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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY
Consumer purchase behaviour is a dynamic and intricate phenomenon influenced by an array of factors in today's digital age. As a demographic cohort, the consumer not only represent a substantial consumer market but also embodies a distinctive set of preferences, values, and behaviours that significantly impact the retail landscape (Siregar, Pristiyono& Al Ihsan, 2023). Understanding the intricacies of consumer purchase behaviours is pivotal for businesses and researchers alike, particularly as the digital realm continues to evolve and reshape traditional consumer dynamics. In the contemporary context, the advent of technology, social media, and online platforms has revolutionized the way young individuals engage with brands, products, and services. The consumer, often characterized by their tech-savvy nature and a penchant for social connectivity, navigate a digital landscape where purchase decisions are shaped by a myriad of online influences. As such, the exploration of consumer purchase behaviour extends beyond traditional consumer studies, requiring a nuanced understanding of the digital ecosystems that play a crucial role in shaping their choices (Bray, 2024). 
Social media platforms have emerged as powerful agents in influencing consumer purchase behaviour. The ability of platforms like TikTok to not only showcase products but also to create trends, amplify endorsements, and foster a sense of community engagement has redefined the consumer journey for the consumer (Plötz et. al, 2023). These platforms serve as dynamic spaces where product discovery, brand interactions, and peer recommendations seamlessly converge. Moreover, the consumer's purchase behaviour is not solely dictated by economic factors. Social, cultural, and identity-related considerations also contribute significantly to the decision-making process. The desire for self-expression, social validation, and alignment with aspirational lifestyles play a pivotal role in shaping the consumption patterns of the consumer (Mussa, 2023). 
This introduction sets the stage for a comprehensive exploration of consumer purchase behaviour within the context of a specific digital platform which is TikTok. Recognizing the unique characteristics of this demographic, their digital interactions, and the evolving landscape of online consumerism, this paper aims to dissect and conceptualize the impact of TikTok on the purchase behaviour of the consumer. By delving into these intricate dynamics, we seek to unravel the layers of influence that contribute to the decisions of the consumer in the realm of digital commerce (Liu, 2023).
1.2 Statement of the Problem
This study seeks to explore the uses and perceptions of TikTok as a tool for brand influencing and consumer purchase behavior. Specifically, it aims to understand how consumers perceive TikTok as a platform for product discovery and brand engagement, and how TikTok influencers influence consumer decision-making. Moreover, the research will examine whether consumers’ engagement with TikTok-based influencer content directly impacts their purchasing choices and brand loyalty (Smith, 2023).
In recent years, TikTok has emerged as one of the most influential social media platforms, with a rapidly growing user base that spans various age groups and geographical regions. There is limited scholarly research that systematically addresses how TikTok's unique content format (short videos, trending sounds, and challenges) affects consumer perceptions of brands, and whether these perceptions translate into actual purchases. Existing literature primarily focuses on broader social media platforms like Instagram or YouTube, leaving a gap in knowledge regarding TikTok's specific role in brand influencing and consumer purchase patterns (Smith, J., & Lee, A. 2023).
1.3	Aim and Objectives of the study
The aim of this study is to examine uses and perception of tik-tok in brand influencing and consumer purchase.
i. To examine the ways in which TikTok users engage with brand-related content on the platform.
ii. To assess consumers' perceptions of TikTok as a platform for discovering and exploring new brands and products.
iii. To investigate the relationship between consumer engagement with TikTok content and their purchase behavior.
1.4	Research Questions
i. What are the primary ways in which TikTok users engage with brand content on the platform?
ii. How do consumers perceive TikTok as a platform for discovering new products or brands?
iii. How does consumer engagement with TikTok content (e.g., likes, shares, comments) correlate with purchasing behavior?
1.5	Significance of the Study
The significance of this study lies in its exploration of how TikTok influences brand marketing and consumer purchase behavior. The findings will help marketers optimize their TikTok strategies, guiding brand positioning and influencer collaborations, ultimately enhancing marketing effectiveness in the social media age (Smith & Lee, 2023).
This study holds significant value for several key stakeholders, including marketers, brands, influencers, and academics. The findings will provide a deeper understanding of the impact of TikTok on consumer behavior, offering insights that can shape marketing strategies and help improve the effectiveness of brand campaigns on the platform.
1.6	Scope of the Study
This study focuses on examining the uses and perceptions of TikTok in brand influencing and consumer purchase behavior. The scope of the research is limited to TikTok as a social media platform and its specific role in shaping consumer attitudes, brand awareness, and purchase decisions. The study will explore how TikTok users engage with brand-related content, including influencer endorsements, sponsored videos, and viral challenges. It will also investigate how different types of content on TikTok impact consumer decision-making processes and whether engagement with these contents (likes, shares, comments) correlates with actual purchasing behavior.
The study will also analyze the role of TikTok influencers, their credibility, and their effectiveness in influencing purchasing decisions. Additionally, the research will compare TikTok's impact on consumer behavior with that of other platforms like Instagram and YouTube (Adekunle, 2023).
1.7	DEFINITION OF TERMS
TikTok: A popular social media platform that allows users to create and share short videos, typically set to music, and often featuring trends, challenges, or viral content. It has become a key tool for brand marketing and influencer-driven content.
Brand Influencing: The process by which individuals, especially influencers, use their online presence and credibility to shape the attitudes and behaviors of consumers toward a particular brand. This can include endorsements, product reviews, and participation in brand-related campaigns or challenges.
Consumer Purchase Behavior: The actions and decisions made by consumers when selecting, purchasing, and using products or services. It includes factors like consumer attitudes, preferences, purchasing patterns, and responses to marketing stimuli.
Influencer Marketing: A marketing strategy that involves partnering with social media influencers to promote products, services, or brands. Influencers typically have a large and engaged following, and their endorsement can sway consumer opinions and increase brand awareness.
Engagement: In the context of social media, engagement refers to the ways users interact with content, such as liking, commenting, sharing, or following a brand or influencer's account. High engagement typically indicates a strong connection between the content and its audience.
Viral Content: Content that spreads rapidly across social media platforms due to its popularity and appeal. Viral content on TikTok often involves challenges, memes, or trends that engage users to participate and share with their own networks.
Brand Awareness: The degree to which consumers are familiar with or can recognize a brand. A high level of brand awareness means that consumers can easily identify a brand’s logo, products, or message.
Consumer Perception: The way consumers view or interpret a brand, product, or advertisement based on their experiences, attitudes, and interactions. This perception influences how they feel about the brand and their likelihood to purchase.



CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Framework
Influencers play a pivotal role in shaping the purchasing behaviour of TikTok's consumer user base. The paper explores the mechanisms through which influencers leverage their authenticity, relatability, and reach to endorse products (Pandiangan,Tumbuan& Saerang,2024). Understanding how influencers contribute to building trust and credibility within the consumer demographic is crucial for unravelling the complexities of TikTok's impact on consumerism. Influencers add authenticity and relatability to TikTok Live Shopping. Viewers perceive influencers as trusted sources for product recommendations. The real-time nature of live shopping allows influencers to connect authentically with their audience. This authentic connection fosters trust and positively influences purchasing decisions (Bray, 2024). 
Influencers engage in content creation on social media platforms, attracting diverse audiences transcending age, gender, and profession. TikTok influencers, known for their expertise and creativity, use their persuasive abilities to promote products or services. Influencer marketing leverages the influencer's social media following to drive specific purchases. TikTok, with 689 million users in 2021, is a significant platform for influencer marketing (Nguyen & Nguyen, 2024).
Trust in sellers during live streaming sessions may lead to higher purchase intention as consumers perceive the seller as credible and reliable, increasing their confidence in the quality of products and the overall shopping experience (Chan & Asni, 2023). Positive or negative statements made by potential, actual, or former customers about a product or company, which are available to many people and institutions via the Internet includes informal communication from consumers about product characteristics and features (Saputra & Purwaamijaya, 2023). Influencers with a smaller but highly engaged following, typically ranging from 10,000 to 500,000 followers. They cater to specific niche audiences and can create authentic connections with their followers, often leading to higher engagement rates (Mussa, 2023).
Social Commerce and In-App Purchases 
TikTok's foray into social commerce, with features like in-app purchases and shopping integration, represents a significant shift in the digital marketplace. Examining how these features facilitate seamless transactions within the platform provides valuable insights into the convenience-driven purchasing behaviour of consumer on TikTok. Online buying and selling transactions via the internet. Various types such as B2B, B2C, C2C, C2B. Among the advantage are increased revenue, diverse product offerings, multiple order channels. Ecommerce facilitates efficient online sales and offers diverse transaction types, enhancing revenue generation (Purwaningrum, &Pramono, 2024). 
TikTok serves not only as a social media platform but also integrates online buying and selling features. Content creators use TikTok to creatively promote products through engaging videos, enhancing buyer interest via viral marketing strategies (Indarwati et.al, 2023). Content created and shared by TikTok users, consisting of various formats such as videos, images, and text. TikTok's user-generated content format allows for easy creation and sharing, contributing to the platform's popularity and appeal to creators worldwide (Mussa, 2023).
Content and Social Media Digital Marketing 
Content marketing focuses on creating valuable content. Social media marketing utilizes social media for promotion (Purwaningrum, &Pramono, 2024). Social media marketing (SMM) is a form of direct or indirect marketing aimed at increasing awareness, trust, interest, and sales for products, services, people, and organizations. SMM utilizes various social media platforms such as blogging, microblogs, social networking, social bookmarking, and content sharing to achieve these objectives (Sifak& Hakim,2024). Visual appeal, as presented on TikTok, influences users' enjoyment of the platform. The visually stimulating content on TikTok enhances users' overall experience, contributing to their perceived enjoyment (Tee, Teo & Liew, 2023). Content and social media digital marketing leverage engaging content across various social platforms to build brand awareness, drive engagement, and foster customer relationships. Through strategic storytelling, creative visuals, and targeted messaging, brands can connect with their audience, increase visibility, and ultimately drive conversions and brand loyalty (Duah, 2023). In their research, Lestari et al. (2023) explore the intricate dynamics between advertising disclosure language, celebrity endorsements, and consumer purchasing decisions within the realm of TikTok influencer marketing. By analyzing these variables, the study sheds light on the mechanisms driving consumer behavior in the context of fashion outfit products promoted through the platform. 
Purchase Interest 
Consumer inclination towards a product based on perceived quality and value. Factors influencing consumer purchase interest are emotions, satisfaction, and disappointment (Purwaningrum, &Pramono, 2024). The advanced technology integrated into the TikTok Shop application makes shopping virtually comfortable and easy for users. This convenience contributes to an increase in purchasing decisions when shopping through the TikTok Shop application. Seamless virtual shopping experiences and diverse payment methods further facilitate consumer decision-making and encourage online purchases (Indarwati et. Al, 2023). Purchase intention is consumers' willingness and ability to buy a brand in the future, influenced by various factors including recommendations and endorsements. It can be driven by emotions or rationality. This study investigates the influence of personal relationships and trustworthiness on consumer buying behaviour (Nguyen & Nguyen, 2024). 
Purchase intention is crucial for testing new distribution channels and determining target markets and consumer segments. It is considered the main predictor of actual behaviour and captures motivational aspects influencing customer behaviour. Online purchase intention refers to the willingness to buy products through online stores (Siregar, Pristiyono, & Al Ihsan, 2023).
2.1.1	Concept of Tik-Tok perception 
TikTok perception refers to how users view and interpret content shared on the platform, including brand-related content, influencer promotions, and user-generated videos. Consumers’ perceptions of TikTok are shaped by factors such as the platform's entertainment value, user-generated authenticity, and the trustworthiness of influencers. These perceptions influence how consumers respond to brand messaging and product promotions. Positive perceptions of TikTok can increase user engagement, brand awareness, and purchasing intent, making it a powerful tool for marketers (Smith & Lee, 2023).
TikTok perception refers to the way users interpret and form opinions about the platform's content, including brand-related and influencer-driven posts. This perception is influenced by the platform’s unique characteristics, such as short-form video content, viral trends, and user-generated interactionsPositive perceptions of TikTok’s content, especially when linked to influencers, can enhance brand credibility, increase consumer engagement, and ultimately drive purchase decisions (Abidin, 2021).
2.1.2	Concept of Consumer Purchase
Consumer purchase refers to the process by which individuals decide to buy a product or service after evaluating their needs, preferences, and available options. It is influenced by various factors, including personal motivations, social influences, marketing stimuli, and past experiences. The decision-making process often involves stages such as recognizing a need, searching for information, evaluating alternatives, making the purchase decision, and post-purchase evaluation. In the context of digital marketing, consumer purchase behavior can also be impacted by social media platforms, influencers, and online reviews, which can influence perceptions and encourage buying decisions (Solomon, 2020).
Consumer purchase refers to the act of acquiring goods or services for personal use or consumption. It involves a decision-making process that includes recognizing a need, searching for information, evaluating alternatives, and ultimately making the purchase. Several factors influence this process, such as psychological, social, cultural, and personal influences, as well as external factors like marketing and advertising. In today's digital age, online reviews, social media, and influencer marketing play significant roles in shaping consumer perceptions and driving purchase decisions. Consumer purchase behavior is often viewed as a reflection of preferences, motivations, and individual values (Kotler & Keller, 2016). Such as: 
Need Recognition: The process begins when a consumer identifies a need or desire, which could be triggered by internal factors (like hunger or necessity) or external factors (such as advertising or social influence).
Information Search: After recognizing the need, consumers seek information to find potential solutions, which could include browsing online, consulting reviews, or asking for recommendations from peers or influencers.
Evaluation of Alternatives: Consumers compare different options based on factors like price, quality, features, brand reputation, and personal preferences. This helps in narrowing down the choices to the most suitable options.
Purchase Decision: Based on the evaluation, consumers make a final decision on which product or service to purchase. At this stage, factors like promotions, discounts, or peer influence may further affect the decision.
Social Influences: Family, friends, or influencers can strongly affect consumer choices, especially in the context of social media marketing where influencers play a crucial role in shaping perceptions.
Cultural and Societal Factors: Cultural norms, societal trends, and values shape the way consumers make purchasing decisions. For instance, eco-conscious consumers might prefer sustainable products.
2.2	Theoretical Framework
A theoretical framework for understanding the use of TikTok in brand influencing and consumer purchase decisions can be built using the Uses and Gratifications Theory, which suggests users actively seek content for entertainment, social interaction, and information. Social Influence Theory highlights how influencers and peer recommendations shape consumer attitudes. The Elaboration Likelihood Model (ELM) explains how persuasive messages are processed, with TikTok's short-form content primarily engaging consumers via the peripheral route. Lastly, the Theory of Planned Behavior (TPB) indicates that consumer intentions, shaped by attitudes, social norms, and perceived control, drive purchase decisions influenced by TikTok content.
To understand the role TikTok plays in brand influencing and consumer purchasing decisions, we can integrate several theoretical frameworks that explore the interplay between social media usage, perceptions of content, and consumer behavior. Here are some relevant theories that can guide this framework:
2.2.1	Uses and Gratifications Theory (UGT)
UGT focuses on how individuals actively seek out media to fulfill specific needs or desires. In the context of TikTok, consumers use the platform for entertainment, social interaction, and information. This theory can help explain why users are drawn to brand content on TikTok, as they may seek different gratifications, such as:
· Entertainment and Enjoyment: Users might consume content purely for fun, leading to organic engagement with entertaining brand videos.
· Social Interaction and Connection: TikTok's collaborative features (e.g., duets, challenges) may lead users to interact with brands in a more personal and participatory way.
· Information Seeking: Users may follow brands to gather information about products, trends, or new launches.
Thus, brand influence can be understood by examining how these gratifications align with the content consumers engage with on TikTok, which may ultimately affect purchase behaviors.
2.2.2	Social Influence Theory
This theory suggests that individuals' attitudes, behaviors, and purchase decisions are influenced by others within their social networks. TikTok's unique algorithm promotes content based on interactions, meaning that user engagement with specific content (e.g., liking, sharing, commenting) can significantly increase a brand's visibility. The power of influencers and peer recommendations plays a critical role here:
· Influencers as Opinion Leaders: Influencers on TikTok serve as credible sources of information for their followers. Their opinions on products or brands often shape perceptions and influence consumer decisions.
· Social Proof: The more people engage with a brand's content (through likes, shares, or comments), the more likely others are to perceive the brand positively, thereby enhancing the likelihood of purchase.


