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Abstract  

The purpose of this thesis was to create an understanding of how young females perceive user-

generated content on TikTok, and how it influences their brand perception. The theories of 

parasocial relations, parasocial interactions, utilitarianism, and anthropomorphism were used 

as a complement to analyse and understand our empirical data gathered from five semi-

structured interviews. The empirical data was gathered using a qualitative approach, and in-

depth interviews with young female participants were conducted.  

 

Firstly, we concluded that our participants found user-generated content to be more trustworthy 

and genuine than traditional advertising. Secondly, it was found that parasocial interactions 

were more prevalent in this study, however, parasocial relations were also apparent, as some 

respondents had followed a certain creator for longer, and therefore perceived a stronger 

relation towards them. Thirdly, anthropomorphic tendencies were detected, due to the 

participants explaining the benefits of brands displaying human characteristics and traits on 

TikTok. In addition, the studied theories provided the research with information on how young 

female users on TikTok perceive brands and UGC.  

  

The findings have contributed with more in-depth knowledge on the topic of brand perception, 

TikTok and user-generated content. In addition, this thesis also provided insights towards the 

concept of social media influence on young females. 
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1. Introduction 

 

According to Statista (2022), in 2020 over 3.6 billion people were using social media 

worldwide. Social networking has quickly become one of the most popular digital activities 

around the world, and on average an internet user spends 144 minutes per day on social media 

(Statista, 2022). Due to the increasing popularity, marketing communications using social 

media has quickly become the go-to way of advertising for businesses. Recently, TikTok which 

is a new app for making and sharing videos has risen in popularity (Herrman, 2019). In 2021, 

the social networking app TikTok overtook Google as the most popular site (Arlia, 2022). The 

new TikTok app has made it easier for someone with no significant following or fame to be 

able to go “viral” on the app and spread their story around the world. Chew Wee Ng, who is the 

head of business marketing at TikTok has stated that it does not matter if it is a first-time user 

from a desolate island, or a multinational brand, as long as the stories are authentic and engages 

the audience, the success can be achieved on TikTok (Garcia, 2020). TikTok is a popular short-

film video app that has grown in record time and is now considered to be one of the great social 

media giants. This app allows their users to create, share and watch shorter videos. The app 

personalizes its feed after individual’s preferences (Arlia, 2022), is highly addictive and has 

high levels of engagement from its users. The app has quickly gained popularity around the 

world, and now has users varying from A-list celebrities to well-known high-end brands such 

as Gucci. In 2021 the app had one billion active users monthly, and over 2.5 billion installs 

(D’souza, 2021).  

 

According to Arlia (2022) it is important for brands to recognize TikTok’s influence. TikTok 

is changing the ways of traditional marketing and e-commerce. Any business, large or small 

can take advantage of the unique algorithm. Firms can buy ads, track performance and scale 

revenue using the app's features. Although marketing communication using social media has 

created more opportunities for businesses, it has also opened a door for consumers (Arlia, 

2022). The emergence of platforms such as TikTok has also changed the way that consumers 

receive and share their own information about brands. Users on social media now create and 

share their opinions and stories about brands and their products (Ashley & Tuten, 2014; Yu & 

Yuan, 2019), and this is often the occurrence on TikTok as well. This thesis identifies the type 
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of consumer created content as user-generated content. O’hern and Kahle (2013) define user-

generated content as contributions that online users create.  

  

Before the development of social media, companies had the ability to manage the available 

information about their brand, by closely deliberating press releases and well-maintained public 

relations. However, now companies have somewhat lost control, and can only observe the 

reactions on the sidelines (Ashley & Tuten, 2014). Consumers now have the power of 

storytelling, and they can post their experiences and opinions publicly, and the impacted 

companies no longer have the right or insight to control or hinder these types of publications 

(Ashley & Tuten, 2014; Kaplan & Haenlein, 2010).  

 

The user-generated content as a phenomenon has made it easier than ever for a consumer to 

quickly upload a review of a product, bring attention to bad brand experiences, and give positive 

or negative narratives to them (Ashley & Tuten, 2014; Yu & Yuan, 2019). User-generated 

content (UGC) could be found mainly on social media (Dunn & Harness, 2018), and often 

contains brand related content, which could be posted as reviews of products or sharing brand 

related experiences (Kim & Johnsson, 2016). UGC on TikTok is made by unpaid users that 

contribute to the communication by posting humorous and relevant content (Lavrinovičius, 

2020). Furthermore, UGC can encourage the consumer's interaction, in the form of textual 

comments on the page (Lee et al., 2020). Kim and Johnsson (2016) found that the viewing of 

brand related UGC can contribute towards generating electronic word-of-mouth, which, 

according to Lee et al. (2020), can be comments or likes on posts. 

 

UGC has been found to have an impact on consumers' impulse buying, purchase intention and 

information gathering (Djafarova & Bowes, 2021; Djafarova & Rushworth, 2017; Kim & 

Johnson, 2016; Mayrhofer et al., 2019). Social media has enabled the consumers to spread 

information about products and brands, which was found to have an impact on brand sales and 

relationship building between brands and consumers. Furthermore, it was stated that due to the 

development of social media, the consumers can express their opinions through UGC which 

can shape and impact other users' perceptions. The brands can no longer control the spread of 

content, although it can be used to their advantage by regulating their response (Kim & 

Johnsson, 2016). A previous study concluded that younger females' purchasing desire was 

impacted to a greater extent than males by UGC on social media. Female users were found to 

engage in social media to find inspiration and make well informed purchase decisions 
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(Djafarova & Bowes, 2021). Additionally, UGC has been stated to be more effective and have 

a larger impact on consumers than brand-controlled advertisement (Dunn & Harness, 2018). 

According to Muda and Hamzah (2021) user-generated content is perceived as trustworthy and 

credible, since it is posted by ordinary users. 

 

1.2. Problematization 
 

Social media is growing rapidly and has quickly become one of the main tools for modern 

marketing. Advertisement on the internet and social media has changed the information flow 

between consumers and consumption-related content. When making a purchase decision, 

consumers find relevant information about products or services through different sources. 

Brand related content is presented as one source of obtaining information (Lin et al., 2016). 

Duffett (2015) has stated that many researchers have examined perceptions and attitudes toward 

social media marketing and online marketing. According to Dunn and Harness (2018), UGC 

has an impact on sales results in several industries and is stated to be more efficient than 

marketer-generated content. UGC could be seen on many social media platforms, for instance 

Facebook and Instagram. The users of social media gain the possibility to share posts from 

brands or create original content connected to the brand. Furthermore, the individual's network 

is reached by posting and could be motivated by factors such as interaction or personal identity 

(Davcik et al., 2022; Mayrhofer et al., 2019).  

 

Furthermore, it has been concluded that the main source of influence on Instagram for 

purchasing arrives from friends and family. Younger consumers were found to be more likely 

to be interested in marketing information that comes from their friends on the platform 

Instagram. This is due to a mistrust towards brand-controlled content, and consumers have 

started to turn to each other in order to find trustworthy opinions and reviews (Djafarova & 

Bowes, 2021). The main difference between TikTok and other social media platforms, such as 

Facebook or Instagram, is that the App shows users an explorative page firsthand. The so-called 

‘For You Page’ contains posts that are connected to the user by an algorithm. The ‘For You 

Page’ is not necessarily showing posts created by the user’s followers but is known to present 

new content to the user (Haenlein et al., 2020). Djafarova and Bowes (2021) stated that the new 

social media platform, TikTok, was continuously brought up during their research conducted 

on Instagram. Therefore, the authors suggested that examining the platform could be beneficial 



4 

 

(Djafarova & Bowes, 2021). The interest of this research was to explore how consumers 

perceive UGC created by unfamiliar users on TikTok and how it influences their perceptions. 

   

Previous studies have shown that UGC has a positive effect on product sales (Teng et al., 2014), 

emotional responses (Kim & Johnsson, 2016), and purchase intention (Mayrhofer et al., 2019). 

According to Geng and Chen (2021), purchase intention is to which degree consumers desire 

in the future to purchase a product. Similarly, Majeed et al. (2021) defines purchase intention 

as a mixture between the interest a consumer has in a product, and the likelihood of them 

purchasing it. In many previous studies, it has been made clear that online activities often affect 

individuals' purchase intentions. In a study conducted on Facebook, Mayrhofer et al., (2019) 

concluded that user-generated content led to a higher purchase intention when in comparison 

to brand-controlled posts and disclosed advertisements.  

 

Platforms on social media enable users to share information, responses and ratings, and this 

enables people to trust other users' opinions, which results in a higher likelihood of purchase 

(Majeed et al., 2021). In a study made on Instagram, Djafarova and Rushworth (2017) found 

that electronic word-of-mouth on Instagram influences buying behavior, and consumers 

referred to users’ reviews on the platform to gain more truthful knowledge before making a 

purchase. Sokolova and Kefi (2020) have found that the level of attachment a follower feels 

towards a content creator highly affects purchase intention, specifically for the younger 

generation Z. The higher the perceived credibility a content creator has, the more likely a 

purchase will be made (Sokolova & Kefi, 2020). The research on user-generated content is, to 

our knowledge, lacking the consumers' perspectives. Previous studies have emphasized on the 

impact of purchase intentions connected to UGC. However, little to no research has been 

conducted on how this type of content influences consumers, specifically on the newer 

platform, TikTok. 

 

Many previous studies have concluded that those most affected by UGC are the younger 

generation (Djafarova & Bowes, 2021; Mayrhofer et al., 2019; Sokolova & Kefi, 2020). 

Furthermore, it has also been previously concluded that females are significantly more 

susceptible towards the influence of UGC and online recommendations (Bae & Lee, 2010; 

Djafarova & Bowes, 2021; Djafarova & Rushworth, 2017). Additionally, Swart (2021) stated 

that the ‘Generation Z’ users between ages 16 to 26 are frequent users of social media and its 
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platforms. Therefore, this study was conducted on active social media female participants in 

the age range of 16- to 26-year-old. 

 

1.3. Purpose 
 

The purpose of this study was to create an understanding of how young females perceive user-

generated content on TikTok, and how it influences their brand perception. 

 

1.4. Research Question 
 

How do young females perceive brand related user-generated content on TikTok, and how 

does it influence their brand perception? 
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2. Literature Review 

 
This chapter will present relevant theories and terms regarding social media and consumer 

perception. With regard to investigating consumers' perception and thoughts of user-generated 

content and how it influences brand perception, User-generated content, Parasocial Relations 

and Brands on Social Media are discussed. 

