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Abstract 

TikTok has become a phenomenon when it attracts a big number of followers thanks to its creative video content and the users 

who make it, so brands choose TikTok as a channel of communication to endorse their brands in the users’ videos via many 

narrative styles. Using the qualitative research with case study approach, the paper aims to cover three main points: (1) common 

storytelling techniques, (2) influencers’ advertisement videos using these techniques and purchase intentions, and (3) micro 

influencers used for advertising campaigns on TikTok. The finding shows that the most common storytelling techniques on 

TikTok are humorous content, product review, storytelling dance, and making an experience relating to products and life; TikTok 

platform is used for influencer marketing in which micro/ nano influencers are hired to endorse a brand in their videos for 

advertisement via experience content and continuous engagement impacting their followers on purchase intention; the choice of 

influencers depends on a brand’s budget and communication objectives besides other criteria but a mix of different types of 

influencers is more feasible. The research implicates the potential trend in using influencers in TikTok to create brand 

advertisement content with various storytelling methods in a brand advertising campaign in recent years. 
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1. Introduction 

E-commerce is changing from online shopping from web-

sites and search-engine tools to more entertainment-driven 

platforms [48, 49]. Content-generated users, or content cre-

ators can become influencers on these platforms if their con-

tent can attract a lot of followers. TikTok is a platform al-

lowing short-video creators to upload their content and at-

tracting a big number of followers [36]. According to TikTok 

Revenue and Usage Statistics (2020), by 2020, this platform 

has been subscribed by more than 1.4 billion global users and 

gained advertising revenues of around $16 billion. 

Bloggers record their daily activities, opinions, stories and 

other contents and post them on TikTok [52]. According to 

Statista, in Vietnam, TikTok ranked the fifth platforms in the 

top five with Facebook, Zalo, Youtube and Instagram, 

reaching 12 million users in 2020. Most of content shared on 

TikTok is created based on true information or entertainment 

news rather than advertisement, so it can attract others to 

watch and follow the bloggers. Audiences can show their 

opinions on the comment box once a brand is advertised 

among hundreds of videos produced by these blog-

gers-influencers. TikTok videos are made around a theme 

sharing the public’s interest in certain common issues and 
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recently, stories about COVID-19 pandemic and health con-

cerns. Users can upload a video, add hashtags, call for fol-

lowing and livestream to take donations from followers who 

can tip by using TikTok coins. 

TikTok came to life in 2018 and quickly became the 

number one application used by generation Z and others [7]. 

Brands take this potential platform to launch their advertising 

campaigns to reach a big target audience. A brand can execute 

its plan by building its own account and posting advertising 

clips via this account, working with micro-influencers to 

make its content viral to a big number of audience and budg-

eting for communicating its brand on TikTok [4]. TikTok can 

earn money from brands and accounts with advertising, event 

communication and livestreaming. The platform also allows 

users to increase followers easily, protect the copyright, give 

technical support and attract brand partners [50]. This plat-

form is a new media that helps brands to reach a potential 

broader audience thanks to its wide personalization and strong 

interaction [40]. More competitors appear and threaten the 

existing position of TikTok as Reels from Instagram, and 

YouTube Shorts from YouTube [38]. 

There is lack of research relating to this platform influ-

encers affecting the consumers’ purchase intentions in Vi-

etnam and the drivers of hiring influencers for product re-

placement in their video storytelling [6]. The personal brands 

of influencers are built to maintain relationships with their 

followers and trigger good engagement in video content dis-

cussions. This draws attention from brands thanks to their 

interactive short videos and effective engagement strategies. 

A new wave of Internet celebrity is born, making the platform 

more commercially and professionally viable and its content 

more monetized. Therefore, this research aims to answer the 

following questions: 

RQ1: What are the most common storytelling techniques 

used by the TikTok influencers? 

RQ2: How does the TikTok influencers’ advertisement 

videos impact the purchase intentions? 

RQ3: What is the trend of brands’ using micro influencers 

on TikTok platforms for their advertising campaigns? 