2.2.3	Elaboration Likelihood Model (ELM)
The ELM explains how individuals process persuasive messages and make decisions based on the central or peripheral routes. TikTok's short-form video format lends itself well to the peripheral route, where consumers may make decisions based on superficial cues (e.g., a catchy sound, viral challenge, or influencer endorsement) rather than deeply analyzing the product. However, in certain cases, users may engage with a brand in a more deliberate, thoughtful manner, processing content through the central route (e.g., by researching the brand or product further after seeing it on TikTok).
2.3	EMPIRICAL REVIEW
An empirical review explores studies and findings related to TikTok's role in brand influencing and its impact on consumer purchasing behavior. Influencer Marketing on TikTok, research indicates that TikTok influencers play a significant role in shaping consumer behavior. Studies show that influencer credibility and authenticity lead to higher levels of trust, engagement, and purchase intentions. 
According to a study by james and seyi (2022), influencers who engage in storytelling and relatable content drive better emotional connections, which in turn positively influence consumers' purchasing decisions.TikTok's unique algorithm and viral challenges have been found to greatly influence consumer behavior. (Helen et al. 2021) explored how viral trends on TikTok lead to increased product visibility, driving impulse purchases and brand awareness. The interactive nature of TikTok (e.g., hashtag challenges) encourages users to participate, increasing consumer engagement and the likelihood of purchasing featured products.
Empirical studies suggest that consumer trust is a critical factor in the effectiveness of TikTok-based marketing. Liu and Lee (2023) found that consumers who perceive TikTok content as authentic are more likely to trust brands and make purchases. This is further supported by Hernandez et al. (2022), who highlighted that brand transparency and authenticity are key factors in building trust on the platform.TikTok’s integration of direct links to e-commerce platforms has enabled users to discover and purchase products seamlessly. Sundararajan et al. (2023) concluded that product-related content, including reviews and tutorials, significantly increases consumer purchase intentions.
The entertainment value of TikTok content is another driver of consumer behavior. Studies by Kim and Lee (2021) have demonstrated that emotional appeal through entertaining content (e.g., humor, creativity) encourages consumers to engage with brands and even make purchases. TikTok’s short-form, high-energy format allows brands to capture attention and create lasting impressions.
Empirical studies highlight that TikTok's influence on consumer behavior is multifaceted. The platform's ability to combine entertainment, influencer marketing, user-generated content, and seamless e-commerce integration plays a critical role in shaping brand perceptions and driving purchase decisions. Consumers are more likely to engage with brands they trust and find entertaining, making TikTok a powerful tool for modern marketing strategies.