 

2.1. Social media  

 

The brands use social media to inform consumers of their products or to build a relationship 

between customers and their brand (Ibrahim et al., 2020). Kaplan and Haenlein (2010, p.61) 

define social media as “a group of Internet-based applications that build on the ideological and 

technological foundations of Web 2.0, and that allow the creation and exchange of user-

generated content”. Brands on social media have become contradictory. The brands have 

commercialized a space that was made for people to share, connect and enjoy (Kaplan and 

Haenlein, 2010).  

 

According to Tiago and Verissimo (2014), social media has made it possible for individuals to 

create global communities, freely share information and experience entertainment from each 

other. The different social media platforms help consumers to examine the potential brands and 

their products. Additionally, the authors explain that consumers have the power to share 

knowledge and experiences that influence their own perceptions. From the brand perspective, 

social media provides the possibility to reach out to the consumers. Relationships are now two-

sided, and the brands communicate with consumers which have the possibility to engage in 

conversations. The brands active on social media now have the benefit of examining consumers' 

opinions and could develop their knowledge of the target group (Tiago and Verissimo, 2014). 

  

Previous studies have been conducted on Instagram and Facebook to identify which content has 

a significant effect on consumers behavior. The authors focused on influencers, brand-

generated content and content created by users on the platforms (Djafarova and Bowes, 2021; 

Djafarova and Rushworth, 2017; Mayrhofer et al., 2019). TikTok differs from Instagram in two 

ways. The first difference is that the content on TikTok is only in video form, and the videos 

are mostly based on a song or recording. This sound piece can be a snippet from a song, 
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dialogues from TV shows or movies or sounds that were created and shared by other users. 

Similarly to Instagram, TikTok also uses hashtags. However, the major element on the platform 

is the usage of sounds. The TikTok app is greatly influenced by trends that are based on sound 

pieces and are often recreated by thousands of others (Haenlein et al., 2020).  

 

Furthermore, the second difference between TikTok and Instagram is that the content is 

provided in two main formats. The feed titled ‘For You’ shows content that the TikTok artificial 

intelligence algorithm finds the consumer likely to enjoy. The other feed titled ‘Following’ 

provides the user with content of other users that the individual has followed on the app. In 

comparison to Instagram, TikTok also allows users to follow others, however those have been 

found to be less likely to be social connections, such as family and friends on Instagram. 

Therefore, TikTok is less sociable than Instagram and other platforms such as Facebook, and 

more closely comparable to YouTube, where users watch content provided by creators that 

offline are unknown to the user (Haenlein et al., 2020).  

 

2.2. User-Generated Content 
 

O’hern and Kahle (2013) stated that social media marketing is now moving towards a new era. 

One in which the customers have the power and determine marketing outcomes by creating 

their own content. The emergence of social media has resulted in user-generated content being 

one of the driving forces online. The authors stated that user-generated content can be defined 

as the original contributions that users create (O’hern & Kahle, 2013). These are expressed 

through varying media types, such as videos, social media posts, reviews or sound recordings, 

and are shared with other users or firms (O’hern & Kahle, 2013; Hanus, 2013). According to 

Mayrhofer et al., (2019) and Yu and Yuan (2019) media outlets have begun to emphasize the 

importance and value of brand related UGC, and often recommend that companies try to 

encourage their consumers to create content on their behalf. The reasoning is partially due to 

UGC being much cheaper to accomplish, but also stated to be more effective than traditional 

marketing (Dunn & Harness, 2018). It has been concluded that user-generated content blends 

in more seamlessly with other content on social media, therefore, is seen as effective 

(Mayrhofer et al., 2019). According to Ashley & Tuten (2014), consumers that are engaged 

with a brand often participate and share social content, such as consumer-generated stories. 

Consumers now share their opinions on products and brands with their personal network on 

social media platforms.  
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The “typology of UCG” (Figure 1) was created in order to differentiate the varying forms of 

user-generated content to be able to characterize the possible benefits and/or challenges that 

come with each type. User-generated content is a broad term and is utilized to describe varying 

phenomena that are different from each other. The term defined as objectives describe the 

motivation behind the creation of UGC. Additionally, the knowledge flows define the target 

group of the post (O’hern & Kahle, 2013).  

 

FIGURE 1  

The typology of user-generated content 

 

Note. Retrieved from O’hern & Kahle (2013, p.22) 

  

O’hern and Kahle (2013) identified four types of UGC that they found differ along two different 

dimensions (Figure 1). The two main reasons for why UGC is created are identified as product 

promotion, as this type of content highlights strengths or weaknesses with the product or brand, 

and the reasoning is to encourage further word-of-mouth activity from other users. The second 

identified reason for why UGC is created is due to an interest in product innovation. This 

objective is not motivated by a desire to promote, but for a desire to improve an existing product, 

or develop a product of their own. The second dimension depicts the direction of knowledge 

flows that results from the UGC process. User-generated social media or product reviews are 

aimed to reach fellow users and provide ideas, new insights or product designs. The authors 
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name this customer-to-customer (C2C) knowledge flows. On the contrary, there is also content 

that users create in order to spread knowledge to a company rather than other users. Due to the 

specific type of UGC the authors characterize the dimension as customer-to-business (C2B) 

knowledge flows. These dimensions were used in order to identify the four different types of 

UGC which are informing, pioneering, co-communicating and co-creating (O’hern & Kahle, 

2013).  

 

Informing is when the user creates content that praises/criticizes a product or brand and directs 

their reactions toward other consumers (O’hern & Kahle, 2013). In a study by Jonas (2010), it 

was found that younger consumers thought of informative UGC as more credible than brand-

generated content. Additionally, O’Hern and Kahle (2013) explained that brand related UGC 

could be identified as various media content, product reviews being one of them. Furthermore, 

according to Cheng and Ho (2015) the perception of a review is connected to the amount of 

followers and experience owned by the creator. The perception of a review has been found to 

be positively affected by the credibility and trustworthiness, which could be created by having 

a larger amount of followers or an established expertise on the content (Cheng & Ho, 2015).  

 

According to Muda and Hamzah (2021) UGC has an influence on consumer decision making 

and is perceived as more credible when posted by regular people and not celebrities. The main 

reason behind the statement is that users who come across UGC can identify with the content 

and creator due to the similarity between their lives. Additionally, the authors stated that the 

process of purchase decision is easier for consumers who feel a sense of belonging to the UGC. 

For example, when a user is in search of a product, the credibility of the posting person is 

perceived with higher trust and credibility when they share opinions and needs connected to the 

product. Further, the viewers develop a sense of credibility by investigating the UGC posting 

person's account. By looking at the profile, the viewer can gain knowledge of the posting 

person, such as preferences, personality or values, which is stated to possibly increase the 

perception of credibility (Muda & Hamzah, 2021).  

 

In addition, Muda and Hamzah (2021) found that a positive attitude toward the viewed user-

generated content leads to a higher probability of the spread of word-of-mouth on social media. 

The viewers are more likely to share the video with others when the perceived credibility and 

trust is higher (Muda & Hamza, 2021). Additionally, Davcik et al. (2022) has stated that 
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consumers interact with UGC on social media by liking, commenting and recommending the 

posts to others. 

 

2.2.1. Electronic Word-of-Mouth 
 

According to Rosario et al. (2019) electronic word-of-mouth (eWOM) is defined as positive or 

negative opinions of consumers found on the internet which is accessible for people. These 

opinions can be referred to a product or brands and are presented as communication between 

consumers. The opinions are defined as ratings, experience and information sharing related to 

a brand or product and can be created as textual comments. The author stated that eWOM occurs 

on online platforms and does not necessarily have the same characteristics as user-generated 

content (Rosario, et al., 2020). Kim and Johnson (2016) also stated that positive UGC on social 

media contributes to the spread of eWOM, meaning that consumers could be more exposed to 

eWOM due to the awareness created by UGC (Kim and Johnson, 2016). 

  

Lee et al. (2020) has stated that the eWOM is communicated between potential consumers or 

actual customers who share their experiences and opinions. eWOM on social media can be 

presented directly, which is stated as comments on posts, or indirectly by liking the post. 

Additionally, the authors explain that the amount of comments and likes on a brand-related 

social media post could influence the viewers perception of content (Lee et al., 2020). Teng et 

al. (2014) stated that the eWOM is perceived as credible and trustworthy when the receivers 

see a similarity between opinion-giver and themselves. The similarity was described as either a 

sense of familiarity to the commenting person or shared opinions. Additionally, the authors 

stated that eWOM is preferred in a larger amount, meaning that if more users present their 

opinions, the message will be perceived as more helpful and persuasive (Teng et al., 2014).  In 

addition, Wang et al. (2012) has stated that consumers who share opinions between each other 

on social media could influence their attitudes toward brands. The communication between 

consumers was also found to influence their purchase intention. The authors stated that the 

feeling of comfort between the communicating consumers contributes to the influence of brand 

perception and purchase intention. The peers find comfort in opinions and values between each 

other and the spread of word-of-mouth about a certain product is accepted (Wang et al., 2012). 
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2.3. Parasocial Relationships 
 

The term parasocial relationship was firstly formulated by Horton and Wohl (1956) and 

describes the relation viewers might perceive through media content and parasocial interactions. 

It is stated that the audience experiences one-sided relations and interactions with characters or 

celebrities with media content as a mediator (Horton & Wohl, 1956). The concept of parasocial 

relations was brought up in relation to television and radio type of media (Horton & Wohl, 

1956) and Lou stated that the social media era has enabled users to form an interaction with the 

content creators (Lou, 2021). The parasocial interactions are stated as short-term perception of 

relations connected to the viewed content (Yuan & Lou, 2020). Additionally, Bond (2016) 

stated that the parasocial interaction has a positive contribution to the parasocial relations 

between researched character and viewer (Bond, 2016), and this also positively impacts users' 

purchase intentions (Hwang & Zhang, 2018). There is a distinct difference between what 

Horton and Wohl (1956) defined to be parasocial relationships (PSR) and what now is described 

as parasocial interactions (PSI).  In comparison to PSR, PSI are short term interactions that 

some imagine having when viewing a person during media consumption. However, when a 

person continues to conceptualize the figure after the viewing, and knowingly, or unknowingly 

begins to imagine a relationship, that is when a parasocial relationship is developed (Gleason 

et al., 2017).  