2. Literature Review 

In nowadays’ society, the power of one’s reputation or in-

fluence has been turned into a job: to be an agent of social 

influence. This role is associated with promises, such as am-

bitious but challenging work, offering debates that often 

surround ongoing or trending issues [12]. In general, this is a 

person who has access to the followers and can influence them 

to act on their counsel and vice versa. This can be done based 

on content production for Facebook, YouTube and TikTok 

[41]. With this, several companies following digital marketing 

strategies have grown significantly, resulting in greater brand 

attention to this medium, whereby their companies and brands 

can be presented, or even develop relationships with con-

sumers [17]. 

People who create content or influencers interact with users 

and sell them simultaneously. This combination of enter-

tainment and commerce is called “entertainment business” 

[48]. The video feed on TikTok has emerged as a large, bil-

lion-dollar force in marketing. For advertisers, these influ-

encers are an interesting channel for approaching young au-

diences. As a result, influencers often embed convincing 

sponsored messages in their videos to earn money [5]. The 

impact of influencer videos on followers’ lifestyle is recog-

nized and recommendations are made for effective imple-

mentation in advertising campaigns [29]. 

Vlog is abbreviated as video blog that shows the everyday 

life of the content producer or a certain topic after videos, 

images, text and music are edited and added [24]. Short videos 

attract a lot of content creators and viewers owing to their low 

limits, short duration, and they are now more about capturing 

thematic life, supported with narration, opinion expression or 

storytelling and the viewers can engage as if they were in the 

stories [51]. Vlogs are chosen by marketers for their adver-

tising campaigns thanks to their popularity and a large number 

of followers or subscribers. Thanks to vloggers’ frequency of 

engagement with their followers, they both create popular 

video content and provide communication opportunities to 

advertisers who consider using influencers as a tactic in their 

campaigns [52]. Vlog is an interaction form used for mi-

croblogging and applied as a channel of communication. 

Vloggers can speak to their followers in their own ways by 

generating and hosting individual videos on TikTok or other 

platforms [46]. In terms of human behaviors, these videos are 

casual social content with both audio and visual texts, up-

loaded by the creators and decoded by subscribers [34]. 

With a huge number of followers, social media influencers 

are seen as a third-party endorser who can change others’ 

behaviors and attitudes toward an issue via their content 

posted on social media. Brands regard them as sources of 

communication alliances to increase purchase intentions or 

brand awareness [14]. To increase social media coverage, 

brands cooperate with social media influencers to be inserted 

in their posts, video content with inspiring storytelling. Tik-

Tok, YouTube, Facebooks and other platforms have become 

channels of communication to publicize brand information 

and updated promotion programs to loyal followers [27]. 

Audiences place their trust in social media influencers from 

the stories they build, the knowledge they have and expertise 

they share on their fields, therefore they can impact the fol-

lowers on peer purchase making decisions. This is one of the 

main reasons why brands partner with these influencers in 

brand advertising campaigns and one of the tactics in com-

munication pathways [21]. Another reason is that they have 

good “emotional connections” with followers and become a 

consultant in giving opinions for certain issues they specialize 

in with more psychological proximity and intimacy [25, 1, 

23]. 

Social media influencers have endorsed brands effectively 

and increased online discussions. The products become more 
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attractive to consumers in case they are exposed to the open 

conditions and love the people who post the content [20]. There 

are some purposes of hiring influencers for communication 

campaigns: increasing purchase intentions, reducing cost, and 

improving publics reach. Brands decide to choose mi-

cro-influencers rather than macro-influencers because of their 

advertising budget, brand positioning and perceived relatability 

[3]. Social media should be well-planned, and influencers are 

well-chosen for better opportunities to achieve communication 

objectives and above-mentioned purposes. They share their 

positive opinions about brands in their posts via Instagram or 

TikTok and make them viral online through their daily sup-

porting followers [15]. Most businesses have created their own 

account on social media platforms to build relationships with 

consumer community and publish crucial information to the 

public but mainly make sales. Influencers also want to make 

money or earn discounts from the sales revenue acquired from 

brand promotion or product sales [47]. They have turned into a 

digital phenomenon in which businesses co-brand with influ-

encers to enrich their mutual publics’ awareness. 

