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Abstract 

With an increased use of social streaming platforms in recent decades and an increased number 

of organizations using these platforms as a marketing tool, international business and marketing 

brings to life a room full of discussions and analyses on consumer experience and buying 

behaviour. The thesis reflects on the importance of the consumer's perception in the social 

streaming platforms, mainly on TikTok. The purpose of our research was to explore how social 

streaming platforms activity builds brand image in the hearts and heads of social streaming 

consumers. More specifically, the thesis aimed to explore how NA-KD’s brand image is 

perceived by consumers on TikTok. The research is based on a qualitative case study and the 

empirical material was gathered from semi-structured interviews with consumers. The findings 

from the interviews show us that the consumers value the social aspect the most, and that social 

streaming platforms such as TikTok offer more personalized content. The respondents state 

that TikTok is based on trends and snippets, which is what distinguishes social streaming 

services such as TikTok from social media platforms such as Facebook. The results indicated 

that NA-KD's brand image was positive in general and that it did cohere with NA-KD’s 

marketing strategies for the most part, apart from not being inclusive and promoting diversity. 
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1 Introduction 
 

 

This chapter discusses our reflections regarding branding, and social streaming platforms 

marketing. It includes a background together with a problem statement, research purpose and 

research problem.   

 

 

 

  

1.1 Background   
  

Since the birth of the internet in the 1980s, the way consumers and organizations interact with 

each other has changed completely. Consumers then began to relate to others in a more 

accessible, simpler, and immediate way (Chohan et al., 2022). The internet has changed how 

people socialize and consume media, mostly because of social media. With time, different 

variations of social media have emerged. Scheffer and Christian (2021) state that there are ten 

categories of social media. Examples of social media subcategories are, social network, social 

knowledge, social publishing and news, and social streaming (Chaffey & Ellis-Chadwick, 

2017). In this essay, we focus on social streaming platforms. Social streaming is a site or 

platform, that sends data continuously, and is in real-time. Social streaming platforms are rich 

in photos and videos, and examples of such platforms are YouTube, Spotify, and TikTok 

(Scheffer & Christian, 2021). TikTok is more specifically a social streaming platform, 

however; most references in this study refer to TikTok as a social media platform or social 

network (Haenlein et al., 2020; Li et al., 2020; Gesmundo et al., 2022).  

 

The consumers of social media tend to connect and interact with large communities where they 

share their ideas, thoughts, and information through virtual platforms (Wibowo et al., 2021). 

Social media has been widely used by organizations as a marketing tool as well. To market in 

social media, organizations must understand the importance of the message they deliver and 

its impact on the consumers of social media consumers (Wibowo et al., 2021). Therefore, 

organizations tend to implement various marketing strategies, techniques and designs that meet 

the consumer expectations (Wibowo et al., 2021).  



 

  

Haenlein et al. (2020) state that the social media patterns nowadays are fundamentally different 

from older generations. Haenlein et al. (2020) state that younger consumers prefer to watch 

Netflix instead of TV, listen to Spotify instead of radio etcetera, which makes a marketing 

message a challenging task today. As a result, it forces organizations to expand their marketing 

channels to reach out to various consumer groups (Haenlein et al., 2020). According to 

Haenlein et al. (2020), shifts have given rise to one of the main marketing channels, namely 

social media platforms such as TikTok. At the same time, the proliferation of social media 

platforms enables organizations to manage consumer relationships and influence decision 

making in business (Li et al., 2020). Li et al. (2020) state that social media communication 

helps organizations not only to advertise, but it also opens a platform for consumers to interact 

and shape consumption behaviour. One example of that is the consumers’ perception which 

organizations rely on to maintain trust and affect consumers' decisions (Li et al., 2020). Social 

media data is further used as an important source of market research, consumer analysis 

etcetera, which improves marketing results (Li et al., 2020).  

  

To develop or maintain a specific market position, organizations are constantly pressured to 

search for sources of competitive advantages that are preferably long-lasting (Baruk & 

Wesolowski, 2021). Yee et al. (2021) state that, because of social media prominence in 

everyday life, it functions as an effective asset for organizations to reach out to their existing 

or potential consumers. As a result, organizations have adopted social media platforms as a 

quick and cheap method to connect with potential and existing consumers (Yee et al., 2021). 