 

Furthermore, a parasocial relationship describes a one-sided relationship where one person has 

extensive knowledge about another person, however, the other person has no knowledge. This 

is common in media where people create a perception of a friendship to a public person 

(Fetscherin, 2014), a fictional character (Schmid & Klimmt, 2011), or a character on a tv show 

(Curras-Perez et al., 2011). Although the parasocial relations were described as one-sided and 

lacking dialogue, Lou (2021) has stated that due to the development of social media, dialogue 

is a possibility. The relations between message sender and viewer have been stated to take a 

turn toward communication through a platforms’ functions. The author has stated that social 

media figures are communicating with viewers through comment sections, which created a 

reciprocal relation between the parts (Lou, 2021). The expertise and trustworthiness of the 

communicator affects the persuasiveness of the communication (Breves et al., 2021; Ohanian, 

1990). In addition to knowledge and expertise, Martensen et al. (2018) has stated that similarity 

has been found to have an influence on the perception of persuasiveness of the media poster. If 
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viewers relate to the posting user, the possibility of identifying with the content creator is 

greater. The authors explain that when posting personal content, the viewers gain the possibility 

to perceive the media figure as human. The humanized view of media creators contributes to 

the perception of content creators as relatable and approachable (Martensen et al., 2018).  

 

Additionally, the parasocial interaction and relations are influenced by the possibility of co-

creation of content. The content creators have gained the opportunity to seek opinions and 

thoughts of followers as well as knowledge of their desired content (Lou, 2021). Sokolova and 

Kefi (2020) have stated that online networking has enabled the users to create a relationship 

with bloggers by following or subscribing to their accounts and stay updated on their posts. 

Additionally, the creation of communities and share of opinions, such as values or interest, has 

shown to contribute to the parasocial relationships. When the attachment to the social media 

figure is stronger for the social media user, the effect of parasocial interaction becomes stronger 

than the credibility (Sokolova & Kefi, 2020). 

  

Xiang et al. (2016) has stated that the parasocial interactions are not only found to be between 

users and influencers/celebrities, but also among users themselves, and the interaction 

contributes to a sense of real relationship or friendship (Xiang et al., 2016). Shared information 

online can be seen as a public benefit and is the main cause of eWOM. Online friends have 

become the most effective way to gather and share information and eWOM generates an entire 

web of connected consumers. The beliefs that are formed through social connections on social 

media are considered to have a major significance on followers, and the expectations from 

individuals that share information influences the content (Djafarova and Rushworth, 2017). 

Furthermore, Xiang et al. (2016) found that the satisfaction of interaction increases when the 

parasocial relations are stronger between users. Additionally, the authors explained that there 

is a positive connection between parasocial interaction and buying desire on the Web 2.0 (Xiang 

et al., 2016). 

 

2.4. Brands  
 

With the development of social media, brands within this landscape now have several options 

for marketing. These include paid display advertising, creating a brand persona that participates 

in social networks, organizing engagement opportunities for customers on social media 

networks, or simply creating content marketing in social channels (Ashley & Tuten, 2014). 
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However, this development has also created opportunities for the consumers as well. Gensler 

et al., (2013) stated that due to the new social media networks enabling easy sharing of brand 

experiences, consumers have now become the authors of brand stories. Therefore, it is now 

essential for brands to pay attention to these consumer-generated stories in order to guarantee 

success in the marketplace. This new era of storytelling has given brands an opportunity to gain 

positive attention, and to positively impact consumers' perception and loyalty to the brand, but 

also the complete opposite (Ashley & Tuten, 2014). Previously, brands have focused on 

advertising that is explained as “one to many” (Gensler et al., 2013) such as advertising on 

billboards or commercials on television to pass their brand “stories” on to consumers. 

Companies have lost some of their control over the creation of their reputation and must now 

accept making and repairing their consumers' perceptions and their reputations according to the 

consumers' attitudes and opinions of the brand (Gensler et al., 2013). 

 

2.4.1. Brand Perception  
 

Consumers' perceived relationship to brands have been connected to the purchase behavior, 

where the consumer finds that the brand and its offerings make a significant change in their 

lives. The relationships are perceived as egocentric such as psychological or emotional. The 

presence of brands on social media has shown positive effects on brand relationships with the 

consumers and the probability of purchase is increased when the consumer makes a decision to 

follow the brand on social media. Apart from the consumers viewing brands' social media, a 

two-way communication between brand and consumers can enhance the knowledge of brand 

and feeling of trust (Hudson et al., 2016). According to Fournier (1998), the consumer-brand 

relationship craves communication and mutual affect between both parties. In order to achieve 

a relationship between brand and consumer, the anthropomorphic attributes could help 

consumers to perceive a brand as human with characteristics and personalities. The authors 

mention that one way to achieve anthropomorphic consumer perceptions is through a 

spokesperson, as the brand is perceived with the personality of a human being (Fournier, 1998). 

  

Furthermore, consumers can perceive a brand through an anthropomorphic view, where the 

brand is seen as an actual human being. The anthropomorphic brand perception allows 

consumers to perceive brands on an individual level, meaning that the same brand could be 

perceived differently by individuals (Hudson et al., 2016). Anthropomorphism contributes to 

the consumers perception of brands with a human-like perspective. Delgado-Ballester et al. 
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(2019) stated that instead of seeing the brands products and actions as they are, the consumers 

perceive a brand through an anthropomorphic perspective and find a meaning or intuition of 

the actions. Furthermore, when consumers see a brand as a human, they are less willing to 

exchange the products of the brand for another. In addition, the perception of brands could 

enable the consumers to feel the emotions and connections of the brand, which may create the 

opportunity for relationships (Delgado-Ballester et al.,2019).  

 

When examining the purchase possibility, consumers are met with two types of product 

attributes. First, the practicalities and basic functions of the product are presented, called 

utilitarian benefits. Second, the playfulness and joyful benefits of the product, which are 

referred to as hedonic. The playful attributes of brands and their products are presented as 

colors, slogans or characters that present the brand to the consumers. When the functionality 

and playfulness of a brand or product is met by the consumer's need, individuals find the 

motivation to continue their participation in the brand, leading to a development of brand 

perception (Yu & Yuan, 2019). Perez-Vega et al. (2018) have stated that both hedonic and 

utilitarian value of a product can be achieved through brand related content on social media. 

Additionally, the authors stated that both factors are perceived by the consumers and have a 

positive influence on their intentions (Perez-Vega et al., 2018).  

 

Consumer brand perception is stated to have an influence on the perceived brand loyalty. The 

connection between consumers' self-image and brand image and characteristics of products 

have been stated to establish or increase brand loyalty (Foroudi et al., 2018). Brand loyalty is 

described as positive attitudes toward a brand, leading to continuous repurchase of products 

(Srinivasan et al., 2002). According to Sasmita and Suki (2015) there is a connection between 

marketing communication and brand loyalty (Samsita & Suki, 2015). Additionally, Seric and 

Gil-Saura (2012) has stated that brand loyalty craves less costs, the repeated customers are an 

advantage to the brand as the seeking of new consumers could be costly. Consumers process 

the needed information and with brand loyalty, the possibility of recommending the product or 

service is more likely (Seric & Gil-Saura, 2012). Sasmita and Suki (2015) stated that brand 

loyalty affects the consumers decision making when repurchasing the product (Samsita & Suki, 

2015).  

 

According to Ismail (2017) social media is a tool which brands can use to develop and enhance 

the customer-brand relationships. Different social media platforms have enabled new forms of 
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advertisement where consumers can share their own opinions and experiences. Furthermore, 

the consumer's engagement can now be answered by the brands, which shifts the past one-way 

communication toward a two-way communication. The author stated that the consumer-brand 

relationships can lead to higher satisfaction, create the desire to spread a positive word-of-

mouth and build brand loyalty. Additionally, Ismail (2017) stated that the online brand 

communities have shown to generate a stronger brand loyalty (Ismail, 2017).  
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3. Methodology 

 
This chapter will present our research philosophies, research approach, research design and 

strategy. Furthermore, the gathering of our empirical data and how the interviews were 

conducted will be presented. The approach of our analysis of the gathered empirical data will 

be discussed.

 

3.1. Research Philosophy and Approach 

 

A research philosophy refers to the belief of how data should be gathered, analyzed and used. 

It is important to note that there is no right or wrong approach to how data should be collected 

and used. Bell et al., (2019) state that there are three main philosophies: positivism, 

interpretivism and realism. This thesis uses interpretivism as its research philosophy. This is 

due to interpretivism being based upon the belief that subjects of social sciences (people and 

their institutions) are different from the natural sciences. This thesis focuses on attempting to 

understand how brand related user-generated content influences human behavior, and this 

coincides with the interpretivist philosophy. In our research, we focused on gaining a deeper 

understanding of the interviewee’s beliefs and motivations. The phenomena in question being 

the understanding of the influence of UGC on the platform Tik Tok on the brand perception of 

young females.  

 

According to Bell et al., (2019), there are three types of research approaches: deductive, 

abductive and inductive. The abductive approach is a combination of the deductive and 

inductive approach. This approach uses applied theories and empirical data, and switches 

between both (Bell et al., 2019; Lind, 2019). In order to gain a deeper understanding of the 

influence that brand related UGC has on young females’ purchase desire, an abductive approach 

was used. Furthermore, this thesis uses applied theories, such as parasocial relationships, and 

empirical data gathered from the interviews, and conducts an analysis and conclusion using 

both theories and empirical data. The usage of theories together with the empirical evidence has 

provided a possibility of clarifying the connections about the investigated phenomenon and 

acted as an influence towards our final conclusions.  

 



17 

 

3.2. Research design and strategy 
 

The research strategy provides information about the overall direction of the method, and how 

the research will be conducted. A research strategy can either be quantitative or qualitative (Bell 

et al., 2019). The chosen strategy in this thesis was to conduct qualitative research, as the aim 

was to create an understanding of how consumers perceive UGC on TikTok, and how this 

influences female consumers' purchase desire. This thesis aimed towards understanding young 

females' purchase desire through a personal perspective, therefore a qualitative study was most 

suitable (Bell et al., 2019). The aim was to gain a deeper understanding, therefore we concluded 

that it was important to research the participants' thoughts profoundly, and a qualitative method 

allowed this type of information to be accessed.  

