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ABSTRACT

This study examines TikTok’s evolving role in shaping shopping trends, focusing on its
impact on product discovery, brand awareness, and purchase intentions. By employing a systematic
literature review (SLR) method guided by PRISMA protocols, the research synthesizes findings from
27 peer-reviewed studies published between 2020 and 2025. Bibliometricanalysis using VOSviewer
complemented the thematic synthesis, highlighting dominant research themes such as influencer
marketing, algorithmic personalization, and e-commerce integration. Theresultsreveal that TikTok’s
short-form video content, influencer credibility, and personalized algorithmic targeting significantly
influence consumer engagement and purchase behavior. Additionally, the integration of seamless in-
app shopping features accelerates the transition from content discovery to sales conversion, reshaping
the traditional consumer journey. The findings suggest that TikTok is not merely a social media
platform but a transformative force in digital commerce, particularly among Generation Z
consumers. Ethical concerns regarding data privacy and algorithmic transparency are also noted,
signalingareas for future research. This review offerscritical insights for academics and practitioners
seeking to understand and leverage Tik Tok’s unique marketing dynamics in the evolving landscape
of digital consumer behavior.

Keywords: Tiktok, Social Media Marketing, Digital Influence, Shopping, Product Discovery.

1. INTRODUCTION

TikTok has undergone a remarkable transformation since its inception in 2016 by
ByteDance, evolving from a primarily entertainment-focused application into a sophisticated digital
marketing platform that exerts substantial influence on consumer behavior and shopping trends
globally. Initially propelled by the popularity of short-form, user-generated video content, TikTok
capitalized on visual storytelling, succinct messaging, and highly interactive features to carve a
distinct niche within the social media landscape. This rapid evolution is underscored by TikTok’s
expansive reach,exemplified by achieving over two billion downloads for non-game apps by August
2020 (Alhanatleh etal.,2023). As TikTok’s user base diversified across age groups and geographies,
the platform’s potential as a dynamic marketing channel became increasingly evident, influencing
not only brand visibility but also direct purchasing behaviors across the digital economy (Amma,
2022; Mardhiyah, 2022; Tan, 2022; Winata, 2022).

The central driver of TikTok’s impact lies in its distinctive content characteristics and
algorithmic personalization, which have proven highly effective in shaping online purchase
intentions. Research indicates that visual attractiveness, interactive design, and brief, impactful
storytelling are integral attributes of TikTok content that significantly enhance perceived value
among consumers (Fan et al., 2024). Additionally, TikTok’s seamless integration of strategic
advertisements within user-generated content magnifies these effects, resulting in elevated
engagement rates and increased purchase intentions (Alhanatleh et al., 2023). Compounding this
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influence, TikTok’s algorithmic capabilities enable brands to deliver highly tailored marketing
messages to targeted audiences, thereby fostering stronger consumer-product alignment and
bolstering sales conversion rates (Tartaraj et al., 2024).

A pivotal component of TikTok’s success in digital marketing is the role of influencer
credibility. The platform’s reliance on authentic, personality-driven content, particularly through
collaborations with trusted influencers, significantly impacts consumer trust and purchasing
behavior. Empirical studies by Moreno et al. (2024) and Alcantara-Pilar et al. (2024) emphasize that
influencers' authenticity and perceived trustworthiness critically enhance users’ willingness to act on
marketingmessages. This phenomenonis particularly pronounced among Generation Z, a cohort that
is not only digitally native but also highly responsive to authentic and personalized endorsements
(Yinget al., 2025; Espejo et al., 2024). Given their distinct consumption patterns fav oring relatable
and engaging narratives, TikTok emerges as an especially potent marketing medium for this
demographic (Putri, 2022; Rolando et al., 2022; Setiawan, 2022; Wijaya, 2022).