By virtue of the large number of social media users, organizations’ can utilize social streaming 

platforms to increase their brand awareness and engagement, thus increasing the number of 

leads and sales (Yee et al., 2021). Brand image is important for organization since it constitutes 

the core value within an organization (Kapferer, 1997). Therefore, organizations use social 

media platforms to build their brand image (Haenlein, 2020). 

  

1.2 Problematization   
  

Marketing academics and practitioners have, over the past decades, witnessed a major 

transformation in digital marketing, and specifically in social media marketing (Lamberton & 

Stephen, 2016). This is due to the growth of social media, digital, and mobile marketing, which 

happened along with the expansion of home internet penetration and high-speed broadband 



 

connection (Lamberton & Stephen, 2016). Social media such as TikTok and the widespread 

adoption of smart mobile phones have also played an important role in the transformation of 

marketing. Social media platforms have opened new targeting possibilities and marketing 

communication routes (Lamberton & Stephen, 2016). Also, Lamberton and Stephen (2016) 

state that the fundamentals of social media platforms have changed how buyers interact with 

brands and share information with each other. Organizations have moved away from 

conventional marketing, such as: brochures, television advertising, or direct mail. 

Organizations are entering the “post digital” world where “digital marketing” is just 

“marketing” (Lamberton & Stephen, 2016). The siloed thinking that divided “traditional” and 

“digital” marketing is disappearing because all marketing activities that organizations consider 

have a digital aspect (Lamberton & Stephen, 2016).    

  

Social media marketing refers to organizations that use social media streaming platforms to 

market their products (Kotler & Armstrong, 2018). More specifically, the implementation of 

social streaming platforms marketing has become a more relevant study domain. There are 

several advantages that social streaming platforms marketing possesses over traditional 

marketing. First, social streaming platforms marketing is cheaper and more accessible than 

traditional marketing. The free access to social networks implies that firms do not invest as 

much capital as if it were traditional marketing (Pantano et al., 2019). For the entrepreneurial 

venture, its simplicity to use and ease of implementation, compared to traditional marketing, 

has an appeal (Drummond et al., 2019). Drummond et al. (2019) state that social media 

platforms allow consumers to connect, begin dialogues, and share information with one another 

almost immediately. Second, marketing campaigns on social media platforms are more 

effective and efficient, as it provides the platform to connect virtually and receive immediate 

responses (Drummond et al., 2019). Thus, marketing on social media platform is not only an 

effective tool for organizations in modern times but today it has become important for many 

organizations’ marketing departments to devote resources for social streaming platforms 

marketing (Drummond et al, 2019).   

 

While the benefits of social media platforms are many, it can also bring complexity for 

managers, organizations, and markets, which require new thinking about marketing 

capabilities, marketing strategies, and implementation (Haenlein et al, 2020). Haenlein et al. 

(2020) state that it is highly important to investigate marketing procedures on this platform 

since TikTok is one of the two most frequently used social media platforms. Unlike other social 



 

media platforms such as Facebook and Twitter, TikTok focuses on videos based on short 

snippets of video accompanied by music and are heavily influenced by trends which have 

resulted in influential subcultures (Haenlein et al., 2020). In addition, TikTok is a brand-new 

phenomenon and therefore not researched well.  

 

There is much scientific literature that examines user engagement in social media (Bucknell 

Bossen & Kottasz, 2020). However, there is lacking previous research that has examined users’ 

engagement to advertising in social streaming platforms (Harmeling et al., 2017). By answering 

the essay’s purpose, the study contributes by filling a knowledge gap within the literature of 

user engagement towards advertisement in social streaming platforms. More specifically, it is 

interesting to investigate how marketing communication through TikTok affects young 

consumers attitudes.  