 

Furthermore, as our research was based upon TikTok, a platform in which content is based on 

personal preferences (D’souza, 2021; Haenlein et al., 2020) and content is most often consumed 

privately, a qualitative strategy allows more flexibility and a closer look of the subject's personal 

thoughts (Bell et al., 2019). In addition, qualitative data is expressed in verbal form, and usually 

provides a multidimensional description of the examined phenomena (Lind, 2019). However, a 

disadvantage with using a qualitative research strategy is that the methods are not always easily 

reproduced since the researchers' views are subjective. In spite of this, a qualitative method was 

still considered to be the most appropriate choice, as this study's aim was to provide an 

understanding of how female consumers perceive consumer to consumer user-generated 

content on TikTok, and how this influences their desire to purchase a product.  

 

According to Bell et al., (2019), the research design aims towards providing the framework for 

a study on how to carry out the empirical and analytical work. This study uses an exploratory 

design, and examines unexplored gaps, and seeks answers about young female social media 

users' thoughts regarding user-generated content on TikTok. Exploratory studies that use a 

qualitative method such as interviews are useful, since this design provides the ability to be 

flexible and adaptable to changes (Saunders et al., 2009). The flexibility was found to be an 

advantage due to the differences in use of social media between participants. During the 

interviews, the respondents explained their views and experiences, which craved the adaptation 

of the semi-structured interview guide.  
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3.3. Data Collection 
 

According to Bell et al., (2019) there are two types of data, primary and secondary. Secondary 

data is information gathered by others than the researcher, and primary data is the empirical 

evidence gathered by the researchers themselves (Bell et al., 2019). In our case, the primary 

data is the empirical evidence that we gathered from the interviews, and the secondary data is 

the theories such as parasocial relationships and user-generated content that were collected from 

scientific articles. 

 

3.3.1. Interviews 
 

The empirical data in this thesis was gathered from five in-depth interviews, and the interview 

process ceased when the interviewers noticed that the empirical data became repetitive during 

the dialogues. This method was used to explore how the consumers' perceptions were 

influenced by watching C2C user-generated content. According to Lind (2019), interviews 

allow flexibility and adaptability, and the received answers can be furthered upon with follow 

up questions. This method reassures the gathered empirical evidence to be based on subjects' 

opinions and experiences, and the gathered evidence is more detailed and profound. Before the 

interviews were conducted, an interview guide (Appendix 1) was created in order to maintain 

the desired structure and ensure uniformity between all conducted interviews. In addition, a 

semi-structured approach was chosen in order to allow the interviews to be more flexible, and 

the questions to be more non-restrictive and genuine.  

 

All the interviews were based upon the interview guide (Appendix 1), and this assured that the 

desired structure was similar throughout all interviews. However, as many of the answers 

differed, many follow up questions and reformulations of certain questions were made during 

the interviews to attain as much insight as possible from each interview. Bell et al., (2019) has 

stated that a semi-structured interview allows the interviewers to ask questions that were not in 

the previously drafted interview guide. The duration of the interviews varied between 40 

minutes to an hour, depending on how much the participants elaborated on their responses. 

Firstly, to introduce and ensure that all the participants understood the concept informing user-

generated videos, five TikTok videos of this variety were displayed (Appendix 2). However, 

the purpose of this thesis was never revealed to the participants. The motive of this was to 

ensure that the possibility of contaminating the respondent's own responses did not occur. In 



19 

 

addition, all the participants were asked to sign a consent form, giving consent to the recording 

of the interviews, promising total anonymity in return. The recording was in order to secure and 

ensure that correct empirical evidence is transcribed, analyzed and presented (Lind, 2019). 

Therefore, all the respondents' names were shortened to only the abbreviations of their first and 

last name. 

 

3.3.2. Choice of Participants 
 

It has been found in several studies (Djafarova & Rushworth, 2017; Djafarova & Bowes, 2021) 

that those who are mostly affected by user generated content on social media are younger 

females. According to Bae and Lee (2010) the consumer perception of online reviews created 

by other consumers is different based on the gender. It was found that females have a different 

perception of the reviews created by other users and is affecting the purchase choice on a greater 

level then for men (Bae & Lee, 2010). 

 

Furthermore, previous research has further suggested that female users seek out opinions of 

others in order to make informed decisions. It can be assumed that female users are less 

confident in their own decision making, therefore they trust opinions from others more. Females 

have also been found to be more susceptible to social opinions than men, which results in 

females buying behavior being more influenced based on reviews from others (Djafarova & 

Rushworth, 2017). Moreover, it has also been found that younger consumers are more 

susceptible to marketing information that comes from their friends, due to a certain mistrust 

towards brand-controlled content (Djafarova & Bowes, 2021). A consequence of this is the 

selection of participants for this study are female users of the TikTok app. Furthermore, it was 

also decided to limit the age selection to females between the ages of 16-26 years old (Table 

1), due to this age being the group that are the most active on social media (Swart, 2021).   
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Table 1  

Summary of interviews 

INTERVIEW  INITIALS AGE 

Participant 1 

40 min 

SH 26 

Participant 2  

47 min 

MK 22 

Participants 3  

36 min 

ST 23 

Participant 4 

 33 min 

AK 18 

 Participant 5  

49 min 

KK 16 

 

3.4. Data Analysis 
 

The primary data analyzed in this research was gathered through semi-structured interviews. 

The process began with the recordings of conducted interviews, which were then transcribed. 

According to Rennstam and Wästerfors (2015) the qualitative data needs to be sorted, reduced 

and analyzed before presented in the research (Rennstam & Wästerfors, 2015). The 

transcription of data is explained as the sorting of material (Bell et al., 2019). The step was 

achieved when the recordings of our interviews were transformed to transcriptions, which were 

later used for the reducing step of data analysis. The transcriptions were reduced in order to 

identify relevant findings. Furthermore, the interviews were provided in Swedish and translated 

to English during the reducing step. Additionally, themes and coding were provided during the 

reduction of data. Material gathered from the interviews were segmented into main themes, 

being, usage of social media, user-generated content, parasocial relations and brand perception. 

In the main themes, the respondent’s answers were found to be segmented into sub themes, 

such as anthropomorphism, parasocial interaction and utilitarian benefits. The coded themes 

were consistent with either exact or shortened quotes stated by the participants. Several quotes 
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needed to be shortened down to be reduced as pertinent of the theme. This step provided us an 

in depth understanding of the gathered data and led us to the last presented step, analysis. 

Rennstam and Wästerfors (2015) stated that the importance during the analyzing step is to 

connect the primary data to the theoretical and empirical findings. This step was provided in 

chapter four, where findings were presented and analyzed through a presentation of connection 

to the theoretical and empirical data. Additionally, the participants were referred to through the 

initials presented in Table 1, in order to ensure the desired anonymity. 

 

3.5 Trustworthiness  
 

According to Bell et al., (2019) the trustworthiness of a qualitative research is dependent on 

four criteria. The criterions are stated as Credibility, Transferability, Dependability and 

Confirmability. The credibility is presented to examine the researcher's understanding of social 

reality and can be achieved through triangulation of the data (Bell et al., 2019). To achieve 

credibility, we presented the empirical data by cross-checking with the theories. Transferability 

is stated to be achieved through a detailed description of the research (Bell et al., 2019). This 

research provides a description of the process of the interviews. Dependability is described as 

the access to the research and its process (Bell et al., 2019). In order to achieve dependability 

of this research, the authors stored both the audio recordings and the transcriptions of the 

interviews online as well as on their personal devices. Additionally, the coding of transcription 

was stored to ensure reliability of the research. Confirmability is created when the researcher 

has an objective approach toward the findings (Bell et al., 2019). To ensure confirmability, we 

studied the data objectively, and provided an analysis of all relevant findings to present 

objectivity.  

 

3.6 Limitations 
 

This thesis contains limitations which could have influenced the reliability of the findings. 

Firstly, the interviews were conducted in participants and interviewers’ native language, which 

led to the empirical data being translated into English, which may have resulted in partial 

misinterpretations or mistranslations. Secondly, for time saving purposes and convenience, a 

few of the interviews were held on a video communications platform with cameras on. This 

might have impacted the gathered empirical data due to some of the participants feeling more 

or less comfortable with being interviewed online instead of in person. Thirdly, since the aim 
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was to gain a deeper understanding of the influence of brand-related user-generated content on 

young females, this research solely focuses on females between the age selection of 16 to 25 

years old.  
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4. Analysis 

 
This chapter presents and analyzes the empirical findings collected during the interviews. The 

empirical data was coded into the main themes of Social Media and UGC, TikTok Usage, 

Perception of UGC, Parasocial Relations, Brand Perception, Anthropomorphism, Utilitarian 

Benefits and Brand Loyalty.  

 

4.1. Social Media & UGC 

The research showed that the TikTok app was used differently among participants and the 

results indicate that it was personalized and based on the individual user's interests. 

Furthermore, the consumers’ perception of user-generated content varied from person to 

person. During the interviews many participants explained their personal view of UGC. Many 

participants shared similar opinions, however the responses showed variations in their views 

and experiences. It was also found that the respondents had varying needs and perceptions of 

the content. The findings from the interviews will be presented and analyzed in this section. 

4.1.1. TikTok Usage 

According to the empirical data, the respondents' usage of TikTok was found to be similar. The 

majority of the respondents presented that they used TikTok as entertainment in their free time. 

The amount of time spent on the app varied among the participants, however all the participants 

used TikTok at least one hour per day. One participant stated: 

 

KK: “I scroll on TikTok and watch videos. I use it every day, several hours per day. It’s 

mostly fun videos that I send to others and my friends also have TikTok, so I watch them 

as well. (...) I want to see what my friends post as well.”  

 

As Tiago and Verissimo (2014) stated, social media is used by individuals where they share 

information as they wish and entertain each other. This coincides with most of the respondents' 

usage of the TikTok app. The participants shared that they mostly used TikTok as a way of 

passing time whenever they had spare time. Additionally, most of the participants stated that 

the reason behind their usage of the platform is that they see the videos as enjoyable and 

informative. Furthermore, all the participants tended to send posts to their friends or family, 

whether it was posts they perceive as ‘funny’ or informative. Most of the respondents said that 
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TikTok was their favorite social media platform. They continued by explaining that the content 

is made by regular people like themselves, which leads to them finding the content more 

genuine. Additionally, the respondents clarified that the variety of content is one of their 

favorite features. However, one of the respondents stated:  

 

ST: “My favorite platforms are Instagram or YouTube (...) TikTok is fun, but it is not 

an app that I use in a personal way like Instagram.”  

 

Interviewer: “Is there something you believe that TikTok is missing, in order for you to 

like it more?” 

