of-Mouth (eWOM), and trendiness (Cheung,
Pires & Rosenberger, 2020; Cheung, Pires, Rosen-
berger, Leung & Ting, 2021; Kim & Ko, 2012).

This study contributes to the literature by way
of differentiated replication (Nicholson, LaPlaca,
Ahmed, Breese & Khan, 2018), with TikTok being
selected to determine the application of SMMA
dimensions in raising consumers’ brand aware-
ness. Its findings suggest that, while SMMA was
found to have an influence in that regard, a dif-
ferent configuration of SMMA dimensions for
raising brand awareness applies to TikTok com-
pared to other social media platforms, including
Facebook, Twitter, and YouTube. In view of that,
the present study proceeds to propose the man-
agerial implications of the findings in the form of
a set of heuristics. Aimed primarily at social media
managers of brands, these heuristics are ground-
ed in the findings of this study and further sup-
plemented by findings and insights drawn from
the interdisciplinary fields of marketing, mass
communication, and media psychology.

2. LITERATURE REVIEW

2.1. Brand Awareness

Brand awareness refers to the ability of consum-
ers to identify and recall a brand in their minds
(Keller, 1993). Raising brand awareness increases

the likelihood that a brand will be included in
the consumers’ consideration set in a particular
category (Langaro, Rita & de Fatima Salgueiro,
2018). As such, it influences the consumers’ de-
cision-making process (Huang & Sarigollt, 2014).
The need to increase brand awareness is even
more acute in the present market landscape,
where new brands are constantly being intro-
duced to consumers (Dao, Le, Cheng & Chen,
2014). In recent years, companies have leveraged
the popularity of social network sites (SNSs) —
collectively referred to as social media (Nisar &
Whitehead, 2016) — in creating and maintaining
brand awareness (Hollebeek & Macky, 2019).
Boyd and Ellison (2007) define SNSs as follows:

...web-based services that allow individuals
to (1) construct a public or semi-public profile
within a bounded system, (2) articulate a list of
other users with whom they share a connec-
tion, and (3) view and traverse their list of con-
nections and those made by others within the
system. The nature and nomenclature of these
connections may vary from site to site. (p. 211)

Unlike traditional marketing channels, social me-
dia offers the potential for brands to reach out
to consumers in a more cost-efficient manner
(Cheung et al., 2020). Moreover, social media also
allows for engagement and interaction between
the brand and consumers, which eventually
leads to higher levels of brand awareness (Ashley
& Tuten, 2015). As a result, branded content can
be found on almost all major SNSs nowadays. Tik-
Tok is no exception to this as brands from a wide
spectrum of product and service categories offer
branded content on the platform (Ehlers, 2021).
Considering 67 percent of TikTok users use the
app to discover new products, its potential for
creating brand awareness is huge (Carter, 2021).

2.2.Dimensions of SMMA

Typically, marketing on social media is conduct-
ed through various brand engagement activi-
ties known as Social Media Marketing Activities
(SMMA) (Choi, Fowler, Goh & Yuan, 2016). The
key aspects of brand engagement on social
media are presented in Table 1 below.
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TABLE 1: Key aspects of brand engagement on social media
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SMMA
dimension

Social media users’
motivations

Social media users’
requirements

Recommended action
for brands

Entertainment

e Hedonic: pleasure seeking
(enjoyment, fun, delight)

e Fudaimonic: meaning
seeking (personal, expres-
siveness, reflection, self-re-
alization)

(Dale, Raney, Janicke, Sanders
& Oliver, 2017; Dale et al., 2020;
Oliver & Raney, 2011; Rieger &
Klimmt, 2019)

e Interest in domain or
topic

e Empathy

e “Transported” to a
different or fictional
context

e Escapism from daily
grind

(Vorderer et al, 2004)

o Provide aesthetic appeal
(of content design and
presentation)

e Facilitate interactivity

(Vorderer et al., 2004)

Customization

o Personalized information
and services that account
for users’ respective prefer-
ences