Beyond influencer marketing, TikTok’s interface design and sophisticated algorithm
synergistically contribute to user engagement and marketing effectiveness. The platform’s intuitive
user experience, characterized by effortless navigation and rapid content consumption, lowers
barriers to participation and maximizes user retention. Meanwhile, TikTok’s algorithm curates
personalized feedsbased on granular user behavior analytics, ensuring that users are consistently
exposed to highly relevant and engaging content (Alhanatleh etal., 2023; Ying et al., 2025). This
personalization not only sustains user attention but also amplifies the visibility and impact of brand
promotions, enhancing the probability of purchase behavior (Silveira et al., 2023). The resulting
feedback loop between content engagement and algorithmic refinement enables brands to fine -tune
their marketing strategies in real-time, promoting both immediate consumer action and long-term
loyalty (Rolando & Mulyono, 2025a, 2025b).

Moreover, TikTok’s unique ability to convey marketing messages through short-form video
content capitalizes on contemporary consumers’ shrinking attention spans. Research confirms that
brief, visually stimulating videos enhance message retention and distill complex product narratives
into easily digestible formats (Fan et al., 2024; Chen & Ren, 2022). This format minimizes
information overload, maximizes cognitive absomption, and ultimately strengthens the impact of
advertising on purchase intentions. The platform’s narrative strategies, which often employ humor,
storytelling, and dynamic visual elements, further reinforce the persuasive effectiveness of marketing
content, resulting in deeper consumer engagement (Ingriana et al., 2024; Mulyono, 2024).

The platform’s strategic integration of e-commerce functionalities further solidifies its role
as a comprehensive digital marketing ecosystem. TikTok’s in-app shopping features and direct
marketplace links facilitate a seamless transition from content discovery to purchase, substantially
reducing transactional friction. Empirical findings affirm that such integrations enhance consumer
engagementandelevate purchaseintent by streamliningthe buyer’s journey (Alhanatleh etal., 2023;
Hardianawati, 2023). This functionality not only benefits large corporations but also empowers
micro, small, and medium enterprises (MSMEs) to leverage TikTok’s marketing capabilities,
democratizing access to powerful digital commerce channels (Fabelina et al., 2024).

Despite these promising developments, scholarly exploration into TikTok’s influence on
consumer behavior remains nascent, fragmented, and rapidly evolving. A significant gap persists in
systematically synthesizing empirical findings to elucidate the platform’s mechanisms in shaping
product discovery, brand awareness, and purchase intentions. Although individual studies provide
valuable insights into content characteristics, influencer strategies, and algorithmic personalization,
there is alack of comprehensive analysesthat integrate these dimensionsinto a unified understanding
of TikTok’s marketing impact. This gap is further exacerbated by the platform’s rapid innovation
cycle and the shifting digital behaviors of Generation Z and Millennials, necessitating timely and
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methodologically rigorous reviews (Mulyono et al., 2025; Rolando, 2024; Rolando & Ingriana,
2024).

Given this context, the present systematic literature review seeks to address this gap by
comprehensively analyzing how TikTok’s digital marketing practices influence consumer behavior,
with particular emphasis on product discovery, brand awareness, and purchase intentions.
Specifically, this review aims to answer the following research questions: (1) How do TikTok’s
content characteristics impact consumer engagement and purchasing behavior? (2) What role do
influencers play in shaping trust and purchase decisions on TikTok? (3) How does TikTok’s
algorithmic personalization contribute to product discovery and brand visibility? (4) In what ways
do TikTok’s e-commerce integrations affect consumers’ transition from engagement to purchase?

The scope of this review is intentionally delineated to focus on peer-reviewed studies,
empirical analyses, and conceptual papers published between 2020 and 2025, capturing the
platform’s most significant period of marketing evolution. The review primarily examines English-
language literature across disciplines including marketing, media studies, consumer behavior, and
information systems. Studies addressing other social media platforms are included only if
comparative insights highlight unique aspects of TikTok’s ecosystem. Excluded from the review are
opinion pieces, non-empirical commentary articles, and studies lacking rigorous methodological
frameworks (Maha et al., 2025; Rahardja et al., 2025; Rolando, Widjaja, et al., 2025).