3. Research Methodology 

This research uses the case study approach with five big 

micro-influencers on TikTok Vietnam, including Linh Barbie 

(17.5 million followers, https://www.tiktok.com/@linhbarbie), 

Tra Dang (16.2 million followers, 

https://www.tiktok.com/@tra.dang), Kien Review (9.6 million 

followers, https://www.tiktok.com/@kienthanhle90), Viet 

Phuong Thoa (8.6 million followers, 

https://www.tiktok.com/@vietphuongthoa98), Tran Thanh (6 

million followers, https://www.tiktok.com/@tranthanh123). 

Linh Barbie introduces Tea+Plus, inviting her followers to 

enjoy tea with cakes during Tet holiday. Tra Dang advertises 

Gojek in her one video, attracting more than 12,000 likes and a 

lot of comments congratulating her to reach 16 million fol-

lowers. Kien Review introduces a lot of products in terms of 

product reviews with clips of how the products are used with 

his own narratives and voice-over. Viet Phuong Thoa posts a 

video with the placement of Hair Highlights filter application 

and 550,000 likes are given with 2,821 comments and 1,352 

shares. The final influencer is Tran Thanh who introduces Oreo 

Socola Pie with 183,000 likes, 1,400 comments and 655 shares 

updated to 31 December 2023. 

A content engagement measurement will be estimated for 

every short video with product advertisement via TikTok with 

the capture of spatiotemporal variation of video engagement. 

The heatmap will include two measure criteria: video frame 

size and video length [48]. Besides, social media metrics are 

used to analyze the engagement: number of shares, number of 

likes, number of comments, positive sentiment. Visual texts 

and audio texts can be used to measure the quality of content 

to see its effectiveness in attracting audience’s engagement 

besides video content. This can support the research to see the 

influencer’s video’s engagement level as well as the interac-

tion between the audience/ followers and the influencer. En-

gaging content differs among the videos, depending on the 

influencers’ point of views, social trends and the demand of 

followers but can be categorized into humorous, entertaining, 

news or product review [39]. 

Table 1. Video measures: video frame size and video length (Bui, 

2023). 

TikTok influencers Video frame size Video length 

Linh Barbie 9:16 12 seconds 

Tra Dang 9:16 30 seconds 

Kien Review 9:16 2 minutes 

Viet Phuong Thoa 9:16 24 seconds 

Tran Thanh 9:16 54 seconds 

 

Table 2. Texts: visual texts and audio texts (Bui, 2023). 

TikTok influencers Visual-nonverbal Visual verbal Sound Speech 

Linh Barbie 6 seconds 6 seconds 12 seconds 0 

Tra Dang 0 30 seconds 30 seconds 30 seconds 

Kien Review 12 seconds 108 seconds 2 minutes 108 seconds 

Viet Phuong Thoa 0 24 seconds 24 seconds 12 seconds 

Tran Thanh 9 seconds 45 seconds 48 seconds 45 seconds 
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Table 3. When the brand is placed/ how long the brand is placed (Bui, 2023). 

TikTok influencers When the brand is placed How long the brand is placed 

Linh Barbie Full video 12 seconds 

Tra Dang 1st second, 15th second, 17th second, 19th second 4 seconds 

Kien Review 9th second, 16th second, 24th second, 31st second 4 seconds 

Viet Phuong Thoa Full video 24 seconds 

Tran Thanh Full video 54 seconds 

Table 4. Social media metrics: number of shares, number of likes, number of comments, positive sentiment calculated until 31 January 2022 

(Bui, 2023). 

TikTok influencers Shares Likes Comments Positive sentiment 

Linh Barbie 75 66,600 266  640 

Tra Dang 28 12,300 130 68 

Kien Review 458 65,000 859 2,380  

Viet Phuong Thoa 1,353 550,000 2,821 7,767 

Tran Thanh 671 185,000 1387 749  

 

Table 5. How the stories are told (Bui, 2023). 