(Cheung et al, 2021)

o Offerings which may
be relevant to their
needs and require-
ments

(Kim & Ko, 2012)

e Facilitate dialogue with
users to attend to their
unique requirements or
preferences

(Zhu & Chen, 2015)

ed about the users' envi-
ronment

¢ Knowledge: to learn from
other users’ knowledge and
expertise about the brand

e Pre-purchase information:
gain pre-purchase infor-
mation by reading reviews
or brand community
discussions to assist with
purchase decisions

e Inspiration: obtain new
ideas and inspiration from
brand-related information

(Muntinga, Moorman & Smit,
2011)

Interaction ¢ Socialization e Perception of greater o Facilitate active commu-
e Information seeking control of the commu- nication among users
e Entertainment nication environment | e Provide flexible timing
(Chung & Yoo, 2008; Hsu, o H.|gh'|eve|s ofcommu— to meet EIJsers needs )
. , nication responsiveness | ® Create a “sense of place
Chang, Lin &Lin, 2015) :
o Perception that the for users
O o Dovnes on
g 2000)
persuasion
(Downes & McMillan,
2000)
Trendiness e Surveillance: to stay updat- |e Looking for latest e |dentify coordinated

information about
brands

o Seeking recommen-
dations and opinions
from other users

o Able to participate in
current trends

(Godey et al, 2016)

trends where the trend-
iness of a topic can be
characterized by the
number of connected
pairs of users discussing
it

e |dentify uncoordinated
trends based on the
number of unrelated us-
ers interested in a topic

(Budak, Agrawal & El
Abbadi, 2011)
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SMMA Social media users’ Social media users’ | Recommended action
dimension motivations requirements for brands
eWOM o Showcase/demonstrate Means for self-construal: | @ Promote sense of be-
tastes and preferences e Display uniqueness longing through shared

¢ Provide support for other
users

e Facilitate negotiation of
identities

(Serra & Soto-Sanfiel, 2014)

from other users;
e Display connected-
ness to group

(Lee, Kim & Kim, 2012)

values with the brand
o Create online brand
communities
o Facilitate self-enhance-
ment by providing
“smart-tips” and/or ex-
pert advice

(Romero & Ruiz-Equihua,
2020)
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In relation to TikTok, SMMA may include publish-
ing entertaining brand-related video content,
organizing branded hashtag challenges, build-
ing a community of followers and fans, or even
promoting through ads. Scholars have identi-
fied five dimensions of SMMA: entertainment,
customization, interaction, electronic Word-of-
Mouth (eWOM), and trendiness (Cheung et al,
2020; Cheung et al,, 2021; Kim & Ko, 2012)

2.2.1. Entertainment

Entertainment may refer to content created by
marketers that consumers perceive to be fun or
enjoyable on social media platforms (Agichtein,
Castillo, Donato, Gionis & Mishne, 2008). For ex-
ample, consumers have reported watching vid-
eos and listening to music on YouTube for enter-
tainment (Whiting & Williams, 2013). In the case
of TikTok, an example are quirky videos regularly
uploaded for users by the brand Ryanair (Lin-
ning, 2022). Content on social media can also
provide eudaimonic value (Oliver & Raney, 2011).
This refers to entertainment that provides users
with personal development insights or person-
al expressiveness. On TikTok, for instance, the
brand Duolingo provides tips and insights on
learning a new language for the users’ benefit
(Gahan, 2021). In any case, it is crucial for the
content on TikTok to be entertaining so that it
can hold the users’ attention long enough and
prevent them from immediately swiping up to
the next video. Gummerus, Liliander, Weman,

and Pihlstrom (2012) further suggest that the
entertainment dimension strengthens users’
participation and increases the chances of the
content being shared virally online (Golan &
Zaidner, 2008). On TikTok, this can be demon-
strated by the number of likes, comments, and
shares. Therefore, this study predicts that the
entertainment dimension will have a significant
positive influence on brand awareness.

HI: Entertainment on TikTok has a significant posi-
tive influence on brand awareness.