 

ST: “I don't post anything, and I don't follow anyone. It is not an app that I use to 

socialize(...) I am just the spectator. (...) I think that it is the reason why I don’t use the 

app so much”  

 

On one hand, the respondent explained that the difference between their usage of TikTok is 

mainly based on that the platform is not used to connect with friends and family, which other 

social media platforms are. TikTok has previously been found to be an app where the traditional 

social media connections between acquaintances could be lacking (Haenlein et al., 2020).  On 

the other hand, another respondent explained that the content made by other friends is their 

favorite content on TikTok.  

 

It was found that the respondents were all unified that the app is based on their individual 

preferences. The TikTok algorithm provides the user a personalized feed called ‘For You Page’, 

which is established by artificial intelligence. The app shows users posts that are based on what 

they previously found an interest in (Haenlein et al., 2020). When asked what kind of posts the 

participants tend to encounter on TikTok, M.K. answered:  

 

MK: “It varies all the time, you can feel that it is based on trends. (...) it shows trends 

around the world, not just Sweden, it's global.” 

 

 

Interviewer: So, do you believe that TikTok shows things you are interested in? Or only 

trends? 
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MK: “A mix of both. I guess that it is called ‘For You Page’ because it is directed 

towards me and what I find funny.”  

 

Even though the interviewee’s usage of TikTok varied in the study, all the respondents had the 

same perception of that they use the app to watch funny content or find relevant enlightening 

information on themes relevant to them as individuals. The respondents' answers highlight that 

the platform supplies them with a personalized feed that shows content related to their own 

interests (Haenlein et al., 2020). Additionally, all the participants claimed to be familiar with 

brand-related user-generated content on TikTok. Many stated that posts about products and 

brands were continuously appearing on their ‘For You Page’.  

4.1.2. Perception of UGC 

The perception of user-generated content was found to be individualized between the 

participants. All the interviewees in the study claimed that they felt the presence of UGC on the 

platform and found it helpful. The participants reasoning behind this was that the creators on 

TikTok were relatable and personal. One respondent stated:  

KK: “Users on TikTok are very honest. They post videos of products they like and don’t 

like. They often say what they like/dislike and show it”  

The typology of UGC (see Figure 1) defines the informing content as a user's presentation of a 

product where the advantages or disadvantages are presented in order to share the knowledge 

and opinions with other consumers (O’hern & Kahle, 2013). During the interviews, the majority 

of the respondents stated that the informing type of UGC captured their attention when it came 

to brand-related content. Mayrhofer et al., (2019) stated that UGC blends in more seamlessly 

on the platform. This was stated to be since the respondents found UGC on TikTok to not be as 

abrupt as regular advertising on television or other online platforms. They stated that UGC was 

seen to be similar to the other content.  

  

Furthermore, the respondents made it apparent that they found the user-generated content on 

TikTok more credible than traditional advertising on other platforms. Jonas (2010) found that 

informative UGC is more trustworthy to consumers than brand-controlled content. According 

to the respondents, the content on TikTok is made by regular people, and this makes it more 

genuine. Most of the respondents said that they thought a genuine creator clearly shows the 

product and explains the benefits and disadvantages with it. Additionally, some of the 
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participants stated that it is important that the video is not sponsored, in order to maintain 

credibility. In addition, it was a common occurrence that the respondent placed a lot of trust on 

the creator’s comment sections. When asked to explain what their thoughts on trust regarding 

UGC and person creating the post are one respondent stated: 

  

AK: “I look at the comment section (...) the more people that agree in the comment 

section, the more credible it is, however I don't believe everyone on TikTok, because 

they are all just regular people” 

  

Interviewer: What makes you think that a person is worth your trust, then? 

  

AK: “The people in the comment section (...) People may not be serious, and might only 

take sponsorships for the money, they probably say the product is good when in reality 

it isn't (...) However, if the person is not sponsored, then I want to believe them, they 

don't have an alternative motive”  

  

Many of the respondents explained that the perceived trust and credibility toward the viewed 

user-generated content was stronger when the posting user was not sponsored or linked to the 

brand itself. Muda and Hamzah (2021) stated that users tend to trust UGC made by regular 

people more than celebrities. When asked how the interviewees examined whether the content 

creator is sponsored or not, most of the respondents claimed to look if the creator stated that the 

video is sponsored. If not, the TikTok video was seen as non-sponsored. Additionally, Muda 

and Hamzah (2021) claimed that people who can see similarities between themselves and the 

creator perceive a higher trust and credibility toward the content. Many participants stated that 

the similarities and ability to relate to the posting person was important in order to establish a 

sense of trust toward the content. For instance, one respondent stated:  

  

Interviewer: Do you feel that you can trust people you do not know on your TikTok, 

when it comes to products?  

  

AK: “It depends. For example, your hair is not the same as mine, which means that I 

can’t base my decision on only your opinion. (...) but if it is a lip gloss then maybe I 

could trust a ‘random’ person.” 
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The respondents expressed similar opinions connected to their perception of videos 

recommending products. The main attributes brought up during the interviews were the 

possibility to relate and find shared needs of products, if it is sponsored and the representation 

of product in the video. Furthermore, Muda and Hamzah (2021) claimed that consumers 

exposed to UGC further examine the user's profile to get to know their preferences, values and 

personality. Findings from the interviews state that this was not the case for the respondents, 

when using TikTok. The interviewees explained that if the viewed person is unknown to them, 

their perception of the video is based mainly on the attributes of the TikTok post. One 

participant stated:  

  

MK: “I don’t think that I need to look up if the person is sponsored or has a connection 

to the brand, I think that it is easy to identify by the video. If they don’t say that the video 

is sponsored, for example, then I trust that. But it is only like this on TikTok, I do not 

feel the same for other platforms. (...) I do not look up the person or the company either, 

I just buy the product if I want it. (...) As long as it is not a celebrity, I feel like I can 

trust them.” 

  

The participants stated that the encountered content creators are usually ordinary people, which 

makes them feel a sense of similarity. Many stated that the shared beliefs have the power to 

change their view of a product or brand and ignite a sense of need for the product. Additionally, 

the participants mentioned that if they see many people have or talk about a certain product, 

their interest in the products increases.  

  

Most of the respondents said that TikTok has influenced their desire to purchase products. For 

instance, it was mentioned that creators on TikTok raised the respondents' interests in a product 

and made them evaluate making a purchase. One respondent stated that they started to dislike 

a product, however after seeing many creators on TikTok talking positively about the product 

they started to evaluate whether they should make a repurchase. On the contrary, a different 

respondent stated that their desire to purchase one product decreased after seeing many creators 

on TikTok giving the product bad reviews. One participant stated that their willingness to buy 

a product changed due to something on TikTok: 
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SH: “Yes, from the beginning it was like “big no, no, it was too expensive” but in the 

end I became more like “yes, yes, yes, I have the money”. I thought that I have the 

money so why not treat myself, everyone has this product.” 

User-generated content leads to a higher purchase intention (Mayrhofer et al., 2019), and it is 

stated to be influenced by the ability to share information and opinions, which has been stated 

to lead to trust between content creators and viewers (Majeed et al., 2021). This was echoed 

throughout the respondents' answers where the majority of them highlighted that the content is 

seen as more credible if the opinion is based on information and is clearly presented in the 

video. On the contrary, the participants also stated that their buying desire would decrease if 

the creator shared a negative aspect about the product. 

4.1.3. Electronic word-of-mouth 

The participants stated that they could relate to other users on TikTok and shared opinions with 

them. Many of the participants claimed to read the comment section, connected to the UGC 

post, in order to examine if their opinions were aligned with other users. When asked if other 

experiences can influence their brand perception, one participant stated:  

 

MK: “Yes, as long as there are reasons that the person is explaining their experience 

in detail. (...) It could result in people that have seen the TikTok go and leave a bad 

review of the brand, only because of what they saw in the video. (...) I really see TikTok 

as a community.”  

 

Interviewer: So, do you believe that people together create a perception of a brand on 

TikTok? Or is this individual?  

 

MK: “It feels like more people gather together to watch one TikTok and in the end, they 

all perceive the brand in the same way. But it doesn’t mean that you and I have the same 

perception, it could be me and someone all the way from Mexico.”   

 

The participants mentioned the perceived importance of other users' comments when examining 

if the viewed content could be seen as credible. This occurred both when the content creator 

presented a positive and negative view of a brand or product. According to Rosario et al. (2019) 

electronic word-of-mouth is a consumers’ presentation of opinion of brand related experiences, 
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which can be in the form of comments on social media. During the interviews, the topic of 

eWOM was conversed by the respondents, who claimed to seek assurance of the video content 

with other users' opinions in the comment section. It was mentioned several times that the 

participants felt a greater influence when more people shared their experiences or opinions on 

the brand related TikTok post. The comment section was a tool which all the participants stated 

to use when establishing whether others share their beliefs. One of the interviewed individuals 

stated: 

 

SH: “If one person says that it is good then I would not buy it. However, when two, or 

three, or five people say it then their opinions will persuade me more”  

 

Many respondents explained that user-generated content had the possibility to influence their 

past perceptions, although it was stated to increase when the view of a brand or product was 

discussed in the comment section by other users. The perception of posts can be dependent on 

the amount of comments and likes (Lee et al., 2020) and a larger amount is seen as more 

persuasive (Teng et al., 2014). During the interviews, the persuasiveness of the content was 

explained as increasing when the respondents examined others’ opinions. The interviewees 

explained, the more likes and comments on one post, the more they could find trust in the user's 

opinions. Additionally, the trust of content was stated to be influenced by the ability to relate 

to the commenting users. The participants explained that it is crucial for them to be able to relate 

to others and examine if the opinions are shared. When asked about the feeling of trust toward 

the content creator, one respondent stated: 

 

AK: “(...) there are those who have 50, 500 or 5000 likes, and you relate more to those 

who have 5000 likes, and then you know that others relate to them too, and you can see 

that in the comments.” 