 

Even though there is a scarcity in research about users’ engagement in advertisements in social 

streaming platforms, the study of Genoveva (2021) has concluded that the factor that has the 

greatest influence in brand awareness and brand image is content marketing, meaning that 

organizations provide content that is interesting, contains user-participation, and is attractive 

to the human eye (Genoveva, 2021). However, the authors suggested that for future research, 

a qualitative research method should be conducted to complement the quantitative findings 

derived from their study (Genoveva, 2021). The qualitative methodology makes a way for a 

more interpretative approach, as human values, relationship, and other aspects are not described 

fully when using quantitative approach (BS Cypress, 2015). Qualitative research method is 

optimal to illicit emotions and perspectives, beliefs, values, and behaviors (BS Cypress, 2015). 

 

The research of Gesmundo et al. (2022) has examined the brand awareness and purchase 

intentions of Millennials on the marketing campaigns they see on TikTok. Gesmundo et al. 

(2022) state that the rise of TikTok as a fast-paced, fast-moving social media platform has 

opened a whole new world of opportunities for organizations to market themselves and build 

brand image. The findings of Gesmundo et al. (2022) show us that, though marketing 

campaigns on TikTok have significant impact on brand awareness of Millennials, it does not 

have significant impact on brand recall of the millennials. However, Gesmundo et al. (2022) 

highlights a limitation with the study and give us a future research proposition. The research 

limitation is that the study has only focused on one demographic group, which are millennials. 

Haenlein (2020) state that nearly 40 percent of the users on TikTok are teenagers between 10 



 

to 19 years old, belonging to generation Z. Their future trajectory can be argued as more 

appealing, and a more relevant study case compared to millennials. 

  

 

1.3 Research purpose   
  

The purpose of this research is to explore how social streaming platforms activity builds brand 

image in the hearts and heads of social streaming consumers. 

  

1.4 Research question   
  

How do consumers perceive NA-KD's brand image on TikTok?   

  

  

  

  

  

  

  

 

  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

2 Theoretical frameworks 
 

 

To understand how consumers perceive organizations' brand image through social streaming 

platforms, some essential marketing concepts need to be described. Thus, this chapter is based 

on relevant scientific peer-reviewed research with the aim to shed light on our empirical 

findings on the next chapter. The chapter is structured as follows: branding, corporate brand, 

brand image and consumers’ perception, corporate brand image matrix, digital marketing 

communication, social streaming platforms marketing and the role of social streaming 

platforms in building brand image. The chapter ends with a new theoretical framework of our 

own framework. 

 

2.1 Term use  
 

As mentioned in chapter one, social streaming platform is a term for video-based social media 

platforms. As Chaffey and Ellis-Chadwick (2017) put it, social streaming is a sub-category of 

social media. Social streaming platform as a term is not used very much in academic research. 

The fact that there are not many sources on social streaming platforms shows us that there is a 

research gap that needs to be filled. In this section, TikTok will be referred to as either social 

streaming platform or social media platform depending on the term the source uses. Since 

social streaming is a sub-category of social media, that means that they are related and mostly 

inherit the same characteristics. Therefore, there will be a lot of overlap in the upcoming 

section.  

 

2.2 Choice of literature 
 

There are two main terms in this research, namely social streaming platform and brand image. 

To examine how social streaming platforms contribute to building brand image, it is first 

important to understand what branding means. In this following chapter, we understand that 

brands can be separated between product- and corporate brand (Urde, 2013). A product brand 

typically relates to consumer imagery for a certain product, whereas a corporate brand can be 

defined as human characteristics of the corporation (Keller & Richey, 2006). Therefore, in this 

chapter, we will focus on corporate brands since we are examining consumers perception of an 

organization’s on TikTok. We follow up by introducing Urde’s Corporate Brand Identity 



 

Matrix (2013). In this research, we are more interested of brand image than brand identity. 

While brand image focuses on consumers’ perceptions of brand differentiation, brand identity 

is more concerned with how managers and employees make a brand unique (Harris & De 

Chernatony, 2001). Even though the matrix is meant to offer theoretical and practical 

contribution for defining, describing, and aligning of corporate brand identity (Urde, 2013), it 

still contains the elements of brand image that are interconnected with the rest of the matrix. 