2.2.2. Customization

Cheung et al. (2021) define customization as
consumers’ perception of the extent to which
brands use social media platforms to provide
them with tailored offerings, namely person-
alized information and services that account
for their preferences. The rationale behind this
dimension is that consumers are more interest-
ed in viewing brand-related information that is
directly relevant to them (Kim & Ko, 2012). For
example, Seo and Park (2018) report that con-
sumers are drawn to the Facebook pages of air-
lines that provide specific information. Zhu and
Chen (2015) suggest that there are two levels of
customization on social media: a customized
message and a broadcast. In the case of TikTok,
customized messages can be found on pag-
es of cosmetics brands such as Fenty Beauty,
which posts videos containing beauty hacks
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and tutorials for a specific segment of its con-
sumers. Customization may also enable brands
to maintain a dialogue with their consumers
and to discuss topics related to their personal
interests, thus motivating the consumers to en-
gage with the brand (Cheung et al,, 2021). There-
fore, this study predicts that customization will
have a significant positive influence on brand
awareness.

H2: Customization on TikTok has a significant posi-
tive influence on brand awareness.

2.2.3. Interaction

Interaction is the extent to which SMMA sup-
port a two-way communication between con-
sumers and brands, as well as the exchange of
brand-related information and ideas between
consumers and their peers (Muntinga et al,
2011). For example, consumers have reported
that Facebook is “a place to interact and socialize
with others,” and that “social media gives them
a social life” (Whiting & Williams, 2013). While
mostly lacking in traditional marketing chan-
nels, this participatory component is at the fore-
front in social media. By posting content that
facilitates consumer interaction, brands increase
their relevance in the minds of consumers. Inter-
action on TikTok can be seen in the comment
sections, where users interact with one another
or the brand in relation to content in which they
share a mutual interest. In view of the above, this
study predicts that interaction will have a sig-
nificant positive influence on brand awareness.

H3: Interaction on TiklTok has a significant positive
influence on brand awareness.

2.2.4. Electronic Word-of-Mouth

Electronic Word-of-Mouth (eWOM) refers to the
online communication and passing of informa-
tion regarding a brand or product by actual or
potential consumers (Muntinga et al,, 2011). Kim
and Ko (2012) suggest that social media is an
ideal tool for eWOM as it allows consumers to
generate and share brand-related information
with other users without constraints. For exam-
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ple, consumers report seeking out user reviews
on Instagram prior to making a purchase (Babic¢
Rosario, de Valck & Sotgiu, 2020). eWOM can be
further categorized into three forms: opinion
seeking, opinion giving, and opinion passing
chu(Chu & Kim, 2011).

On TikTok, eWOM activities may include users
making videos of product evaluations, com-
menting on brands, sharing brand-related Tik-
Tok videos with their peers, and doing product
unboxings or reviews. Such activities are of great
significance for brands as more than 70 percent
of consumers are said to trust users’ comments
on social media, compared to traditional mar-
keting activities (Hollebeek, Srivastava & Chen,
2019). eWOM, therefore, may be effective in de-
veloping consumers’ brand awareness and their
overall perception of a brand (Kudeshia & Ku-
mar, 2017). Accordingly, this study predicts that
eWOM will have a significant positive influence
on brand awareness.

H4: eWOM on TikTok has a significant positive influ-
ence on brand awareness.

2.2.5. Trendiness

Naaman, Becker, and Gravano (2011) suggest
that trendiness is the degree to which brands
provide the latest information about their prod-
ucts or services, as well as trendy and up-to-date
content that captures consumers’ attention. Ex-
amples include brand updates and the latest
news, as well as current and hot topics related
to the respective brand. Social media is increas-
ingly becoming a primary source for consumers
to stay current and updated (Mukherjee, 2020).
For example, Naaman et al. (2011) found trend-
iness to be a key dimension on Twitter. Thus,
trending SMM by brands may be appealing to
consumers who are looking to stay updated on
the latest trends (Cheung et al,, 2021). Muntinga
et al. (2011) further suggest that consumers also
seek out trendy information to get inspiration.
On TikTok, trendiness can be achieved by reg-
ularly updating brand-related information and
happenings in line with trending cycles. In do-
ing so, it is suggested that brands actively seek
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out and identify popular and important topics
discussed on social media to stay current (Bu-
dak et al, 2011). The trendier the information, the
more likely that consumers will be drawn to the
brand page (Cheung et al,, 2021). Therefore, this
study predicts that trendiness will have a signifi-
cant positive influence on brand awareness.