CHAPTER THREE
[bookmark: bookmark45]METHODOLOGY
This chapter described the methods used for data collection. They were research design, population of the study, sampling size and technique, description of research instrument, validity of data gathering instrument, methods of data collection and method of data analysis.
[bookmark: bookmark47]3.1	Research Design
Kerlinger, F. (2017). Defined research design as the plan, structure and strategy of investigation concerned as to obtain answer to research question and control variance. Research design is a step by step approach that the research adopt to complete the study. 
In the light of this study, the research adopted the survey method of data collection. It is used to obtain the peoples opinion through questionnaire.
[bookmark: bookmark48]Research methodology refers to the approach by which data is extracted to be clearly understood. Wiersman (2016) states that the development of strategy for conducting research is the third step after identifying a problem and completion of the literature review. This chapter will therefore discuss the following: research design, target population, sampling size and sampling techniques, data analysis and presentation.
3.2	Population of the Study
The population of the study on the "Uses and Perception of TikTok in Brand Influencing and Consumer Purchase" consists of social media users, primarily TikTok users, who engage with brand-related content on the platform. The target group includes individuals across various age groups, socio-economic statuses, and geographical locations who actively participate in TikTok trends, influencer marketing, and brand promotion. Additionally, it includes consumers who make purchase decisions influenced by content seen on TikTok, such as advertisements, influencer endorsements, and viral trends. A diverse sample will provide insights into how TikTok impacts consumer behavior and purchasing decisions. The target population of the study is 150.
[bookmark: bookmark49]3.3	Sampling Technique
For a study on the uses and perception of tiktok in brand influencing and consumer purchase, stratified random sampling is an ideal technique. This approach involves dividing the population into distinct subgroups, or “strata,” based on shared characteristics, ensuring that each subgroup is adequately represented (Etikan, Musa, &Alkassim, 2016)..
3.4	Sample Size
The sample size is a smaller set of the larger population (Yamane T, 2017). Determining sample size is a very important issue for collecting an accurate result written a quantitative survey design. The simple random sampling will be used to select 100 respondent to be sampled. This sampling techniques will helped collecting data on the research question relevant of the study. The selection of the sample will be sufficient and representative enough of the entire population limiting the influence of outlines or extreme observation. The sample size will be sufficiently large enough to produce result among that are significantly different and it will broadens the range or possible data and form a better picture for analysis.
The sample size will be using Taro Yamane formulae.
n =      __N_____
            1+ N (e)2
Where;
N= population
e= sampling error
n= sample size