TikTok influencers Direct Indirect 

Linh Barbie X  

Tra Dang X  

Kien Review X  

Viet Phuong Thoa X  

Tran Thanh X  

4. Findings 

4.1. Storytelling Techniques 

TikTok has offered various storytelling techniques to con-

tent creators on its platform to attract and interact with view-

ers to communicate a certain brand. Creators use multiple 

techniques to tell their stories to engage viewers. That is why 

there are a rising number of influencers who can entertain, 

instruct and lead the viewers for purchase intentions. The 

following is some key storytelling techniques commonly 

applied on this platform: humorous content, product review, 

storytelling dance, making an experience. 

Humorous content 

The most common videos posted on TikTok are for enter-

tainment or with a sense of humor [33]. The users are more 

likely to be creative for making the video content humorous to 

their followers [32]. TikTok users can tell their daily life 

stories and re-create trends with their humor thanks to the 

combination of humor techniques, sound aesthetics and 

available sources of applications. These effects support them 

to produce ‘fun’ and playful videos that can attract viewers to 

give comments, like, share and follow the accounts. TikTok 

commercials are content rather than videos and the influenc-

ers insert brands in their stories directly or indirectly and 

co-produce the content with the brands with the aim for more 

audience engagement. 

Product review 

TikTokers review products as the brand’s spokespersons to 

introduce the features and the uses of products, attract the 

viewers’ attention and stimulate their interests [28]. Besides 

the product reviews, more information is given as promo-

tional or discount information or the brand popularity is re-

minded [9]. Viewers prefer getting product information from 

the influencers they follow since they feel more comfortable 

with the trustful information given by those influencers 

through product review videos. These videos are created as 

the reviewer’s experience in many forms of multimedia con-

tent to inspire the viewers to purchase. The stories follow 

what the reviewers know about the product, how the product 

is unboxed and used, where they buy the products and how 

reasonable the price is. Product reviews can be categorized as 
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good reviews and bad reviews, but the TikTokers choose to 

make good reviews to build cozy relationships with multiple 

brands. 

Storytelling dance 

Videos on TikTok take no longer than three minutes and 

this is a good chance for the users to show their dancing per-

formance [44]. With a big population, the platform witnesses 

a lot of users using dance as a storytelling technique via music, 

trending lyrics, visual texts and audio texts. Influencers in-

troduce a brand with their dance move, using popular song 

snippets and lip syncing [22]. Storytelling dance has become a 

trend on this platform, and it is used to build brand content and 

interact with the viewers. Many brands have worked with 

influencers good at dancing to design an inversion of a brand 

in the dancing performance and from this, they can influence 

the viewers’ affection and their behavior changes. It was 

found that storytelling dance was attractive to followers as 

they understand the messages conveyed and the dancing tal-

ents that the influencers perform, so this can persuade their 

followers to act or come up with purchase intention. TikTok is 

more professionalized with the rise of videos of storytelling 

dance, brand advertising and content monetizing. 

Making an experience 

TikTok has become a good platform for users to share their 

experience in doing something like cooking, fixing, per-

forming, visiting a place or showing their opinion about what 

they witnessed. This visual storytelling platform has extended 

entertainment context, bringing more leisure to viewers and 

this is an opportunity for brands to use the influencers for their 

brand advertising [13]. The users can take advantage of 

available video editing apps to create short form clips to tell 

their own stories or their daily life experience. An ecosystem 

can be developed via short-form video apps as YouTube Short, 

Instagram, Snapchat and Facebook to shape unique user ex-

perience thanks to big population of users and rapid changes 

in acceptance [45]. The followers surf TikTok to entertain 

themselves and gain information from a variety of user expe-

riences and this encourages influencers to build more content 

to attract views and make money. The point to maintain the 

viewers and attract more viewers is the users have to diversify 

their content or experience and this can cost them more. 

4.2. Brand Advertisement on TikTok 

Advertisement is made with user-generated content 

Customers today expect social proof before buying a brand. 

Advertising based on user-generated content can connect 

brands with target customers through social commerce. Tik-

Tok can create a popular brand image and increase its value in 

the eyes of users through the user's own creative content. 

Sharing brand experiences is considered equivalent to online 

word of mouth marketing in digital marketing. The public 

trusts real users, the influencers they love, so the inclusion of 

brands in user-generated content will be easier to reach and be 

accepted by the public. 