 

After having everything brand related over the top, the next step is to define another important 

aspect in this research, namely social media/social streaming marketing. Here, the same outline 

is intended, to start with broader concepts and narrow it down. Therefore, it starts with digital 

marketing communication, and how it differentiates from traditional marketing 

communication. The next step is to distinguish marketing on social media platforms from 

digital marketing. Based on the above theories, a new theoretical model is created, which the 

analysis will be based upon.  

 

2.3 Branding     
  

A product is something that is made in a factory; a brand is something that is bought by a 

consumer. A product can be copied by a competitor; a brand is unique. A product can be 

quickly outdated; a successful brand is timeless. - Stephen King    

  

(Aaker, 1991, p.1)  

  

As stated by Aaker (1991) a brand is usually associated with visible elements such as a sign or 

name where elements aim to differentiate a product or a service from its competitors.  On the 

contrary, Kapferer (1997) argues that a brand becomes more than a visible element and is 

therefore seen as an entire set of mental associations that add value to a product or a service. 

Since a brand adds value to a product, it becomes a priority within organizations (Kapferer, 

1997). Kapferer (1997) states that a brand must build trust and engage with its consumers. 

Additionally, a brand is also defined as a cluster of values that live in the hearts and minds of 

receivers (Urde, 2013). As stated by Roy and Banerjee (2014), branding refers to addressing 

different fundamental elements that create a brand, where corporates build a brand image to 

remain competitive. Thus, the response of consumer stakeholders is important for brands for 

the purpose to maintain an effective corporate brand (Kay, 2006). 



 

  

2.3.1 Corporate brand   
  

“Corporate brands are born out of corporate identities, but live in the minds of groups and 

individuals […] from a management stand view, the definition and alignment of corporate 

brand image is the formulation of a strategic intent: how management wants the corporate 

brand to be perceived by internal and external stakeholders”   

  

 (Urde, 2013, p. 746)  

A corporate brand describes the defining elements of any organization where it describes a 

distillation of corporate image. It is associated not only with a product an organization produces 

but also with countries, institutions, groups, and individuals (Kapferer, 2012). A corporate 

brand is a favourable resource and therefore it creates expectations from consumers on the 

entire organization which in turn is viewed as a brand (Balmer & Gray, 2003). One of the key 

differences between a corporate brand and a product brand is manifested in language. As Urde 

(2013) put it, a corporate brand is often referred to as “they” externally (by consumer 

stakeholders) and as “we” internally. A product brand, on the contrary, is often referred to as 

“it” by everyone. Corporate brand is more relevant to our study as it is more fundamental than 

a product brand, which is only limited to a product. In addition, the core values of a corporate 

brand are based on the co-founder and on the organization and are therefore innate. Meanwhile, 

the core values of a product brand are created. Therefore, this key difference has extended 

implications considering the management and the understanding of the corporate brands (Urde, 

2013). 

  

According to Balmer and Gray (2003), corporate brands consist of guidelines and influencing 

factors on consumer buying behaviour. As Urde (2013) put it, the culture and core values of 

the corporation, its mission and vision, and competence play essential roles as a corporate 

brand’s internal component to succeed. The brand core of the corporation defines the interplay 

between the organization and its consumer stakeholders. Balmer and Gray (2003) claimed that 

the core values represent the standards of a corporate brand where its core values are 

communicated in terms of a promise.   

  

2.3.2 Brand image & Consumers’ perception of brands   
  



 

On the one hand, a brand image as stated by Nandan (2005), is a concept constructed through 

perceptions and associations within consumer stakeholders. A brand image is the core value 

within an organization that focuses on its potential stakeholders (Kapferer, 1997). Roy and 

Banerjee (2014), on the other hand, stated that a brand image is described as stakeholders’ 

attitude to a brand where it lives in the hearts and minds of the stakeholders. Another 

description of brand image is by Tarnovskaya and Bertilsson (2017), who stated that a brand 

image is a subjective perception from everyone considering a brand which results in multiple 

brand images of the same brand.  