3.5	Instrument of Data Collection
The instrument that will be used for this research work is the questionnaire. The research questionnaire, developed by the researcher consist of two sections A and B. section A will be designed to elicit personal information from the respondents such as sex, age, name of media organization, etc. Section B contain item focus on the different responses to be tested will be made known to the respondents. One hundred (100) copies of questionnaires will be distributed to analyze the data for the study.
3.6 	Validity  and Reliability of the Instrument
	Validity is referred to as the degree to which empirical measure of several measure of a concept, accurately measure the concept (Orodho 2015). Validity is the degree to which results obtained from the analysis of data collected in a research questions actually represents what was intended. Content validity will be ensured by matching the research questions with items in the data collection instruments. This will be done by engaging the supervisors to verify if the content of items in the questionnaire with collected information on uses and perception of tik-tok in brand influencing and consumer purchase.
The study would ensure that simple language will be adopted to make the respondents understand the question very well for them give valid answers as per the study.
This is a practical approach whereby the reliability of an instrument is established by asking a respondent who ask completed questionnaire the first time to do so the second time.
3.7	Method Of Data Collection 
	A survey of data collection method will be employed to collect primary data. A survey is defined by Balnaus and Caputi (2021) as a method of collecting data from people about who they are, how they think (motivations and believes) and what they do (behaviour). The subject in the survey were questioned by means of a standardized procedure for the answers to be compared and analyzed statistically (corbetta, 2013).
Questionnaire is the most effective way of data collection tool for the survey of this study. Standardized and well-structured questionnaires will help to investigate a widely distributed population. The advantage of this approach is that the researcher can collect data from a controlled number of variables. The respondents will be expected to provide answers to the open ended questions. The questionnaire will be split into two sections, the initial section asked questions concerning the general responded information. The second section established the uses and perception of tik-tok in brand influencing and consumer purchase.
3.8	DATA ANALYSIS METHOD
This study will use a descriptive statistics method to analyze data. According to Mugenda and Mugenda, (2009), descriptive analysis involves a process of transforming a mass of raw data into tables, charts, with frequency distribution and percentages, which are a vital parts of making sense of the data. In this study, the descriptive statistics such as percentage and frequency distribution be used to analyze the demographic profile of the participants. The data will be presented using tables to give a clear picture of the research findings at a glance.
Simple tables, frequency and percentage were adopted in the presentation and analysis of the data generated for this study. These statistical tools were used because they were suitable means of breaking down and analyzing the generated data
CHAPTER FOUR
4.0	DATA PRESENTATION, ANALYSIS, AND INTERPRETATION
4.1 	INTRODUCTION
This chapter entails with the presentation, analysis and interpretation of the data collected by the researcher in the course of carrying out the research. The presence of data makes no meaning to anybody unless adequate analysis of such data is carried out.
4.2	DATA ANALYSIS AND INTERPRETATION
SECITON A
TABLE 4.1: GENDER
	Frequency 
	NO OF RESPONDENT
	PERCENTAGE (%)

	Male
	58
	58

	Female 
	42
	42

	Total
	100
	100


Source: field survey 2025
	The analysis shows that 58 respondents are male while 42 respondents are female representing 58% and 42% respectively. The table above indicates majority of them are male.
TABLE 4.2: MARITAL STATUS
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Single
	48
	48

	Married
	38
	38

	Divorced
	14
	18

	Total
	100
	100


Source: Field survey 2025. 
	The above table shows that 48 respondents are single, 38 respondents are married, while 14 respondents are divorced representing 48%, 38% and 14% respectively. The table above indicates that majority of them are single.
TABLE 4.3: AGE
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	18 – 25year
	19
	19

	26 – 35year
	34
	34

	36- 45years
	26
	26

	46 and above
	21
	21

	Total
	100
	100


Source: Field survey 2025.
	The table show that 19 respondents are in the age bracket of 18 – 25 years, 34 respondents are between 26 – 35years, 26 respondents are within the age of 36-45years, while the remaining 21 respondents are in the age  bracket of  46 and above,  respectively.
TABLE 4.4:  EDUCATIONAL QUALIFICATION
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Olevel holder
	38
	38

	ND/NCE holder
	41
	41

	HND/B.sc holder
	21
	21

	TOTAL
	100
	100


Source: Field survey 2025
	The table above shows that 38 respondents are o’level holder, 41 respondents are ND/NCE holder, 21 respondents are HND/BS.c holder, representing 38%, 41% and 21% respectively. The table above shows that majority they are hold ND/NCE.
TABLE 4.5:  Level
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	ND I
	18
	18

	ND II
	20
	20

	HND I
	25
	25

	HND II
	37
	37

	Total
	100
	100


Source: Field survey, 2025.
This table shows that Level which the respondents were in School, 18 respondents 18% were ND I students, 20 respondents were ND II, 25 respondents were HND I, while the remaining 37 respondents representing 37% were HND II students respectively.
TABLE 4.6: Have you used TikTok before?
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Yes
	75
	25

	No
	25
	48

	Total
	100
	100


Source: Field survey 2025.
	The table show that 75 respondentshave used Tiktok before while the remaining 25% of the respondents didn’t use it.
TABLE 4.7: Location
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Urban
	65
	65