Advertisement is vertically designed with the user-interface 

TikTok has a huge global reach, becoming a powerful 

platform for brands to promote and connect with large audi-

ences. In-feed video ad allows users to embed a video ad that 

can run automatically with on-sound because of the same user 

interface. Top view ads attract users' attention by making the 

video appear first when a user opens TikTok, suitable for a 

strategy to increase brand awareness and reach a large number 

of users and impressions. Brand takeover ads also appear first 

when the user opens TikTok which brings great performance 

thanks to its full screen and clickable feature. An important 

note for the advertisement is the technique of using hashtags 

and participating in the hashtag challenge to serve the ability 

to search and display and quickly reach the users. In addition, 

using effects for brand ads along with hashtag challenges 

makes the audience fall in love with the brand connection, 

resulting in a high level of engagement. 

Advertisement is amplified with dance, music and sound 

effects 

Lip-syncing or re-singing with created or available sound 

effects supports a brand to use this commercialized platform 

for brand advertisement. With viral sounds, stitching of 

videos and available video effects, brands can communicate 

directly with others in progressive social trends and move-

ments. Thanks to the appearance of TikTok shop, influenc-

ers, and key opinion consumers (KOC), the platform is be-

coming an advertising network, allowing to monetize con-

tent and embed advertising. Brands tell their own stories 

through dance, music, and sound effects and use these 

powers to enhance their followers, connections and brand 

communities. Music challenge, dance challenge and sound 

challenge are a phenomenon of media storytelling and users 

can express themselves in many storytelling themes: nos-

talgia, love, family, friendship, advice, consultation and 

product reviews. This effort represents a transmedia aes-

thetic, using visual and audio effects for entertainment and 

performance art to communicate a brand in a very simple 

format. 

Advertisement is experimented with the brand 

ByteDance is a business model applied to TikTok app to 

experiment brand advertisement and develop business prop-

osition via social networking and video sharing. Firms can 

launch brand communication campaigns thanks to this busi-

ness model innovation to increase the demand for products. 

While many e-commerce platforms charge the users, the 

expectation for better profitability and economic balance 

increases and the users turn to platforms with no charge or at 

low costs. TikTok is very versatile at earning money, making 

revenues, advertising brands and monetizing businesses. 

Brand advertising is disclosed to persuade the users to choose 

influencer marketing videos with the products’ level of inte-

gration into the storylines. These videos help create trans-

parency and increase brand recognition for commercial pur-

poses or purchase intentions. 
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4.3. TikTok Platform for Influencer Marketing 

The effectiveness of humor 

Humor can increase the effectiveness of messages that 

videos convey with advertising content. Previous research 

shows that influencers’ levels of credibility and opinion 

leadership can enhance influencer-follower relationship, 

homophily and emotional contagion [2]. The humorous con-

tent is produced to entertain followers and attract the young 

audience, so the persuasion for purchase intention is more 

effective. With ludic nature, TikTok video content can be 

more oriented to entertainment rather than information, news 

and contacts. Therefore, influencers/ users can introduce 

products/ services in a more engaging and entertaining way. 

The effectiveness of followers’ hedonic experience 

Influencers build their own identities by telling their own 

stories with photos, videos and daily activities. Their follow-

ers engage in the construction of their experiences and le-

gitimization of their identities [2]. More brands use influencer 

marketing by adapting the traditional videos to TikTok videos, 

usually 15 seconds in length, to achieve their advertising 

objectives. Hedonic experience is vital for short videos plat-

forms such as TikTok, Instagram, TikTok, and YouTube 

Shorts and users tend to follow the accounts that provide 

creativity and enjoyment. This motivates the followers to 

interact with the influencers and make decisions on whether to 

buy a product or download or share or re-post the videos. 

Influencers try to increase their followers’ hedonic values to 

maintain and strengthen their levels of influencing and lead-

ing opinions. 