The significance of conducting this systematic review lies in its potential contributions to
both academic scholarship and practical marketing strategy. Academically, the review offers a
consolidated theoretical and empirical foundation for understanding Tik Tok’srole within the broader
context of digital marketing innovation and consumer behavior research. It provides a critical
synthesis of findings, identifies emerging research trends, and highlights methodological strengths
and limitations withinthe existingbody of literature. Practically, thereview offersactionable insights
for marketers, brands, and policymakers seeking to harness TikTok’s capabilities more effectively.
By elucidating the mechanisms through which TikTok shapes consumer journeys, this review equips
practitioners with evidence-based strategies for content creation, influencer collaboration,
algorithmic targeting, and e-commerce integration (Rolando, Chandra, et al., 2025; Widjaja, 2025).

Structurally, the remainder of this paper is organized following the IMRAD format. The
Methods section will detail the systematic search strategy, inclusion and exclusion criteria, quality
appraisal processes, and data synthesis techniques employed. The Results section will present key
findings organized around the identified research questions, while the Discussion section will
interpret these findings in relation to existing theories and practical implications. Finally, the
Conclusion will summarize major contributions, acknowledge limitations, and proposedirections for
future research (Rolando & Mulyono, 2025a, 2025b).

2. RESEARCH METHOD
2.1 Research Design

The research design of this study is based on the adoption of a systematic literature review
(SLR) approach, chosen to thoroughly investigate and synthesize existing research regarding
TikTok’s influence on shopping trends. Specifically, the study focuses on three key aspects: product
discovery, brand awareness, and purchase intentions. By employing an SLR methodology, the
research ensures that the process of collecting, analyzing, and synthesizing data is conducted in a
structured, transparent, and replicable manner, which is critical for maintaining the integrity and
reliability of the review.

The systematic literature review method follows the guidelines established by the Preferred
Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA), which provide a
standardized framework for conducting comprehensive reviews. These guidelines help ensure that
the selection of studies, the analysis of findings,and the reporting of results are carried out rigorously
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and without bias. Using PRISMA as a guide enables the study to present a clear and reproducible
process, enhancing the credibility of the conclusions drawn.

This approach is particularly well-suited for the study’s objectives, as it allows fora critical
and holistic synthesis of both empirical studies and conceptual frameworks surrounding Tik Tok’s
marketing dynamics. By systematically reviewing and integrating findings from diverse sources, the
study captures a wide range of perspectives and evidences how TikTok, through its unique features
such as short-form videos, influencer collaborations, and algorithm-driven personalization, has
significantly shaped consumer behavior in the digital marketplace. Through this meticulous process,
the research aims to provide comprehensive insights into the evolving role of TikTok in
contemporary digital marketing and commerce.

2.2 Research Questions

The formulation of clear research questions plays a vital role in shaping the direction of this
study, providing a structured foundation for the search strategy, the selection of relevant studies, and
the synthesis of data. Through a systematic approach, the review aims to comprehensively address
the core issues surrounding Tik Tok’s influence on consumer behavior and marketing effectiveness.
The study seeks to understand how TikTok’s unique content characteristics, such as the use of short-
form, visually engaging videos, impact consumer engagement levels and purchasing behaviors. It
also explores the critical role that influencers play on the platform, examining how their credibility
and authenticity contribute to building trust among users and influencing their purchase decisions.

Furthermore, the study investigates the significance of TikTok’s algorithmic personalization
in enhancing product discovery and increasing brand visibility. By analyzing how personalized
content feeds tailored to individual preferences drive user interaction with brands, the research
provides insights into the mechanisms behind TikTok’s marketing success. Additionally, the review
examines how TikTok’s integration of e-commerce functionalities—such as in-app shopping
features and seamless links to online marketplaces—facilitates consumers’ transition from mere
engagement with content to making actual purchases.