H5: Trendiness on TikTok has a significant positive
influence on brand awareness.

The research model depicting the relationships
between SMMA dimensions and brand aware-
ness is presented below as Figure 1.

FIGURE 1: Research model

the present study targets TikTok users in Malay-
sia in the 18-30 age group. Data collection was
carried out from September 5 to November 7,
2021 by means of a self-administered online
survey via TikTok as well as other popular social
media platforms such as WhatsApp, Facebook,
and Instagram. The questionnaire consisted of
four sections: research information; screening
question; main research questions; and de-
mographic profile. The research information
section set out the objectives of the research
and the researchers’ contact information. The
second section served as a screening aid to
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3. METHODOLOGY

A purposive sampling method was adopted for
data collection. Recent studies regarding TikTok
have focused primarily on pre-adolescent and
adolescent respondents. However, the major-
ity of TikTok users were found to be between
18 and 30 years old (Statista, 2022). Therefore,

ensure that the respondents had a TikTok ac-
count. The third section comprised the main
guestions necessary to meet the requirements
of the research objectives. Finally, the fourth
section was used to collect the respondents’
personal information such as gender, age,
and income levels. To facilitate a snowballing
effect, the respondents were encouraged to
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share the survey with their peers upon com-
pleting it, using the survey link and QR code
provided (Baltar & Brunet, 2012).

In order to test the hypotheses of this study, the
survey questionnaire relied on scales adopted
from previous studies. A 5-point Likert scale re-
sponse format was used (1 = strongly disagree,
2 = disagree, 3 = neither disagree nor agree, 4
= agree, 5 = strongly agree). Following Kim and
Ko (2012), a total of 17 measurement items were
used to measure the dimensions of SMMA: en-
tertainment, customization, interaction, e WOM,
and trendiness. In addition, 3 measurements
items were used to measure brand awareness in
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The KMO value was found to have exceeded the
cutting point of 0.5 with a value of 0.80, thus sig-
naling that the sampling is meritorious (Williams,
Brown & Onsman, 2012). Furthermore, the signif-
icance value of the Bartlett’s Test was less than
0.001, which shows that the factors are in a good
condition (Tabachnick & Fidell, 2019). As for the
reliability analysis, Cronbach’s alpha values of all
variables ranged from 0.6 to 0.7, which is suggest-
ed by Ursachi, Horodnic, and Zait (2015) as the
general acceptable level of reliability.

TABLE 3: Reliability analysis

line with Kim and Hyun (2011). Cronbach’s Number
Variable of Items
The study was able to collect 202 completed en- Alpha Retained
tries from the total sample. Of the respondents,  [Entertainment:
599% were female, while the remaining 40.1% | Ej
were male. As for their age, the majority of the E2 0.603 3outof 4
respondents were between 21 and 23 yearsold | E4
(42.6%), followed by respondents inthe 18-20 age | Customization:
group (27.2%). When it comes to the frequency of | €3 0.749 2 outof 4
their TikTok usage, almost half of the respondents c4 .
(49%) reported using the platform several times ll]nteractlon:
a day, while a quarter of them (24.8%) indicated B 0696 3out of 4
using it once a day. Meanwhile, 158% and 4.5% |3
of them used it a few times a week and once a | eWOM:
week, respectively. Finally, the remaining respon- W1
dents used the >|c/>|at1‘orr>r/1 either a fevvg times a |W3 0.710 2outof3
month (1.5%) or rarely (4.5%). Trendiness:
o 0617 | 2outof2
4. RESULTS Brand Awareness:
The descriptive statistics for each variable are Sﬁ; 0.705 3 out of 3
presented in Table 2 below. It can be observed  [ga3
that the data did not violate the assumption of | KMO 0.800
normality. Bartlett’s Test | p<0.001
TABLE 2: Variables’ mean, standard deviation, skewness, and kurtosis
Variables Mean Standard Deviation Skewness Kurtosis
Entertainment 4.2756 0.51346 -0.910 0.678
Customization 4.3292 0.54343 -0.648 1.222
Interaction 40677 057432 -0.619 0.652
eWOM 3.9752 0.64406 -0.894 1.360
Trendiness 4.2525 0.54692 -0.485 0.686
Brand Awareness 3.9505 0.63330 -0.862 1.060
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As for the collinearity statistics shown in Table
4, the Variance Inflation Factor (VIF) values for
all independent variables were below the most
ideal conditions, which are less than 3.3 (Kock &
Lynn, 2012), as the highest VIF value was record-
ed at 1431. This indicates that the values do not
violate the multicollinearity assumption, thus
suggesting that the independent variables have
no intercorrelations with each other and exhibit
no multicollinearity issues.