 

Many participants stated that the comment section on TikTok enabled the users to find people 

who shared their opinions, helped them gather information in order to guide them in the decision 

making or establishment of a brand perception. Wang et al. (2012) stated that the shared 

opinions influence the receiver when there is a perceived sense of comfort and similarity in 

opinions and values. Both the negative and positive opinions were found to influence the 

participants' perceptions. Although, the amount of interaction on the post by users (comments 

and likes) was stated to be important for the respondents when clarifying their own opinions.  
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4.2. Parasocial Relations 

During the interviews the participants' views on their parasocial relations were variating 

between the respondents. When asking the participants about their perceived relationships with 

people they watch on Tik Tok, some answered that they believed to have a certain “connection” 

to the creators, while others answered that they did not. This connection was explained by some 

participants as a relationship where one party knows information about the other, whilst the 

creator knows nothing about them. Horton and Wohl (1956) explained, parasocial relations 

occur when the audience experiences one-sided relations with characters. Furthermore, 

Ferscherin (2014) stated that a parasocial relationship describes a one-sided friendship to a 

media creator where the viewer has extensive knowledge about the creator, however, the other 

person has no knowledge. One participant stated that: 

 

AK: “There is one girl I know from Tik Tok that I saw once in the town, and I almost 

went up to her and said hello, however then I realized that I do not actually know her. 

Or, I know her, but she doesn't know me”. 

 

The participant shows the effect of a parasocial relationship, and how this has influenced their 

beliefs that there is a type of friendship between them and the creator that they follow on TikTok 

(Xiang et al., 2016). When the participants described their relations to other creators on TikTok, 

several stated that when they know a person, they could influence their decisions on a greater 

level. For instance, the respondents believed that if a person they have a perceived relation with 

posted a review, it would be enough for them to go through with the purchase.  

 

Interviewer: “You say that there is one TikTok creator that you see all the time on your 

‘For You Page’. Could you describe how you feel the user influences you?” 

 

MK: “He is visiting the city I live in, and if he would have been in a café that he posted 

about on TikTok, and said that they had good food there, I would want to go there 

because it is accessible to me. He has been on my For You page for a while now, and I 

think he is funny, so if I have the opportunity to try something that he has liked, and I 

like him, I would of course want to try it” 
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The perceived relations presented in the findings were connected to how well the respondents 

knew the creator. The participants stated that the feeling of knowing a person increased if they 

shared the same values and opinions. Xiang et al. (2016) stated that the parasocial interactions 

can happen between users on social media, as well as celebrities or influencers. Many 

participants identified a personal connection to the creators, where the knowledge of 

personality, values or preferences were recognized. Additionally, the parasocial interactions 

have an influence on users' buying desire (Xiang et al., 2016). The respondents stated that if 

they could relate to a person, or if they were familiar with their preferences, the desire to try a 

product or service recommended by the content creator was higher. Some of the participants 

stated that they do not have a relationship with influencers on TikTok, which differs from 

previous research. When asked if they can trust a person they do not recognize, one participant 

stated:  

 

MK: “I think that it does not matter, as long as it’s not a celebrity or influencer that is 

active on TikTok. (...) I don’t trust them. But if it is a regular person like me, then I think 

that I can trust them.”  

 

Another participant stated:  

 

ST: “I feel like videos that are not professionally made seem more genuine, and when 

the person is obviously not affiliated with the brand (…) I like to watch those who are 

just sitting there talking to the camera like a friend.”  

 

Additionally, according to Xiang et al. (2016) the parasocial relations could be described 

between users of the social media where the viewer senses a real relation or friendship. Majority 

of the participants stated that they perceive TikTok creators as their friends where they have a 

certain knowledge of the media character and their preferences or occupation. This was found 

during the interviews when the question of describing the perceived relationship was brought 

up. One participant has stated that:  

 

MK: “I would not say that it is a relation for me, but it could sometimes feel like I know 

them on a personal level because I have watched their videos for a while. I know what 

they are doing or what they like, which could be a little scary when you think about it 

because they are regular people and not celebrities. It is also constantly changing 
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because TikTok is about trends and some people might stop appearing on my account 

because there is something new, and I am not interested anymore”.  

 

During the interviews, many participants stated that they could not identify or describe their 

relations to other creators. Many stated that they have not experienced a relationship, although 

the interviewees continued by describing their experiences of interactions. The parasocial 

interactions are as Yuan and Lou (2020) and Gleason et al. (2017) explained the short-term 

perception that the consumers get when viewing the content, in comparison to parasocial 

relationships which is the long-term perception. Similar to the statement made by MK, many 

of the participants stated that their TikTok feed changes continuously and therefore the media 

creators the participants encounter change as well. Another respondent stated:  

 

ST: “I don’t feel a connection to people on TikTok. But I can feel that I relate to a 

specific video or feel like me and the creator or alike because of what is said in the 

video. I think it is hard for me to have a relationship with others on TikTok because I 

don’t follow anyone and the ones who come up on my TikTok feed are new people. 

Sometimes, I see the same person, but it is not very often. It changes all the time, and 

the people are there for me at the moment, and I think it’s fun, but there is not more to 

it.”  

 

Gleason et al. (2017) have stated that when users of social media continuously interact with a 

person, they could develop a parasocial relation, which is appearing knowingly or 

subconsciously.  The presented findings show that the participants think that it is challenging 

for them to develop a relationship with TikTok creators. The main reason behind these 

statements is the fact that the respondents’ TikTok feed is changing, and the appearing creators 

may not appear after a while. The participants stated that when a user stops appearing, they 

might forget about it and find new content to interact with. However, the occurrence of long 

term parasocial relationships were also apparent in the respondents' answers. For example, one 

participant stated: 

 

KK: “There is one person I follow and trust. If he shared a review of a new product, I 

believe that it would be enough for me to buy it. It is because he is educated, I know 

who he is, and I trust him.” 
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The parasocial relations develop when the involved parties sense a strong connection between 

their united values or interests (Sokolova & Kefi, 2020) and could influence their purchase 

desire (Hwang & Zhang 2018). The participants who described their relations with content 

creators stated that if the user’s intentions, preferences and personality are known, their 

purchase desire could be influenced. The interviewees that could identify and describe their 

relations between them and TikTok creators explained that they follow users who they feel 

connected to. In addition, the participants mention expertise adding to the trustworthiness of 

the creator's communication. Ohanian (1990) and Breves et al. (2021) stated that the 

trustworthiness of the message could be influenced by the expertise of the communicator. 

Furthermore, many of the participants stated that the possibility of purchase is greater if they 

relate to the creator. The respondents declared that if the messenger shared their attributes, such 

as same style, body shape or hair style, the video could influence their purchase decision. 

Further, one respondent mentioned that they do not typically feel a connection to creators on 

TikTok, however they felt that some videos they found relatable due to similarities between the 

creator and the respondent themselves. A different respondent stated:  

 

SH: There is this couple that I follow that I can relate to a lot, they are similar to me 

and my boyfriend (...) if they recommended me something I would buy it” 

The videos that the interviewed individuals found relatable influenced the respondents. 

Similarly, the majority of the participants stated that they feel a stronger persuasiveness to the 

poster when they can relate to the creator. According to Martensen et al. (2018), when social 

media figures post personal content, the viewers’ possibility to relate increases and influences 

viewers' persuasion. As stated during the interviews, when the respondents could relate to the 

content and the creator, they stated that it influences their perception of content. 

4.3. Brand perception 

All the participants have noted that they have encountered brand related posts when using 

TikTok. Certain participants claimed that the appearance of brand-generated content was 

present. Many noted that brands on TikTok are actively communicating with consumers by 

using the comment section. Additionally, none of the participants followed brand owned 

accounts on TikTok, but many were aware of, and updated on the content. Although, when 

sharing their experience of brands on TikTok, the respondents stated that most of the posts were 

created by other users. During the interviews, one respondent stated: 
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Interviewer: So, if you see a regular person talking about a brand, do you think that 

would change your view of the brand? 

MK: “Yes, of course. (...) What I think is the advantage of TikTok is that the platform, 

right now, contains private people that gain the voice.”  

 

This statement coincides with what Gensler et al., (2013) noted that social media has 

contributed to consumers becoming authors of brand stories, due to the consumer being given 

a platform where they can reach out to other consumers easily and share their brand experiences. 

The participants were also asked whether they encounter brand-generated videos on TikTok, 

and all of them answered that they had seen this before. However, the opinions on these types 

of videos were divided. Some participants found this content enjoyable, and others not so much. 

However, it is important to note that this content varies between brands.  

 

MK: “Brands on TikTok are not there to advertise their products, they are there to be 

funny. (...) For example ‘Ryanair’ - they make funny videos where they joke about their 

company and themselves (...) TikTok is a platform where brands not only try to sell their 

products but also engages with their followers and consumer in a humorous way”  

 

Interviewer: Do you follow any brands on TikTok? 

 

MK: “I have to see, I don’t think that I follow any brand-owned accounts but I do like 

some of their posts. The only brand I think I follow is ‘Ryanair’, I have seen them on my 

TikTok many times. It gives me a feeling of loyalty for the company.” 

 

Hudson et al. (2016) stated that the presence of brands on social media can increase the desire 

to purchase when consumers follow the brand. As presented, the respondent claimed to be 

influenced positively by the brand-created content on their TikTok feed. Additionally, the 

majority of the respondents showed a positive attitude towards brands who do not focus on 

selling and showing off their products. Instead, it was appreciated when brands used the 

platform as a tool for communicating with their consumers. Additionally, the communication 

between brands and consumers has potential to contribute with knowledge and trust for the 

company (Hudson et al., 2016).  
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During the interviews, many of the participants raised their opinions regarding brand perception 

and how they have felt the influence others have on them, when using TikTok. The empirical 

data shows that the respondents had conflicting opinions. On one hand, the participants stated 

that their overall perception of the brand had changed due to something they had seen on 

TikTok. On the other hand, when asked if other users’ opinions and experiences influenced 

them, one participant claimed:  

 

ST: “Yes, it will influence me no matter what. If someone talks negatively about a 

product, then maybe I would think that I won't buy it. But if it is about a whole company 

I would maybe look up if it is the truth. (...) But I think that no matter what, other people 

can influence me and my opinions, even if I don’t want to.”  

 

Certain participants believed that other users’ posts on TikTok did not have the power to change 

their brand perception, although, the perception of the product was stated to be influenced for 

all. The participants' answers also highlighted the importance of brands' appearance on the app 

which was stated to occur in the form of comments or videos.  

4.3.1. Anthropomorphism 

When asked about the experience of UGC and its influence on TikTok, many respondents 

mentioned that the view of the brand is positive when brand-owned accounts repost UGC. It 

was stated that it increases the participants' trust toward the brand when the company shows 

that ‘regular’ people like their products. One respondent stated:  

 

AK: “I think that it is good when brands repost non-sponsored users’ content. They 

show that regular people like their products even though they are not sponsored. (...) It 

is good for the user as well, because they gain likes. (...) and they make themselves more 

trustworthy, when they show that many others like them.”  