These research questions collectively serve as the backbone of the analytical framework
employed in the study. They ensure that the literature review remains focused and goal-oriented,
systematically guiding the evaluation and interpretation of existing research in order to build a
coherent understanding of TikTok’s role within the broader landscape of digital marketing and
consumer behavior.

2.3 Search Strategy

To ensure a thorough and relevant collection of literature, a comprehensive search strategy
was implemented across several prominent academic databases. The databases selected for this study
included Scopus, Web of Science, Google Scholar, ScienceDirect, and Emerald Insight, all of which
are recognized for their extensive indexing of peer-reviewed research within the fields of marketing,
digital business, media studies, and consumer behavior. The selection of these databases was
strategic, as it allowed the study to access a wide and diverse range of high-quality academic sources
pertinent to the research objectives.

In conducting the search, combinations of specific keywords were utilized to retrieve the
most relevant articles. Keywords such as "TikTok," "consumer behavior," "digital marketing"
"influencer marketing," "short-form video marketing," and "e-commerce integration" were carefully
chosen and combined in various ways to maximize the breadth and depth of the search results. This
keyword strategy ensured that studies addressing different facets of TikTok’s impact on the digital
marketing landscape were included in the review.

Furthermore, the search was deliberately restricted to studies published in the English
language between the years 2020 and 2025. This timeframe was selected to capture the most recent
and relevant developments, as TikTok’s emergence as a major marketing platform is a relatively
recent phenomenon that has evolved rapidly over the past few years. By applying this temporal
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limitation, the study aimedto focus on the latest empirical findings and conceptual analyses, ensuring
that the insights drawn reflect the current state of TikTok’s influence on shopping trends and
consumer behavior.
2.4 Inclusion and Exclusion Criteria

Tabel 1. Inclusion and Exclusion Criteria

Criteria Inclusion Exclusion

Publication Years 2020-2025 Before 2020 or after 2025

Language English Non-English studies

Source Type Peer-reviewed journal articles, Editorials, blogs, non-peer-
conference papers, reputable reports reviewed materials

Topical Relevance Studies addressing TikTok’s Studies focused solely on
influence on consumer behavior, other platforms (e.g.,
shopping trends, and digital Instagram, Facebook)
marketing without comparative analysis

Study Design Empirical, conceptual, or mixed- Articles without clear
methods research research methodology

2.5 Data Analysis

The data analysis was conducted using the PRISMA method, starting from 145 identified
records, screeneddownto 27 selected studies, and analyzed thematically with NVivo to produce four
main themes — the impact of content characteristics on consumer behavior, the role of influencer
credibility in building trust, algorithmic personalization in product discovery, and e-commerce
integration accelerating conversion — complemented by bibliometric mapping using VOSviewer
that revealed five dominant research clusters, with study quality assessed based on methodological
objectivity, although the analysis is limited by the 2020-2025 publication range and the rapid
evolution of TikTok’s platform features.
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Figure 1. PRISMA SLR

2.6 Quality Assessment

To ensure the credibility and reliability of the synthesized findings, a rigorous quality
assessment was conducted for all studies included in this review. Quality assessment is a crucial step
in systematic literature reviews because it evaluates the methodological soundness, validity, and
relevance of each study, thus minimizing biases and ensuring that conclusions are drawn from robust
evidence. The quality appraisal followed a structured checklist adapted from critical appraisal tools
for both qualitative and quantitative research designs, focusing on several evaluation aspects,
including the clarity and precision of the research objectives, the appropriateness of the research
design in aligning questions, methods, and analytical techniques, the transparency and rigor of data
collection methods such as surveys, interviews, or experimental setups, the robustness and
transparency of data analysis procedures in supporting conclusions, the logical connection between
findings and interpretations while avoiding overgeneralizations, the direct relevance of the study
findings to the focus on TikTok’s influence on shopping trends, and the critical acknowledgment of
limitations and potential biases. Each article was independently assessed by two reviewers and
assigned a quality rating of High, Moderate, or Low based on these criteria, with only studies rated
as High or Moderate being included in the final synthesis to maintain the integrity of the findings.
Discrepancies between reviewers were discussed and resolved through consensus, and if necessary,
adjudicated by a third reviewer to ensure impartiality. This rigorous appraisal enhanced the overall
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reliability of the systematic review by guaranteeing that only high-quality, methodologically sound
studies formed the basis for the results and discussion.
2.7 Bibliometric Analysis Results