Influencer-endorsed short videos 

Brands employ TikTok influencer to be endorsed their 

short advertisement videos that focus on products and con-

sumption experience messages. Users are emotionally moti-

vated by the influencers and respond to the brand-related 

topics [11]. The influencers tell their own stories and then 

place products to attract current and potential followers to 

engage in the topics and a brand can be communicated and a 

product can be introduced. They are paid to promote the 

products to certain audiences and their followers and previous 

video content are checked carefully to see whether they are 

appropriate to the product or brand message. The point is that 

the influencers can respond to the stories but cannot reply to 

any comments or questions relating to the products. The ap-

pearance of influencers or their own stories can get the fol-

lowers closer to the product or brand image and from that a 

brand can tell their own story or announce a promotion pro-

gram. The level of commercial offerings and shop ability 

increases thanks to the connection between advertisers and 

creators via a call-to-action link within the video content. 

Influencers as marketers 

More brands run marketing campaigns via collaboration 

with well-known users on platforms such as TikTok and In-

stagram. They become the brand marketers sharing the mar-

keting messages to their followers and others as a challenging 

task [18]. Influencers can do both jobs well: telling their own 

stories and doing marketing for a brand. One popular mar-

keting tactic is affiliate marketing and with the TikTok Shop, 

they can even make sales, review products and communicate a 

brand. More effective content is more visual than text based 

and TikTok and Instagram become more advantageous thanks 

to their more appealing looks. The rich content format with 

available templates, images, visual images, sound, sound 

effects and visual effects allow users to create visual content 

more easily and they do marketing for their own, even open 

their own shops, sell their own products and then other brands. 

Differentiating influencer videos can increase sales for a 

brand if they are placed on the platforms at the right place and 

right time. Influencers have their own ecosystem and bring 

better hedonic and impulse experience to the viewers in gen-

eral and their followers in particular. 

4.4. Brand Engagement in TikTok Influencer 

Brand influencers 

Businesses communicate their brands on TikTok using 

brand influencers to promote purchase likelihood. Previous 

experience and engagement with the influencers make users 

decide whether to buy the product [30]. The platform allows 

for keyword targeting, attracting qualified traffic and reaching 

the consumers via various communication videos by using 

brand influencers. They are hot TikTokers with a lot of fol-

lowers and a high interaction rate. The Creative Marketplace 

has shown these influencers can promote a brand with high 

engagement, high views, product discovery and brand recog-

nition. 

Consumer brand engagement 

Consumer brand engagement (CBE) is affected by enter-

tainment video content, eWOM, and positive interaction be-

tween the influencers and their followers on TikTok [42]. 

Trendy content can attract more views but cannot increase the 

brand engagement. This engagement is resulted in brand 

loyalty and brand awareness, bringing better success to a 

brand communication campaign. CBE reflects a consumer’s 

brand-related cognitive, emotions and behaviors during the 

period of interaction with brand via the video content created 

by the brand content or influencer-endorsed videos. Con-

sumers are more active than in the past and understand what a 

brand intends to tell them and decide whether to make a 

purchase. The CEB turns more online interaction as the means 

of communication is more with social media and therefore 

brand loyalty is enhanced. 

Social-interactive engagement 

The popularity of TikTok users as consumers makes brands 

change the way they attract social-interactive engagement 

[35]. Once this engagement occurs, brand-user interactive 

activities impact the decision-making processes. The under-

standing of engagement can benefit a brand from better ex-

ploration of social media platforms such as TikTok with 

higher interaction than others. The selection of social media 
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can change the brand content format if a brand wants to in-

crease the positive engagement. From a consumer perspective, 

users have informal but direct communication with brands via 

other users that they follow as a way they can express their 

own identity. They are more engaging with the brand mes-

sages and purchase intention thanks to their sympathy with 

the content with brand endorsement created by influencers. 

Content creation is very important, making continuous social 

interactive engagement cycles. 

eWOM engagement 

Online purchases are influenced by product reviews from 

social media influencers via electronic word-of-mouth 

(eWOM). Customer online reviews become a major success 

of brands when users consider eWOM for making purchase 

decisions. Consumers can change their attitudes toward the 

brands and behavioral intentions because of eWOM and they 

seem to listen to the third party’s voices rather than directly 

from the brands themselves [31]. eWOM on TikTok is un-

derstood as recommendations and product reviews via affili-

ate marketing for brands, having high influence on consum-

er’s attitudes and behaviors. Both negative and positive re-

views for a brand, product, service are accessible to all users 

online, including video platforms and text-based platforms. 