TABLE 4: Coefficient summary

It can be observed that entertainment has a
p-value less than 0.001 and a beta value of 0.253.
This indicates that entertainment has a positive
influence on brand awareness, thus leading to
the acceptance of H1. However, customization
has a beta value of just 0.082 and a p-value of
0.183, exceeding the p-value maximum threshold
of 0.05 (Di Leo & Sardanelli, 2020). This indicates
that customization does not have a significant
influence on brand awareness. Consequently, H2

Unstandardized | Standardized Collinearity
Coefficients Coefficients . Statistics
Std. t Sig.
B Beta Tolerance | VIF

Error
(Constant) -0.177 0.391 -0452 0.652
Entertainment 0.312 0.082 0.253 3.816 <0.001** 0.710 1408
Customization 0.095 0.071 0.082 1.337 0.183 0.832 1.202
Interaction 0.228 0.072 0.207 3.185 0.002** 0.742 1.348
eWOM 0173 0.063 0.176 2.737 0.007** 0.752 1.330
Trendiness 0.179 0.077 0.155 2.317 0.022* 0.699 1431

FIGURE 2: Summary of the structural relationships
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is rejected. Interaction has a p-value of 0.002 and
a beta value of 0.207, which shows that interac-
tion does influence brand awareness positively.
Hence, H3 is accepted. Next, eWOM has a p-value
of 0.007 and a beta value of 0.176, demonstrating
eWOM'’s positive influence on brand awareness.
H4 is therefore accepted. Finally, trendiness has a
p-value of 0.022 and a beta value of 0.155, which
shows that trendiness influences brand aware-
ness positively, thus also leading to the accep-
tance of H5. Figure 2 below presents a summary
of the structural relationships.

5. DISCUSSION

In general, the results of this study show that
SMMA dimensions on TikTok have a significant
influence on raising brand awareness. However,
the results indicate that the influence of each of
the five SMMA dimensions on brand awareness
may vary from one social media platform to an-
other. Notably, entertainment was found to be
the most significant SMMA dimension on TikTok
in raising brand awareness. This is perhaps to be
expected, given that, according to Carter (2021),
75% of TikTok users "hop onto the app just
wanting to be entertained.” In contrast, previous
studies on social media in general found the
trendiness dimension to be the most significant
(Cheung et al,, 2020; Seo & Park, 2018). The likely
reason behind this is the fact that social media
users have been found to use Facebook, Twitter,
and Instagram to stay updated on the latest in-
formation and happenings (Babi¢ Rosario et al,,
2020; Koay, Ong, Khoo & Yeoh, 2021). This ele-
ment is mostly absent on TikTok due to its focus
on viral memes and videos (Bringe, 2021).