Alongside the thematic synthesis, this study also conducted a bibliometric analysis to enrich
and complement the findings of the systematic review. The bibliometric approach was employed to
visually map and better understand the intellectual landscape of existing research conceming
TikTok’s influence on consumer behaviorand the broader trends in digital shopping. By applying
bibliometric techniques, the study was able to systematically identify the dominant themes, highlight
key contributing authors, and trace emerging research directions within the selected body of
literature.

The bibliometric analysis served as an important tool to uncover pattems and relationships
that may not have been immediately apparent through traditional thematic review methods alone. It
allowed the study to quantify the connections between different research works, thus offering a more
structured view of how scholarship in this field is evolving.

To carry out this analysis, the study utilized VOSviewer software, a powerful tool widely
recognized for its capabilities in creating visualizations based on bibliometric data. The analysis
focused on several key aspects: keyword co-occurrence, which examines how often particular
keywords appear together within the literature; co-citation networks, which explore how often pairs
of articles are cited together by subsequent research; and bibliographic coupling, which looks at the
degree to which different articles reference the same earlier studies.

Through these methods, the bibliometric analysis provided additional layers of insight by
illustrating the interconnectedness among studies and highlighting clusters of research that are
thematically or methodologically aligned. As a result, the study not only synthesizes thematic
findings but also visualizes the structural and intellectual development of research focused on
TikTok’s role in shaping digital consumer behavior and online shopping trends.

2.8 Ethical Considerations

Throughout the execution of this systematic literature review, maintaining ethical integrity
was a fundamental priority at every stage of the process. A commitment to transparency guided the
entire review, with each step—including the formulation of search strategies, the establishment of
inclusion and exclusion criteria, and the methods of data extraction—carefully documented to ensure
that the study could be replicated accurately by other researchers. This transparent approach not only
strengthens the credibility of the review but also supports broader academic accountability.

Proper attribution of sources was diligently observed, with all references cited according to
established academic standards, specifically adhering to APA Style guidelines. In doing so, the
review avoided any instance of plagiarism or improper paraphrasing, ensuring that the intellectual
contributions of previous scholars were fully recognized and respected.

Objectivity was another core ethical principle upheld throughout the review. Articles were
selected, analyzed, and synthesized strictly based on their relevance, quality, and contribution to the
research questions, without allowing personal biases, theoretical preferences, or expectations
regarding outcomes to influence the interpretation of findings. This unbiased approach was crucial
to preserving the validity and neutrality of the review’s conclusions.

In terms of respecting intellectual property, only publicly accessible and ethically sourced
studies were included. No proprietary datasets, confidential information, or restricted materials were
used without appropriate permissions, thereby safeguarding the rights of original authors and
institutions. Although the study did not involve direct interaction with human participants, ethical
standards concerning the confidentiality and responsible use of published research data were
carefully observed.

Finally, responsible reporting practices were rigorously applied. The conclusions and
interpretations presented are cautious and measured, avoiding any exaggeration of findings.
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Recognized limitations are clearly acknowledged, ensuring that readers are provided with a balanced
understanding of what the existing literature can and cannot substantiate. Through these
comprehensive ethical practices, the review aims to contribute responsibly and credibly to the
ongoing academic discussion about TikTok’s influence on digital consumer behavior, ensuring that
its findings can be trusted and built upon in future research.