These reviews are personal experiences, so they can be per-

sonal opinions but with a high number of followers, they can 

get better support and if they are shared, they can go viral 

more easily. From a customer’s perspective, information 

quality plays a vital role in the process of decision making. 

Therefore, this quality can enhance the relationship between 

the influencers and their followers, and they are responsible 

for making the accurate content available to help consumers 

to evaluate a brand or product. 

4.5. Micro Influencers and Nano Influencers on 

TikTok 

Micro-influencer marketing 

Micro-influencer marketing has become a big phenomenon 

while brands use influencers to make sales. The fact is that 

micro-influencers have a better engagement rate and conver-

sion rate than that from macro-influencers and 

mega-influencers [16]. Consumers believe in the personal 

experience and information provided by micro-influencers 

who have more persuasive power over their followers via 

personal connections. During and after COVID-19 pandemic, 

people want to stay connected with e-commerce websites and 

applications and there is an increase in time consuming on 

social media platforms. Brands look for cheaper marketing 

budget to promote the products, so they turn to contact mi-

cro-influencers for lower prices. 

Micro and nano influencers 

Brand-related content created by responsible nano influ-

encers is evidence-based but both humorous and emotional. 

The content is combined with hashtags, tags, mention, sup-

porting brands to market their products increasingly effec-

tively. They continue to grow and integrate brand advertorials 

into their content on TikTok in the niche community brands. 

Nano influencers have content posts higher than that from 

celebrities and mega influencers though they don’t have 

massive audiences [37]. The content they produce can be 

inspirational and motivational, helping to foster brand images 

among their community of followers. Besides, they are dili-

gent in replying to questions and comments from the audi-

ences and enticing their fans to take purchase actions. 

Mega or micro influencers? 

Brands sponsor social media influencers for brand promo-

tions, but the question is whether to choose mega or micro/ 

nano influencers. The main reason is the budget for influencer 

marketing [8]. Some brands prefer mega influencers with 

millions of fans with high budget, but others choose micro 

influencers with hundred thousand of fans with lower budget. 

Decisions on influencer partnerships much depend on the 

video content quality, information quality, the level of influ-

encing/ level of popularity and the interaction between the 

influencers and their fans. The content should be informa-

tional, entertaining and socializing. Mid-tier influencers can 

maximize the effectiveness of many advertising campaigns 

and the budgets are acceptable for brands. The content, once 

again, can increase the customers’ engagement and their im-

pressions on videos and the influencer identity also needs to 

match the brand image for better influencer selection. 

How TikTok influencers impact on calls-to-actions? 

Purchase intention can be derived and stimulated from in-

fluencer endorsement. Influencers have good knowledge of 

the product, good opinion about the product, good messages 

conveyed in the video content, bringing more trustworthiness 

to viewers. Those who don’t know how to make decisions on 

purchase intention tend to seek advice from influencers or 

consider reliable reviews for actions. From this point, influ-

encer marketing is one communication tool for a brand to 

reach their target audience quickly and effectively. Influenc-

ers’ messages are important for impacting calls-to-actions, so 

they are clearly designed in the video content, allowing a 

better evaluation of this impact. An influencer’s credibility 

depends on their experience, knowledge, expertise, trans-

parency and authenticity. The higher the level of message 

trustworthiness is, the higher viewers believe in the influ-

encers. So, if the messages are reliable, customers will care 

more about the products and intend to purchase them. 

4.6. Choosing the Right TikTok Influencers 

Choosing influencers to partner on TikTok 

Evaluating the ranking and effectiveness of influencers on 

TikTok is not easy for a brand to choose collaboration with. 

Choosing influencers depends on their reputation, expertise 

that fit the brand image and their followers who can engage 

with the brand and interact with the brand values [19]. Critical 

determinants of influencers’ effectiveness are their authen-

ticity, social attractiveness, confidence, video content, trust-
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worthiness, bringing the positive attitudes and behaviors 

toward the endorsed brand. Influencers with fewer followers 

can provide more knowledge of the products than that by 

mega influencers as they invest more time in research and 

producing content. The idea “less is more” remarks the mi-

cro-influencers' potentiality and brands need to have influ-

encer planning to select the right type of influencers to partner 

with. 