	Suburban
	25
	25

	Rural
	10
	10

	Total
	100
	100


Source: Field survey 2025.
	The table show that 65% of therespondentswere living in Urban area, 25% were Suburban, while the remaining 10% of the respondents were living in the Rural area.
Section B: Social media usage
TABLE 4.7: How often do you use Tiktok for writing tasks
	Frequency
	NO OF RESPONDENT
	PERCENTAGE (%)

	Daily 
	40
	40

	Weekly
	37
	37

	Occasionally 
	16
	16

	Rarely
	7
	7

	Total
	100
	100


Source: Field survey 2025.
From the table above, the analysis shows that 40% of the respondents choose Daily,  often on how often did they use Tiktok for writing tasks, 37% of the respondent choose Weekly, 16% choose occasionally, 7% said rarely.
TABLE 4.8: How much time do you spend on TikTok daily?
	Frequency
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Less than 30mins
	43
	43

	30min-1 hours
	11
	11

	1-2 hours
	40
	40

	More than 2 hours
	6
	6

	Total 
	100
	100


Source: Field survey, 2025.
	The table above show 43% of respondents choose less than 30 mins as the time they spent on Tiktok daily, 11% said 30mins -1 hours, 40% said 1-2hours, while the remaining 6% of respondents choose More than 2 hours.
TABLE 4.9: 	How often do you come across sponsored content or ads on TikTok?
	Frequency
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Very Often
	67
	67

	Often 
	10
	10

	Occasionally 
	13
	13

	Rarely
	8
	8

	Never
	2
	2

	Total 
	100
	100


Source: Field Survey, 2025
	The table above show 67% of respondents choose Very often, 10% chose often, 13% choose Occasionally, 8% choose Rarelywhile remaining 2% of respondents choose Never.
TABLE 4.10:	How trustworthy do you find TikTok influencers promoting products/brands?
	Frequency
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Very trustworthy
	65
	65

	Somewhat trustworthy
	12
	12

	Neutral 
	13
	13

	Somewhat untrustworthy
	9
	9

	Very untrustworthy
	1
	1

	Total 
	100
	100


Source: Field Survey, 2025
	The table above show 65% of respondents choose Very trustworthy, 12% chose somewhat trustworthy, 13% choose Neutral, 9% choose somewhatuntrustworthywhile remaining 1% of respondents choose Very untrustworthy.
TABLE 4.11:Have you ever purchased a product or service because of a TikTok video?
	Frequency
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Yes
	78
	78

	No
	22
	22

	Total 
	100
	100


Source: Field Survey, 2025
	The above table shows that 78 respondents are Yes, 22 respondents are no, 20 respondents are not sure representing 78% and 22% respectively.
TABLE 4.12: What motivates you to consider purchasing a product promoted on TikTok?
	Frequency
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Product reviews or testimonials
	41
	41

	Demonstration of the product's use
	10
	10

	Discounts or promotional codes
	13
	13

	Popularity of the influencer
	30
	30

	Trendiness or viral content
	6
	6

	Total 
	100
	100


Source: Field Survey, 2025
	The table above show 41% of respondents choose Product review or testimonials,  10% of the respondents choose demonstration of the product’s use, 13% of the respondents choose Discounts or promotions codes, 30% of the respondents choose popularity of the influencer, 6% choose Trendiness or viral contents.
TABLE 4.13: Which type of influencers impact your purchasing decisions the most?
	Frequency
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Mega Influencers
	58
	58

	Macro influencers
	22
	22

	Micro influencers
	20
	20

	Total 
	100
	100


Source: Field Survey, 2025
	The above table shows that 58 respondents chooseMega influencers has the types of influencers impact on purchasing decision,  22 respondents chose Macro influencers, 20 respondents chose micro influencers representing 58%, 22% and 20% respectively.
TABLE 4.14:What type of brands do you think perform best on TikTok?
	Frequency
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Beauty and fashion
	54
	54

	Technology and gadgets
	16
	16

	Food and beverages 
	10
	10

	Fitness and health
	20
	20

	Total 
	100
	100


Source: Field Survey, 2025
The table above shows that 54% of respondents choose Beauty and fashion has the type of brands that perform best in Tiktok, 16% choose technology and gadgets, 10% chooses Food and beverages, while the remaining 20% of the respondents said Fitness and health. 
[bookmark: _Hlk196164491]TABLE 4.15: Have you ever searched for more information about a product/brand after seeing it on TikTok?
	Frequency
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Yes, often
	55
	55

	Sometimes
	21
	21

	Rarely
	5
	5

	Never
	19
	19

	Total 
	100
	100


Source: Field Survey, 2025
	The table above shows that 55% of respondents agreed Yes that they searched for more information about a product/brand after seeing it on TikTok,  21% of the respondents choose sometimes, 5% said Rarely, while the remaining 19% said Never. This shows that majority of respondents agreed to yes.