3. RESULTS AND DISCUSSION

3.1 Network Visualization
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Figure 2. Network Visualization

Figure 2 presents a network visualization generated from a co-occurrence analysis of
keywords using VOSviewer, offering a comprehensive map that illustrates how research themes
related to TikTok and shopping trends are interconnected. In this visualization, each node represents
a keyword extracted from the analyzed studies, while the links between nodes indicate the frequency
and strength of their co-occurrence within the same publications. The size of each node corresponds
to the frequency with which the keyword appeared across the dataset; thus, larger nodes such as
"social media," "TikTok," and "digital marketing" reflect terms that are central and highly recurrent
within the literature.

The keywords are organized into color-coded thematic clusters, each representing a distinct
focus within the research landscape. One cluster, depicted in yellow, emphasizes social networking
(online) and highlights studies that explore TikTok’s role as a medium for online social interaction.
Another cluster, shown in red, centers around purchase intention, consumer behavior, and
advertising, reflecting research that investigates TikTok’s influence on consumer purchasing
decisions. The blue cluster groups terms like brand awareness and marketing tools, illustrating
discussions on how TikTok enhances brand recognition through strategic marketing initiatives. A
green cluster features terms related to adolescence, indicating a thematic focus on TikTok’s impact
among younger demographics, particularly Generation Z and teenagers. Meanwhile, the orange
cluster isolates research specifically treating TikTok as a distinct phenomenon within the broader
social media ecosystem.

The central positioning of "social media," marked by its large node size and numerous
connections, indicates that much of the research situates TikTok’s influence within the wider
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discourseon social media’s rolein shaping digital marketingand consumer behavior. Keywords such
as "digital marketing" and "consumer behavior" actas crucial bridging concepts that connect Tik Tok -
focused studies to the broader fields of marketing and commerce research. Furthermore, the
visualization shows that TikTok is not treated as an isolated phenomenon but is deeply
interconnected with otherconcepts such as e-commerce, advertising, and decision-making processes.
This pattern suggests that Tik Tok is increasingly studied not merely as an entertainment platformbut
as a powerful driver of digital commerce activities.

Overall, the network visualization confirms that research on TikTok intersects multiple
academic disciplines, including marketing, psychology, information systems, and media studies. It
highlights a growing scholarly interest in understanding how short-form video content and
mechanisms of social influence on TikTok directly impact consumer shopping behavior, reflecting
the platform’s evolving role in the digital economy.

3.2 Overlay Visualization

ma#tip@ols

brand awareness

ad ce
redia b

2l
digital plat%?ms
>

adv&gs
b
social net\w‘ (orm

@
digital'marke consumer behavior
B o y < v

-

adveptising

purchase intentions

body mass ind ) ,
ody mass INAeX 5 rchase intention

perceivgd value

Figure 3. Overlay Visualization

Figure 3 presents the overlay visualization of the keyword co-occurrence network,
incorporating a temporal dimension into the analysis. In this visualization, each keyword node is
color-coded based on the average publication year of the documents in which it appears, with the
color gradient moving from blue, indicating older studies, to yellow, indicating more recent studies.
This color scheme helps to illustrate how research themes have evolved over time and highlights
emerging topics within the academic exploration of TikTok and shopping trends.

In the earlier phases of research, represented by blue and green nodes, keywords such as
social media, online social networking, and digital marketing were the most prominent. These
dominant themes suggest that studies conducted around 2020 to 2022 generally explored TikTok
within the broader contextof'social mediamarketingand online engagement, often withouta specific
focus onits direct effects on purchasing behavior. As the academic focus matured, newer keywords
began to emerge, indicated by lighter green andyellow shades, reflectinga shiftin research priorities.
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The newer topics include an increased emphasis on purchase intention and consumer
behavior, signaling a growing scholarly interest in TikTok’s direct influence on consumer buying
decisions. Alongside this, the rise of keywords like influencer marketing and brand awareness points
to a heightened focus on the role of influencer credibility and social proof mechanisms in enhancing
brand visibility and building consumer trust on TikTok. Further, the appearance of terms related to
e-commerce and in-app purchases highlights an expanding research interest in TikTok’s evolution
beyond a marketing channel toward becoming a direct facilitator of commerce, enabling transactions
within the platform itself.