Niche TikTok ecosystem 

There are also segmentations of TikTok influencers spe-

cializing in certain categories of products and making their 

own microcelebrity identities. The niche internet ecosystem is 

created by these influencers and reflects their agency within 

the platform [10]. Focused video content and life experiences 

shape their online personas and attract followers interested in 

this type of content. There are negotiations between the in-

fluencers and their followers in terms of content, for example, 

they can produce videos with topics required by their fol-

lowers or answer questions relating to the produced content. 

They use specific hashtags of interests to identify content and 

attract followers with common interests to engage. They up-

date and adapt the content in various platforms, making a 

digital ecosystem. 

Privacy concerns amongst influencers 

To attract followers, influencers share the experience of 

their lives, even in details, creating privacy concerns. To 

maintain the followers’ engagement, they have to share their 

private life and lifestyle in a very competing influencing 

community. Sharing private information is desired by the 

ones who love and follow the influencers and they usually 

expect more in this sharing cycle. A certain degree of privacy 

is considered while more and more followers know what 

happens to the influencers, how they live their lives and why 

they make such decisions [43]. Self-disclosure becomes a 

challenging element as they must share their personal infor-

mation if they want to be authentic online. However, they 

accept this if the benefits they share private information 

outweigh those they don’t share. This requires them to eval-

uate the comfort of revealing privacy to the public or within 

the realm of their followers. 

Choosing the right influencers 

Influencer marketing represents the business-consumer 

operations through a collaboration with popular users on 

TikTok. Whether the conduction of this marketing campaign 

is successful or damaging depends a lot on choosing the right 

influencers. The choice is made by the objective of the cam-

paign, so a brand can choose a mega influencer if they want to 

increase brand awareness nationally and micro-influencers if 

they want to focus on certain target publics [26]. In case the 

budget for the campaign is high, a mega influencer can be the 

brand ambassador and more budgets are spent and vice versa. 

Besides, niche influencers can interact with their followers 

more frequently though their video content is less of quality. 

The best recommendation is the use of both types of influ-

encers and the control of communicated posts via their 

channels and their personal lives. However, multiple influ-

encers who share the same messages in various content posts 

can bore the audience and reduce the engagement. Addition-

ally, building good influencer partnerships can reduce the 

costs and the brand image can be associated with the influ-

encer identity. 

5. Conclusions 

The shift toward TikTok in recent years has risen to the 

entire influencer community and influencer marketing 

agencies. TikTok storytelling can vary from lip-synching, 

dancing and song covering to humorous content producing, 

product reviewing and experience sharing. Brand adver-

tisement is made via user-generated content and user inter-

face to interact with audiences thanks to a big number of 

followers that influencers attract and maintain relationships 

with day by day. Besides, with the development of influ-

encers on Facebook, Twitter, YouTube and Instagram, more 

nano-micro influencers have appeared to tell their own ex-

perience, engage with their followers, produce 

brand-endorsed content and even make sales with affiliate 

marketing. The choice of hiring influencers on TikTok is 

much based on a brand’s budget, its advertising objectives, 

and the quality of video content. 

The research is limited to five influencers on TikTok and 

needs more studies of more influencers in the future to see 

how businesses use influencers on this platform to advertise 

their brands. The new era of influencer marketing continues to 

rise while more people use TikTok, and the appearance of 

Threads linked to Instagram in competition with Twitter. 

Several businesses in food and beverages, pharmacies, cos-

metics and other industries do their communication campaign 

together with influencer marketing with popular influencers 

on these platforms. The right choice of influencers can bring 

huge success to brands and save budget in comparison to that 

for traditional media. They create rich content with a diversity 

of topics that can interest their followers and attract support 

from them once a brand is endorsed in the content. More 

storytelling techniques are applied for influencers to maintain 

and build more positive relationships with the viewers, en-

hancing their level of influencing on this more and more 

popular platform, TikTok. 
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