 

The new digital era has changed the way that brands market themselves, and on Tik Tok some 

brands seem to have created a brand persona or “spokesperson” that participates in 

conversations on the app, with the personality of a human being (Ashley & Tuten, 2014; 

Fournier, 1998). When brands acknowledged their consumers on TikTok, the participants 

explained a positive change in their view of the company. The communication between brands 
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and consumers were explained by the respondents as reposting original posts or communicating 

through the comments. One respondent explained their opinion about brand communication as: 

 

KK: “I have seen that brands comment on unsatisfied customers' posts (...) I like when 

they answer the bad opinions and try to fix it (...) It makes me trust the company more, 

when they care about the bad stuff, it makes me feel a stronger relation when a brand 

shows that they are in contact with their consumers”.  

 

The participants claimed to view a brand on a personal level when the presence was evident on 

the platform. The respondents appreciated when the brands developed a relationship with their 

consumers by engaging with users on TikTok in a humorous way. When consumers see a brand 

through an anthropomorphic perspective, the brand actions are not seen as they are. The actions 

are perceived through finding a meaning or intuition with the brands actions (Delgado-Ballester 

et al., 2019). The anthropomorphic view, although not clearly stated, was identified in many 

participants' answers. Majority of the respondents claimed to affiliate brands active on TikTok 

with human characteristics that altered their perception of the brand. The participants stated that 

brands communicating with consumers are ‘fun’ and ‘cool’. Additionally, certain participants 

stated that they felt a stronger connection to a brand when there is a clear communication. As 

explained, a relationship is created between consumers and brands when consumers develop a 

perception that attributes human characteristics and personalities towards a brand (Fournier, 

1998). Another respondent explained that after seeing brands using TikTok, which were 

previously identified as ‘old’, and ‘not cool’, are now perceived by them as ‘more modern’.  

4.3.2. Utilitarian Benefits 

During the interviews it was also found that many of the respondents preferred videos where 

the creator clearly showed the practicalities and basic functions of the product (Yu & Yuan, 

2019). When the creator explained the practical benefits and details of the product, the 

participants claimed to feel an influence in their product perception. When asked to explain 

how the participants establish trust when encountering a post about a product, one stated: 

 

ST: When it comes to clothes for example, then I prefer when they feel the fabric and 

talk about the quality (...) when they try it on, and you can see what it truly looks like.”  
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Additionally, informing UGC contributed to the respondent’s gaining information, which led 

to them being more interested in buying products after they had learned and seen this 

information. This was repeatedly brought up by the participants and one explained: 

 

SH: “It is the people posting about the product that opened my eyes. (...) I’ve heard 

about this product before, but I have found the information on TikTok, which made me 

more educated about this product and more interested in the product.”  

 

When the utilitarian and hedonic benefits were shown in a video, the participants stated that it 

increases their sense of trust and credibility towards the content. Many respondents explained 

that the clear representation of a product can help them in their decision making. The utilitarian 

benefits are explained as the practical functions and hedonic are connected to the joyful 

attributes, such as colors. Furthermore, social media content was stated as a possibility to 

present hedonic and utilitarian benefits, which positively influence consumers decisions (Perez-

Vega et al., 2018).  

The participants showed a positive affection created by the explained attributes in a TikTok 

video. It was stated by many that when the creator shows the product and presents its functions, 

the desire to buy increases. Although, when asked if the attributes could alter their decisions 

negatively, the respondents answered that if the user explains the disadvantages, it would most 

likely result in no purchase. One participant explained how their decision making was 

influenced by TikTok:  

KK: “(...) it is fun and nice to see what others post about products and gain information. 

Once, there was a product that I wanted, but I saw many people on TikTok talk badly 

about it. Their opinions helped me realize that the product was not worth my money.”  

 

According to Perez-Vega et al. (2018) the utilitarian benefits could be communicated through 

social media. The participants describe their knowledge of the presence of the utilitarian product 

benefits in the content posted on TikTok. Additionally, the benefits are perceived by consumers 

and can influence the original intentions connected to the product (Perez-Vega, 2018). Many 

of the participants stated to perceive the videos including the benefits as informing and helpful, 

and claimed that it has helped them to conclude if the purchase is relevant.  
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4.3.3. Brand Loyalty 

The empirical data showed that the participants' brand perceptions have been influenced both 

positively and negatively by brand related UGC on TikTok, as the content they come across 

represents both the consumers' good and bad brand experiences on the app. Some of the 

participants stated that other users on TikTok do not tend to influence their loyalty to the brand, 

instead, they felt the shift in loyalty for a product. A participant explained:  

 

MK: “I don’t think that TikTok has made me loyal to a whole brand, but I’ve become 

loyal to some of their products. (...) Maybe a brand I’ve found there and tried their 

product and loved it, so i keep buying that product. Maybe try some new products from 

the brand because I liked the previous one.”  

 

This shows that consumers have the ability to positively impact consumers perceptions and 

loyalty to the brand or their products, and also the contrary (Ashley & Tuten, 2014). When the 

participants were asked if people on TikTok changed their opinion of a product, most answered 

that TikTok has made them try it, and this resulted in them seeing themselves as loyal to the 

product. One stated:  

 

AK: “I saw a product on TikTok and asked for it as a Christmas present, and now I use 

it all the time. It works for me, and I repurchase it all the time.”  

 

A continuous repurchase of a brand's product shows the consumers positive attitude towards 

the brand and its products (Srinivasan et al., 2002). On the contrary, a different respondent 

stated that they do not believe that TikTok has changed their loyalty towards a brand. They 

stated: 

 

ST: “No, actually not. For example, on TikTok I have seen many people talk negatively 

about ‘Apple’, however, this has not changed my opinion about the company, and I will 

continue to buy their products”.  

 

Many respondents agreed that they did not feel that their experience on TikTok has changed 

their loyalty to a brand. It was stated that if a user speaks negatively about a brand, they tend to 

research the problem to draw their own conclusion. However, this view was not replicated 
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regarding the product loyalty. Marketing communication is stated to be connected to brand 

loyalty (Sasmita & Suki, 2015). The participants explained that UGC as a communication tool 

has made them aware of products, which resulted in them repurchasing.  
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5. Conclusion  

 

 In this chapter a conclusion of the thesis is presented. The results are later discussed, and the 

theoretical and practical implications will be presented. The chapter continues with the thesis 

limitations, and lastly, suggestions for possible future research are made. 

 

This thesis explored how UGC on TikTok influenced young females' brand perception. To 

illustrate the findings, user-generated content, parasocial relationships, and brand perception 

was used as theoretical perspectives. 

 

It has become evident that consumers after the development of social media have gained more 

power (Ashley & Tuten, 2014; Yu & Yuan, 2019). The outcome of this has been that consumers 

now can spread information through UGC on their opinions of a brand or product and bring 

attention to bad or good brand experiences (Ashley & Tuten, 2014; Yu & Yuan, 2019). This 

has also been one of the conclusions of the research as it was found that all our participants 

stated to have seen brand related content on TikTok and affirmed that they were all influenced 

by this. The participants gave examples of content that had persuaded their opinions of brands 

and products both positively and negatively. 

 

In addition, consumers now seek genuine information and honest reviews from other 

consumers, due to mistrust towards brand-controlled content (Djafarova & Bowes, 2021). This 

fact was strengthened by the empirical evidence as the participants declared to trust UGC and 

find their reviews and experiences as credible and genuine. This aligns with Kim and Johnsson 

(2016) as they found the spread of these opinions, reviews and experiences to other users 

influenced other users’ perceptions of products or brands. Mayhofer et al., (2019) stated that 

UGC is better at blending in the feed of social media. Muda and Hamzah (2021) found that the 

credibility toward UGC is higher since it is made by regular people. The findings show that the 

respondents thought of informing UGC to be less abrupt than regular advertising, since it blends 

with the TikTok feed, and is made by regular people. The credibility of the creator developed 

when the participants identified the user as relatable. Muda and Hamzah (2021) stated, the 

content was more relatable when the users examined the creator’s profile to gain knowledge 

about them. However, the findings conclude that the participants using TikTok did not find it 

relevant to further examine the content creator to develop relatability.  
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The researched phenomenon of UGC was found to have a clear impact on the perceptions that 

the participants had on brands. This has been shown to affect brand sales (Kim & Johnsson, 

2016). Therefore, a conclusion was drawn that it is important for brands to try to engage with 

their consumers and repair possibly damaged perceptions after the fact or try to hinder these 

occurrences before they transpire (Gensler et al., 2013).  Companies have lost power over what 

information is spread about them, therefore, it is now important for them to accept that the 

consumers' perceptions might be persuaded by UGC. Further, the new era of consumer 

empowerment has given brands the opportunity to gain positive attention, and positively impact 

the consumers perceptions of the brand (Ashley & Tuten, 2014), and this has been found to 

depend on how the brands engage with their consumers on TikTok. 

 

Moreover, Lee et al. (2020) stated that the amount of eWOM influences the consumers 

perception. The research found that credibility was established by the participants through 

examination of the electronic word-of-mouth in the comment section. The participants claimed 

to find the users opinions credible when it was relatable and similar opinions could be found in 

the comment section. Although, the participants who were loyal towards a brand stated to be 

less likely to trust and be influenced by negative content, and their buying desire would not be 

affected. This can be strengthened by Srinivasan et al., (2002) as they stated that brand loyalty 

is the positive attitude consumers have of a brand and this leads to continuous repurchasing or 

products. However, the participants that did not show loyalty to a brand answered contradictory 

to this conclusion which ends with this conclusion still being undetermined. 

 

Parasocial interactions are described as the short-term influence that consumers experience. 

Further, longer interactions were stated to have a possibility to lead to a parasocial relationship 

(Gleason et al. 2017). It was found that the participants who followed users on TikTok had 

stronger relationships towards the creators, and those who did not were experiencing parasocial 

interactions. Xiang et al., (2016) stated that parasocial interactions happen among users where 

a sense of friendship can be experienced. Many of the participants explained that they viewed 

the TikTok creators as their friends, due to the accessible knowledge found in their shared 

videos. Djafarova & Rushworth (2017) stated information sharing on social media has a large 

influence on followers, and their perception of content. The relations between participants and 

posting users were stronger when the respondents could find relatability to the shared 

information. 
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In summary, the aim of this thesis was to create an understanding of how young females of 

generation Z perceive user-generated content on TikTok, and how it influences their brand 

perception. The participants stated to believe that UGC on TikTok was credible and reliable. 