The overall shift toward yellow-toned keywords related to purchasing behavior and
commercial activities suggests that academic interest has increasingly moved from studying general
patterns of social engagement on Tik Tok to examining specific, measurable business outcomes such
as sales conversion, brand loyalty, and the establishment of consumer trust. Moreover, the node
representing TikTok itself appears in a greenish-yellow shade, which reflects its rising prominence
as a focal subject of research between 2022 and 2024. This color transition indicates that TikTok has
undergone a significant transformation in scholarly perception, evolving from being considered just
another social media platform to being recognized as a critical subject of study within the fields of
digital marketing and online shopping behavior.

3.3 Density Visualization

Figure 4. Density Visualization

Figure 4 presents the density visualization of the keyword network, offering a depiction of
the concentration and intensity of research topics related to TikTok’s influence on shopping trends.
In this visualization, brighter colors such as yellow represent areas of higher keyword density,
indicating that these keywords appear more frequently and occupy a more central position within the
overallbody ofliterature. Conversely, darker areas, ranging from greento blue, signify regions where
keyword occurrences are less concentrated.

At the center of the visualization, the brightest and most densely populated area revolves
around the keywords "social media," "TikTok," and "digital marketing." The intense brightness of
this cluster reflects the fact that these themes are the most extensively studied and interconnected
across the selected publications. The prominence of these terms suggests a strong and consistent
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research focus on examining TikTok’s role within the broader social media landscape and its
substantial influence on consumer behavior.

Surrounding this core area, there are other regions of significant density that involve
keywords such as consumer behavior and purchase intention, indicating a major research interest in
understanding how TikTok shapes users’ shopping decisions. In close proximity, keywords like
brand awareness and influencer marketing also appear with notable density, emphasizing the
scholarly attention given to the mechanisms through which Tik Tok content and influencer activities
influence brand perceptions and foster consumer trust.

An interesting observation is that the node labeled "(i) TikTok" appears slightly separated
from the main cluster yet remains brightly illuminated. This slight separation suggests that a portion
of the literature treats TikTok not merely as part of the general category of social media butas a
distinct marketing ecosystem. This distinction underscores TikTok’s unique attributes, such as its
algorithmic personalization, the dominance of short-form video content, and the integration of in-
app commerce functionalities, which differentiate it from other platforms like Instagram or
Facebook.

As one movesoutward from thecenter of the visualization, the gradual decrease in brightness
signifies a reduction in the intensity of research focus. Themes such as adolescence and advertising,
while still present, are studied with comparatively less emphasis than the central marketing and
commerce-related topics. This distribution pattern highlights that although peripheral topics
contribute to the broader understanding of TikTok’s impact, the core scholarly attention remains
firmly anchored in examining its role in digital marketing and consumer purchasing behavior.
3.4 Results

The bibliometric visualizations reveal that TikTok has transformed from a general social
media platforminto a powerful marketing force by influencing consumer behavior, brand perception,
and purchasing decisions through its engaging short-form and visually appealing content that drives
high user engagement and purchase intentions, the credibility and relatability of influencersthat build
consumer trust and affect buying behavior, the highly personalized content exposure created by its
For You Page (FYP) algorithm that fosters spontaneous product discovery and impulse purchases,
and the seamless integration of e-commerce features that enable users to transition effortlessly from
content engagement to completing transactions, all of which synergistically contribute to TikTok's
growing dominance in shaping shopping trends.