Perhaps the most distinct finding is that cus-
tomization was not found to be significant in
raising brand awareness on TikTok, in contrast to
previous studies focusing on other social media
platforms such as Facebook, Twitter, and Insta-
gram (Godey et al,, 2016; Koay et al,, 2021; Sehar,
Ashraf & Azam, 2019). There are two potential
reasons for this. Firstly, although brands may
have customized their content, users may not
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see it because TikTok's proprietary algorithm
generates its “For You Page” which is unique
to each user (Matsakis, 2020). Secondly, most
brands on TikTok only provide general auto-
mated responses to users’' messages rather than
direct replies (Hutchinson, 2021). In fact, brands
such as Samsung and Apple do not even allow
users to send them direct messages on TikTok.
Furthermore, until recently, TikTok allowed users
to opt out of personalized messages altogether
(Morrison, 2021). These reasons could have con-
tributed to a weak customization dimension on
TikTok.

5.1. Theoretical Contributions

This research makes its theoretical contribution
by way of differentiated replication. Nicholson
et al. (2018) define “differentiated replication”
as a study which sets out to determine wheth-
er the empirical findings of a previous study or
studies in a related area generalize under differ-
ent conditions or boundaries. To that end, the
conditions or boundaries of a subsequent study
are deliberately chosen to provide variations
(Uncles & Kwok, 2013). According to Lindsay and
Ehrenberg (1993), differentiated replication is an
importantaspect in theory building as it sets out
the boundaries of prior findings. In this study,
differentiated replication was attempted by se-
lecting the TikTok platform exclusively (over all
other social media platforms) to determine the
application of SMMA dimensions in generating
consumers' brand awareness. Since TikTok is rel-
atively new to the market, most of the related
prior studies concerned other popular social
media platforms, including Facebook, YouTube,
Twitter, and Instagram (see Febriyantoro, 2020;
Hildebrand, Fernandes, Veloso & Slongo, 2010).
Therefore, while this study’s findings replicat-
ed those of previous studies with respect to
the positive influence of SMMA dimensions on
brand awareness in general, its results highlight
the differences in the significance of each of the
dimensions within the boundaries of the TikTok
platform. In essence, this would suggest that
a different configuration of SMMA dimensions
may apply from one social media platform to
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another in positively influencing brand aware-
ness.

5.2. Managerial Implications

A further contribution is made by this study in
the form of heuristics for executing social media
marketing strategy on TikTok. Maclnnis (2011, p.
142) categorizes such contributions as proce-
dures or best practices with the aim of assist-
ing strategy execution or problem solving. So-
cial media managers in particular are reported
to be centering on social media platforms in a
bid to raise awareness of their brands (Parveen,
Jaafar & Ainin, 2015). However, Jacobson (2020)
cautions that there is very little guidance in that
respect. The heuristics proposed here are by no
means definitive or comprehensive but rather
serve as a decision support tool for managers
(Jaworski, 2011). In proposing them, this study
heeds several related recommendations in the
literature. The first is to specify the relevant
decision-makers who may benefit from such
heuristics (Cuervo-Cazurra, Caligiuri, Andersson
& Brannen, 2013). Here, the target audience are
the social media managers, as the organization-
al executives responsible for managing the so-
cial media activities of a brand (Meske & Stieg-
litz, 2013). Furthermore, scholars suggest that
heuristics should be presented in a simple and
practical format that is easy to understand, rath-
er than as complex analytical models (Ankers &
Brennan, 2002; Kuusela, Narvanen, Saarijarvi &
Yrjolg, 2014).

The key findings of this research provide the
underlying basis of the proposed heuristics.
Specifically, four SMMA dimensions — entertain-
ment, interaction, trendiness, and eWOM — were
found to influence brand awareness on TikTok.
In addition, findings and insights from the fields
of marketing, mass communication, and media
studies are integrated to amplify the dynamics
of the four SMMA dimensions from two com-
plementing perspectives — that of social media
users and social media managers. The heuristics
are organized in three sections which roughly
correspond to the “why?" (social media users’