4.3	Analysis of Research Questions
1. Analysis of Research Question One:
"What are the primary ways in which TikTok users engage with brand content on the platform?"
This research question aims to investigate the specific patterns and modes of interaction between TikTok users and branded content. It seeks to identify the various forms of engagement, such as watching branded videos, liking, commenting, sharing, following brand accounts, participating in brand-sponsored challenges, and using branded hashtags. By analyzing these behaviors, the study intends to provide a comprehensive understanding of user interaction levels and preferences when it comes to marketing content on TikTok.
The question also opens the door to categorizing users based on their level of engagement—whether passive (viewing without interaction), moderate (liking or following), or active (sharing or commenting). Additionally, this question provides a basis for understanding the effectiveness of different content strategies employed by brands on TikTok, such as influencer partnerships, user-generated content, or direct advertisements. The findings from this question are crucial for brands and marketers seeking to optimize their presence on TikTok by aligning their content strategies with user engagement patterns.
2. Analysis of Research Question Two:
"How do consumers perceive TikTok as a platform for discovering new products or brands?"
This research question explores the subjective attitudes and perceptions of users regarding TikTok’s effectiveness and credibility as a product or brand discovery tool. It aims to understand whether users view TikTok as a reliable source for finding new products or services, and what factors influence this perception—such as influencer credibility, algorithmic recommendations, viral trends, or peer interactions.
In addressing this question, the research seeks to measure users’ trust in TikTok as a marketing platform, their perceived authenticity of product promotions, and the extent to which these perceptions influence their discovery journey. It also delves into how TikTok compares with other digital platforms (like Instagram, YouTube, or traditional advertising) in terms of product discovery.
By uncovering these perceptions, the study can provide valuable insights into consumer trust and the psychological impact of TikTok marketing. It can also help businesses understand whether their promotional efforts on TikTok are seen as informative and persuasive or as intrusive and commercialized. This analysis ultimately informs the platform’s potential as a viable marketing and discovery tool in the eyes of its user base.
3. Analysis of Research Question Three:
"How does consumer engagement with TikTok content (e.g., likes, shares, comments) correlate with purchasing behavior?"
This research question seeks to establish a potential statistical or behavioral relationship between the level of engagement a user has with brand-related TikTok content and their actual buying decisions. It investigates whether users who actively engage with content—such as by liking, commenting, or sharing videos—are more likely to make purchases as a result of their interaction.
This question has significant implications for measuring return on investment (ROI) in TikTok marketing. It aims to reveal whether engagement metrics can serve as reliable indicators of consumer intent or conversion. Furthermore, it evaluates the influence of user interaction on the consumer decision-making process, potentially establishing a correlation between digital engagement and offline or online purchasing actions.
The analysis will help determine if engagement is merely an indicator of interest or if it is a strong predictor of consumer behavior. By doing so, the study will contribute to the growing field of social commerce, providing data-driven insights that can guide marketing strategies, content creation, and campaign effectiveness on the TikTok platform.
4.4	Discussion of Findings
The findings of this study reveal significant insights into the uses and perception of TikTok as a platform for brand influencing and its impact on consumer behaviour. TikTok, a rapidly growing short-form video platform, has emerged not only as a space for entertainment but also as a powerful tool for digital marketing, particularly in the realms of influencer marketing and consumer engagement.
The results indicate that a majority of respondents actively use TikTok and recognize it as an effective medium for discovering new brands. TikTok’s algorithm-driven content delivery plays a crucial role in exposing users to a variety of brand-related content without their active search. Unlike traditional media platforms, TikTok thrives on user-generated content and viral trends, which allows brands—especially small and emerging ones—to reach a wide audience organically.
Respondents noted that the platform's immersive and creative nature allows for more authentic and relatable brand storytelling. The informal and entertaining context of TikTok videos makes users more receptive to marketing content, especially when presented through influencer collaborations, challenges, and “behind-the-scenes” footage.
A significant finding is the strong influence TikTok creators have on consumer perception and decision-making. Influencers on TikTok, especially micro and mid-tier influencers, were perceived as more trustworthy than celebrities or traditional advertisements.
In conclusion, the findings underscore TikTok’s transformative role in modern brand influencing and consumer engagement. The platform’s unique blend of entertainment, social interaction, and influencer culture positions it as a potent tool in shaping consumer perceptions and behaviours. However, the success of brand influence on TikTok largely depends on authenticity, creativity, and the ability to adapt to the platform’s ever-evolving trends.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY OF FINDINGS
The study focused on exploring the uses and perception of TikTok as a platform for brand influencing and its impact on consumer behavior. With the rise of digital marketing and the dominance of social media platforms, TikTok has emerged as one of the most dynamic tools for marketing communication, especially among Gen Z and Millennials. This study sought to understand how individuals interact with branded content on TikTok, the degree of trust they place in TikTok influencers, and how such interactions shape their purchasing decisions and brand loyalty.
A combination of quantitative and qualitative methodologies was employed. Surveys were distributed among active TikTok users, particularly focusing on those who engage with influencer content. In-depth interviews with selected influencers and digital marketing professionals were also conducted to gain expert insights into content strategy and audience engagement.
Key findings revealed that:
· Entertainment, trendiness, and relatability are the main reasons users follow influencers on TikTok.
· TikTok users often trust influencer recommendations more than traditional advertisements due to perceived authenticity and relatability.
· Brand challenges, giveaways, and viral trends are major drivers of consumer engagement and product trial.
· Users perceive influencers as brand ambassadors, and their opinions often influence product perception.
· TikTok’salgorithm-driven content exposure significantly increases the visibility of brand messages when well-executed.
5.2	Conclusion
From the findings, it is evident that TikTok has become a powerful platform for brand influencing, leveraging short-form video content, creativity, and relatability to shape consumer behavior. The platform's unique ability to merge entertainment with subtle marketing allows brands to reach consumers in a non-intrusive yet effective manner. Unlike traditional forms of advertising, TikTok content thrives on authenticity, storytelling, and user participation, making it ideal for influencing modern consumers who value engagement over passive exposure.
Furthermore, the study concludes that TikTok influences various stages of the consumer decision-making process – from awareness and interest to evaluation and actual purchase. It also plays a role in post-purchase behavior, particularly in promoting brand loyalty through continued engagement with influencer and brand content.
Importantly, the perception of credibility and trust is not necessarily tied to an influencer’s popularity, but rather their consistency, transparency, and alignment with the brand values. As such, micro-influencers often enjoy high levels of trust and niche engagement, offering brands a cost-effective alternative to celebrity endorsements.
5.3	Recommendations
Based on the study's findings, the following recommendations are made for brands, marketers, influencers, and platform developers:
1. Leverage Authentic Influencers: Brands should partner with influencers who have a genuine connection with their audience and whose personal brand aligns with their values. Authenticity over popularity is key to gaining consumer trust and influencing buying behavior.
2. Create Interactive and Trend-Driven Campaigns: Campaigns should incorporate TikTok’s native features such as challenges, duets, and branded effects to encourage user participation. Virality and engagement are driven by entertainment value and relatability, not just product promotion.
3. Utilize Data Analytics for Targeted Marketing: Brands must use TikTok’sanalytics tools and audience insights to tailor content to specific demographics, increasing the likelihood of conversion and minimizing wastage in ad spend.
4. Invest in Micro-Influencers: Micro-influencers with niche followings often deliver higher engagement and conversion rates. Brands should invest in such influencers to achieve more authentic and cost-effective marketing outcomes.
5. Ensure Transparency and Disclosure: To maintain credibility, influencers should clearly disclose sponsored content and remain transparent in their reviews. This builds long-term trust and reduces the risk of backlash from misleading promotions.
6. Use Storytelling for Brand Messaging
Rather than hard-selling, brands should use TikTok to tell stories that resonate with the audience’s values and lifestyle. Emotional and humorous content tends to perform better and is more memorable.
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[bookmark: _Hlk185838636]APPENDIX
Department of Mass Communication 
Institution of Information 
and Communication Technology
Kwara State Polytechnic, 
Ilorin 
Dear Sir/Ma,