3.5 Discussion

The findings suggestthat Tik Tokis redefining the traditional marketing funnel by collapsing
the stages of awareness, interest, desire, and action into a single, fluid consumer journey. The
platform's unique blend of entertainment, personalization, and community trustaccelerates consumer
movement from discovery to purchase, often in a matter of minutes. Unlike earlier forms of digital
marketing, TikTok's effectiveness lies not merely in exposure but in creating immersive experiences
that embed marketing messages within user-driven content flows.

Moreover, TikTok’s ability to democratize brand visibility giving equal opportunity to both
major corporations and MSMEs illustrates its disruptive potential in the digital commerce landscape.
However, this rapid influence also presents challenges: marketers must continuously adapt to
TikTok's evolving algorithms and content trends, while researchers must grapple with the platform’s
dynamic and fast-changing nature.

4. CONCLUSION

TikTok has emerged as a transformative force in the landscape of digital commerce,
reshaping how consumers discover, engage with, and ultimately purchase products. Its
success stems from a unique integration of entertainment and shopping, where short-form,
visually stimulating videos are used not just to capture attention, but also to drive memorable
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brand experiences. By combining the elements of creativity, brevity, and emotional
resonance within its content, TikTok effectively mediates consumer perceptions of value,
significantly influencing online purchase intentions.

A central pillar of TikTok’s marketing strength lies in its ability to leverage
influencer collaborations and affiliate marketing strategies. Influencers, who are perceived
as authentic and relatable by their followers, play a crucial role in shaping consumer
behavior. Through carefully crafted, authentic endorsements, they build trust and foster
deeper emotional connections between brands and target audiences. This relationship
between influencers and consumers has proven to be instrumental in boosting brand recall,
enhancing purchase intent, and reinforcing customer loyalty over time. In parallel, affiliate
marketing on TikTok, especially through mechanisms like TikTok Shop, allows brands to
streamline the customer journey from discovery to purchase, reducing transactional friction
and encouraging impulse buying behaviors.

TikTok’s algorithm is another critical factor behind its ability to drive shopping
trends. Utilizing sophisticated dataanalytics, the platform continuously curates personalized
content feeds tailored to each user’s behaviors, preferences, and engagement patterns. This
personalization not only maximizes user satisfaction and engagement but also ensures that
promotional messages are contextually relevant and delivered at optimal times, thereby
heightening the likelihood of influencing consumer purchase decisions. Particularly among
Generation Z, a demographic known for demanding authenticity and digital sophistication,
TikTok’s personalized, interactive environment has created fertile ground for the rapid
propagation of trends and viral marketing campaigns.

The convergence of entertainment, community-building, and commerce on TikTok
marks a shift away from traditional, passive marketing strategies toward more interactive
and dynamic consumer-brand relationships. The platform encourages two-way
communication between brands and consumers through features like comments, duets, live
sessions, and challenges, fostering a sense of community and mutual trust. In this way,
TikTok transforms marketing into an ongoing dialogue, where consumers are active
participants rather than passive recipients of promotional content.

Nevertheless, TikTok’s dominance in digital marketing and commerce also raises
important ethical concerns. The platform’s heavy reliance on collecting and analyzing vast
amounts of personal data for content personalization introduces significant risks regarding
data privacy and consumer autonomy. Moreover, the opaque nature of TikTok’s algorithm
limits user awareness and control over how their data is used, potentially leading to
manipulative marketing practices that prioritize persuasive impact over consumer well-
being. These ethical challenges highlight the urgent need for more transparent algorithmic
practices and stronger regulatory frameworks to protect user rights, especially among
vulnerable populations such as children and teenagers.

Looking forward, businesses must adapt by crafting marketing strategies that are not
only aligned with TikTok’s algorithmic environment but also grounded in creativity,
authenticity, and ethical responsibility. Future research should aim to examine the long-term
effects of TikTok-driven marketing on consumer loyalty and purchasing behavior, the
platform’s influence on cultural and social trends, and the development of ethical standards
to ensure that digital marketing practices support, rather than undermine, consumer
autonomy.
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