motivations), “what?" (social media users’ ex-
pectations) and “how?” (social media managers’
actions) aspects in maximizing the potential
for raising brand awareness on TikTok. The first
component refers to social media users’ motiva-
tions. Essentially, motivations are said to be the
incentives that drive social media users’ selec-
tion and use of TikTok (Muntinga et al., 2011). Un-
derstanding motivations is imperative as it en-
ables social media managers to anticipate and
direct social media users' selection and use of
TikTok. For example, in the case of the entertain-
ment dimension of SMMA, social media users
may be driven by hedonic and/or eudaimonic
motivations (Dale et al., 2020). The next section
outlines heuristics related to social media users’
expectations when using the social media plat-
form. These refer to the features that enable so-
cial media users to fulfil their motivational needs
which were outlined earlier (Lee et al., 2012). Vor-
derer et al. (2004) emphasize that social media
users may expect these features individually or
in combination with others. The third and final
section outlines heuristics which social media
managers may consider providing or imple-
menting to fulfil social media users’ motivations
and expectations (Downes & McMillan, 2000).
Potentially, this may enable a brand to enhance
its reach and improve engagement with social
media users (Lim et al., 2020).

In the case of TikTok, brands could leverage the
entertainment dimension in the following ways:

0 use aviral soundtrack or meme for branded
content to relate to and entertain users;

o depict scenarios that are humorous or relat-
able to their audience;

o0 leverage Gen-Z lingo and terminologies
that are popular at the moment;

o create brand challenges which are unique
and entertaining.

The real-world application of several of these
heuristics can be illustrated using the TikTok
channels of two brands which have received
praise from social media users — Ryanair and
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Duolingo. Ryanair is a low-cost airline operating
out of Dublin, Ireland. It has 1.5 million follow-
ers on TikTok and has accumulated up to 31
million views on its videos (Thompson, 2021).
Ryanair is popular for its quirky and funny vid-
eo content. It is suggested here that this relates
to social media users’ motivations for seeking
hedonic entertainment, which in turn enables
them to be “transported” to a different context
(users’ requirements). Ryanair's SMMA on TikTok
are so successful that its brand is now popu-
lar even with social media users in territories
where the company does not have business
operations (Linning, 2022). Next is Duolingo, a
language-learning app with over 1.9 million fol-
lowers on TikTok (Gahan, 2021). Duolingo’s Tik-
Tok videos emphasize both the interaction and
trendiness dimensions of SMMA. In this manner,
they appear to target social media users’ moti-
vations for socialization and information seeking
as well as surveillance, by identifying the latest
trends and facilitating active levels of communi-
cation and information exchange among users
and the brand.

6. CONCLUSION AND
LIMITATIONS

In its earlier stages, social media was seen more
as a medium of communication and interac-
tion between users (Mukherjee, 2020). Recently,
however, its entertainment value has become
more prominent. Users are increasingly drawn
to social media to be entertained. Gangadhar-
batla (2021) suggests that the entertainment
dimension of social media has become even
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more pronounced following the Covid-19 out-
break, with consumers spending more time
indoors due to lockdowns. The results of this
study, specifically in relation to the major sig-
nificance of entertainment on TikTok, seem to
support this trend.

There are several limitations to this study. Firstly,
the study focused specifically on brand aware-
ness on TikTok. Although necessary, brand
awareness does not guarantee the long-term
aspects of consumer-brand relationships such
as brand equity and brand loyalty (Ngai, Tao &
Moon, 2015; Yusuf, Che Hussein & Busalim, 2018).
Research is, therefore, required to determine the
influence of SMMA in assisting brands to under-
stand the effectiveness of TikTok in the long term.
The second limitation concerns the cultural con-
text of this study, given its exclusive focus on Ma-
laysian consumers. According to Shavitt and Cho
(2016), the cultural context may influence how
consumers respond to brands. Indeed, Yang and
Ha (2021) cautioned that the dynamics of SMMA
on TikTok may differ from one culture to another.
Accordingly, the results of this research may not
be generalizable to other cultural contexts. Simi-
lar research relating to SMMA on TikTok in Europe
and North America can, therefore, prove useful in
generating more comprehensive insights. Finally,
this study was limited to consumers between the
ages of 18 and 30. However, it is reported that Tik-
Tok is increasingly popular with older consumers
as well (TikTok, 2021). Therefore, researchers may
consider expanding the respondents’ age groups
to determine whether there are any differences
in SMMA's influence in raising brand awareness
on TikTok.
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