RESEARCH QUESTIONNAIRE
This questionnaire is designed to gather information about USES AND PERCEPTION OF TIKTOK IN BRAND INFLUENCING AND CONSUMER BEHAVIOUR.
Your responses will be valuable in understanding the effects and implementation.
Your participation is voluntary, and all responses will be kept confidential. 
Thanks.

[bookmark: _Hlk196147505]APPENDIX II
Section A: Demographic Information
1. Gender:    Male          (      )   Female (     )
2. Marital status:   Single   (      ) Married (     )   Divorce (    )
3. Age: (a) 18-25 ( ) (b) 26-35 ( ) (c) 36-45 ( )(d) 46 and above ( )
4. Educational qualification: Olevel Holder ( ) ND/NCE Holder ( ), HND/B.sc Holder ( )
5. Level: (a) ND I ( ) (b) ND II ( ) (c) HND I ( ) (d) HND II ( )
6. Have you used Tiktok before? Yes (   ) No (   ) 
7. Location: Urban (  ) Suburban (  ) Rural (  )
Section B: Social Media Usage
7. How often do you use Tiktok for writing tasks? Daily (  ) Weekly (  ) Occasionally (  ) 	 Rarely (  )
8. How much time do you spend on TikTok daily? Less than 30 minutes ( ) 30 minutes to 1 hour ( )
9. 1–2 hours ( ) More than 2 hours (  )
10. How often do you come across sponsored content or ads on TikTok? Very often ( ) Often (  ), Occasionally ( ), Rarely ( ), Never ( )
11. How trustworthy do you find TikTok influencers promoting products/brands? Very trustworthy ( ) Somewhat trustworthy ( ) Neutral ( ) Somewhat untrustworthy ( ) Very untrustworthy ( )
12. Have you ever purchased a product or service because of a TikTok video? Yes ( ) No (  )
13. What motivates you to consider purchasing a product promoted on TikTok? Product reviews or testimonials ( ) Demonstration of the product's use ( ) Discounts or promotional codes ( ) Popularity of the influencer ( ) Trendiness or viral content ( ) 
14. Which type of influencers impact your purchasing decisions the most? Mega-influencers (over 1 million followers) ( ) Macro-influencers (100,000–1 million followers) ( ) Micro-influencers (10,000–100,000 followers) (  )
15. What type of brands do you think perform best on TikTok? Beauty and fashion ( ) Technology and gadgets ( ), Food and beverages ( ) Fitness and health ( )
16. Have you ever searched for more information about a product/brand after seeing it on TikTok? Yes, often ( ) Sometimes ( ) Rarely ( ) Never ( )
17. How does TikTok compare to other social media platforms for brand discovery? Much better ( ) Slightly better ( ) About the same ( ) Slightly worse (  ) Much worse (  )
18. What do you think makes TikTok a good platform for brand marketing? Short, engaging video format ( ), Viral trends and challenges (  ) Algorithm that matches content to users’ interests ( ) Direct interaction with influencers or brands ( )
19. What factors would discourage you from purchasing a product promoted on TikTok? Lack of trust in the influencer ( ) Poor product reviews from other users ( ) Price of the product ( ) Lack of authenticity in the promotion ( )