The findings presented that the female users of TikTok experienced an influence in brand 

perception created by the user-generated content. In the findings, parasocial relationships and 

interactions could be identified and were stated to have an influence between the participants 

and users of TikTok.  

 

5.1 Discussion 

 

The presented research was conducted on females within the generation Z and the purpose was 

to examine their perception of user-generated content on TikTok. Additionally, the purpose was 

to study how the perceptions and content influences the participants' brand perception. It was 

apparent that the expansion of social media has enabled the consumers to share their opinions 

and experiences (Lin et al., 2016) and the UGC is one of the driving forces of online 

communication (O’hern & Kahle, 2013). The research concluded that the participants showed 

a strong interest in UGC apparent on TikTok and found it more credible than traditional 

advertising. The user-generated content was found to lead to a higher purchase intention and 

blends better with the non-brand-related content on social media (Mayrhofer et al., 2019), and 

is more efficient than traditional advertising (Dunn & Harness, 2018). The findings of this study 

presented a shared perception of UGC, where many of the participants expressed their felt 

influence which was found to lead to a higher purchase desire.  

 

The perception of UGC presented by the interviewed individuals shows that UGC on TikTok 

has enabled them to search for information regarding brands and their products. O’hearn and 

Kahle (2013) stated that the informing type of UGC is communicated from consumer to 

consumer and Jonas (2010) found that younger consumers found it more credible than brand-

generated content. The findings conclude that the participants perceived UGC as credible, 

trustworthy and informative. The credibility and trust were mainly connected to the 

characteristics of the video, others' interaction with the content and the ability to relate to the 

creator. Previous studies have concluded that the sense of belonging or ability to relate to the 

content creator might simplify the purchase process (Muda & Hamzah, 2021). Many 
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participants in this study claimed to feel the usefulness of the UGC when making a decision, 

mainly due to the information presented about the brand or product.  

 

Furthermore, Djafarova and Bowes (2021) stated that the consumers are mainly influenced by 

their friends and family on social media, due to the mistrust of brand-generated content. The 

findings were based on the platform Instagram (Djafarova & Bowes, 2021) and this research 

presented that the consumers on TikTok felt the influence of unknown to them users. The 

finding could differ from previous study since TikTok uses an algorithm to provide its users 

with new content, which is not based on the individual's followers, instead is based on their 

interests. In addition, the author stated that TikTok users did not use the app to socialize with 

friends and family (Haeinlein et al., 2020). However, the findings of this study show that the 

participants who were younger used the platform to stay updated on their friends' lives, and the 

older participants claimed to use TikTok as a form of entertainment.  

 

The parasocial relations are found between media characters and the viewers who perceive a 

sense of one-sided connection or friendship (Fetscherin, 2014) and has been found to be 

developed due to social media, where the involved parties have the ability to communicate 

(Lou, 2021). Many of the participants explained that their perceived relations with TikTok 

creators have an influence on the perception of videos which helped them gather information. 

The findings present that the participants felt trust toward a user they perceived as their friends. 

Moreover, the trusted content creators seen as friends contributed to the participants' 

information gathering when making a decision and were stated to help the respondents make 

informative decisions. Djafarova and Rushwoth (2017) stated that the parasocial relations 

between media users enable an easy information flow and Xiang et al. (2016) concluded that 

there is a connection between parasocial relations and buying behavior. However, the findings 

show that some of the participants did experience parasocial interactions to a greater extent than 

relations. It was presented that the participants found it difficult to form a relation due to the 

TikTok feed changing constantly. Gleason et al. (2017) explained that the parasocial 

interactions are short-term and crave repeated interaction to evolve to a perceived relation. The 

explanation of parasocial interaction could be applied to the participants' view of TikTok ‘For 

You Page’, where the appearing users were stated, by the respondents, to appear and disappear.   

 

In addition to the parasocial relations perceived by the participants, anthropomorphic perception 

was shown in the findings. The anthropomorphic view is when the consumers see the brand as 
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a human being (Hudson et al., 2016) with human intuitions or characteristics (Delgado-Ballester 

et al., 2019; Fournier, 1998). The participants in this study explained that they preferred when 

brands attempted to maintain the relationship between brand and consumers. The perception of 

the brand was influenced by the engagement with their consumers and when the brand was 

communicating through the platform. The participants viewed the brand with human 

characteristics, such as funny or cool, due to their engagement on TikTok. The perceived human 

characteristics were shown to influence the participants' perception of brands.  

 

Furthermore, it was found during the interviews that many participants felt the influence of the 

other users on their own impressions of brands. Ashley and Tuten (2014) stated, the consumers 

sharing opinions and experiences of brands on social media influence the viewing consumers' 

brand perception and loyalty. The changed perceptions were communicated by the participants 

in the study where they claimed to experience the shift in their perception of the brand created 

by a viewed UGC. It was stated that a well-informing message could influence the respondent’s 

prior views, and the importance, claimed by the interviewees, laid in the explanation of likes 

and dislikes of brands and their products. The utilitarian product benefits are the practical and 

basic functions of a product (Yu & Yuan, 2019). According to the findings, the respondents 

found utilitarian benefits as a crucial aspect in a brand-related user-generated content. The 

presence of the benefits in a video was claimed to influence the respondent’s perception of 

product and brand. In addition, Srinivasan et al. (2002) explained brand loyalty as positive 

attitudes leading to repeated purchase of the brands products. As presented, the participants 

described that user-generated content has introduced them to a product, and due to the positive 

experience of both the UGC and the brand's product itself, the participants claimed to be loyal 

to the product. The respondents found it important to be able to relate to the content creator and 

others in the comment section, in order to find the content reliable and change their original 

perception. Wang et al. (2012) explained that when consumers relate to each other, share 

opinions and find a feeling of comfort, the influence of information can be accepted. It was 

shown in the findings that participants craved a larger amount of interaction by other users on 

the post in order to feel influenced. However, the participants stated that UGC did not influence 

their loyalty toward a brand, neither negatively nor positively. Instead, the participants stated 

that the shift in brand loyalty craves more examination before they come to a decision.  
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5.2 Theoretical Implications 

 

Previous research has focused on the platforms Instagram and Facebook and has concentrated 

on how UGC impacts purchase intention (Djafarova & Bowes, 2021; Djafarova and Rushworth, 

2017; Mayrhofer et al., 2019). To the best of our knowledge, previous research has not focused 

on the social media platform TikTok, and the consumer perspective of the phenomena of UGC 

was lacking. Therefore, this thesis contributes with new insights to how younger consumers' 

brand perceptions are impacted by UGC on TikTok. Firstly, the study contributes with new 

insights on how UGC on the social media app TikTok influences consumers’ brand perception, 

and how young female consumers use and perceive the content created on the platform. 

Secondly, this study further develops the existing knowledge of user-generated content and 

explains how consumers' view of brands might be influenced in relation to UGC on TikTok, 

which was found to differ from studies conducted on other social media platforms. Thirdly, this 

thesis elaborates the existing studies by focusing on the consumers perception, and what 

attributes of the content influenced the female participants’ perception of brand and their 

products. Additionally, the study highlighted that the consumers' perceptions can be influenced 

by users that are both unknown and known to the viewer. Lastly, the study contributes with a 

broader understanding of young female consumers and their attitudes toward user-generated 

content, which were mostly positive when found to be created genuinely by the creator. 

 

5.3 Practical Implications 

 

This thesis has provided in-depth knowledge on how user-generated content on the social media 

platform TikTok influences young females purchase desire and brand perception. Due to 

research on both the platform TikTok, and the topic of user-generated content being lacking, 

this thesis focused on contributing more to the consumer perspective of the phenomena. 

Additionally, we have provided suggestions for why this has an influence on these topics. We 

have attempted to provide in-depth insights on this phenomenon, and its connection to 

parasocial relationships/interactions, anthropomorphism, and utilitarianism.   

 

Throughout our study, it became clear that the individual's usage and some opinions varied, 

however, we still believe that we have been able to provide useful knowledge on the topic. The 

results of our thesis provide insight to parasocial relationships and interactions on the concept 
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of social media influence, and this can hopefully provide marketers with useful information 

while utilizing the opportunities that social media can provide. Furthermore, we have shed light 

upon the importance of brands staying modern in order to continue to be relevant in the younger 

female generation.  

 

5.4 Suggestions for Future Research 

 

Due to the smaller nature of this thesis, we only had access to Swedish participants. Due to this, 

our findings might vary from those of a larger scale. Therefore, a suggestion for future research 

is to conduct a similar study in a different geographical location, and on a larger scale. 

Furthermore, throughout our research, it became apparent to us that most of the previous similar 

research has been conducted using quantitative methods, which provides answers, however this 

method does not provide as much in-depth knowledge. Therefore, a further suggestion for 

future research is to conduct more quantitative studies on both the platform of TikTok, and 

brand perception. However, as many of our respondents brought up the topic of purchase 

intention, another interesting topic to research is if purchase intention is a cause of UGC on 

TikTok through a quantitative method. Moreover, due to what previous research has concluded 

and this thesis being limited to the female's perspective of UGC, an additional suggestion is to 

research the male perspective of this phenomena. 
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Appendix 1 – Interview Guide 

Questions  

Thank you for being here. 

Can you start with introducing yourself? 

Tell us about how you use TikTok.  

How does a day of using TikTok look like for you? 

Can you tell us about which brand related videos catch your attention on TikTok? 

Show examples of UGC on TikTok→ Have you ever encountered this type of video on 

TikTok? 
 

How often do you encounter other users' posts about brands/products on TikTok? 

Do you have a favorite TikTok creator that you turn to when looking for products? 

Do you trust unknown (to you) users that post opinions about products? If so, what makes 

you trust them? 

How would you describe the relation between you and the creators on TikTok? 

Have you ever changed your previous preferred choice of product/brand because of 

something you have seen on TikTok? If so, then why? 

Have you ever felt that a Tik Tok post changed your need/want of the product and/or 

brand? 

What attributes of the post/the creator do you find credible?  

What brand-related content do you find most appealing and trustworthy? Why?  

What emotions do you experience when encountering brand related Tik Toks? 

Have you made a purchase based on a TikTok post? If so, could you describe your thoughts 

when purchasing? 
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Appendix 2 – TikTok Videos 

 

 

Figure 2. TikTok videos showed to participants 

Note. Pictures retrieved from (Bonsu, 2022; Nogueira, 2022; Patterson, 2022; Spencer, 

2022; Zias, 2021). 
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