  

Park et al. (1986) claimed that a key marketing activity is made up to mediate a brand image 

to the market. While a brand image is usually communicated through positioning to 

differentiate it from its competitors. One challenging aspect regarding the brand image is that 

it lacks guidance for organizations on how to manage a brand image in the long-term since the 

image of the brand might change at any time (Park et al., 1986). As Aaker (1991) put it, a brand 

image usually contains cognitive information based on positive content that differentiates it 

from its competitors to increase the purchase intention of its consumers. However, a 

successfully communicated brand image helps not only to create advantages for the brand but 

also to form the entire positioning (Roy & Banerjee, 2014).  Roy and Banerjee (2014) claimed 

that stakeholders’ perception of the brand is usually influenced by multiple brand-related 

activities performed within the organization.   

  

On the other hand, cconsumer perception is a marketing concept that refers to consumers’ 

awareness and impressions towards the products and services offered by organizations (Yee & 

Yazdanifard, 2014).  Consumers' perception is shaped by several factors including direct and 

indirect interactions with organizations. Consumer perception usually affects the ways 

consumers interact with organizations. A consumer perception is created individually, of who 

usually has a different point of view when experiencing a brand (Yee & Yazdanifard, 2014). 

According to Durmaz and Diyarbarkirliglu (2011), consumer perception is important to 

organizations because it represents the way consumers view their products and services. 

However, the attention that consumers pay depends on their stimulus, interest and needs for 

the products which means it is directly related to consumer behavior. In addition to this, a 

consumer perception could be positive but also negative depending on the way consumers build 

up their perceptions of organizations (Durmaz & Diyarbarkirliglu, 2011). Therefore, a 

consumer perception impacts whether consumers remain loyal to an organization or switch to 



 

its competitors. The authors continue to argue that the consumer perception process includes 

three stimuli which usually occur when consumers interact with organizations. The first 

stimulus is sensing which involves consumers’ physical senses; sight, sound, smell, taste, and 

touch that are shaped towards products and services. Organizing is the second stimulus where 

consumers organize information based on their perception after going through the sensing 

stimulus. The third and last stimulus is reacting, and, in this stage, consumers decide to act 

whether they purchase a product from an organization or not purchase in any way (Durmaz & 

Diyarbakirliglu, 2011).   

  

According to Durmaz and Diyarbarkirliglu (2011), these stimuli are processed by the 

perception of a consumer where perception recognizes stimuli, processes, and stores them. One 

of these stimuli (sensing) could be colour which plays an essential part in consumers’ 

perception by evoking certain moods or feelings (Durmaz & Diyarbarkirliglu, 2011). The 

characteristics of each and all stimuli play an essential role in deciding what to notice and what 

to ignore from a consumer’s perception (Kapoor & Madichie, 2012). Therefore, organizations 

must understand these kinds of stimuli processed by consumers’ perception, to gain more 

consumers.   

  

2.4 Corporate Brand Image Matrix (CBIM)   
  

The Corporate brand image Matrix (CBIM) was developed by Mats Urde in 2013 with the aim 

to define organizations’ corporate brand image. CBIM helps to explore and define 

organizations’ brand identity – the corporate side of the brand as the organization presents it - 

and brand image – the way stakeholders, including consumers, perceive the brand. The matrix 

is based on previous studies, such as Kapferer’s (1997) Brand Identity Prism and Aaker’s 

(1996) findings. As stated by Urde (2013) most corporate brands have multiple consumer 

stakeholders in which they cover broad ranges of products. The CBIM is presented as a 

theoretical and practical guide and consists of nine elements that are divided into three layers: 

internal, external, and internal and external (See figure 1). As seen in the framework, CBIM 

elements form the brand image with the core values and promises (brand core) as the centre of 

the framework to guide internal and external brand building processes. The brand core is 

closely surrounded by the eight elements which in turn are connected to the core.  The CBIM 

will help create an understanding of how there are elements that together help build a brand 



 

image. The CBIM will be put in relation to social streaming platforms. Thus, helping us answer 

the research question of how social streaming provides advantages that enhance brand image. 

  

Figure 1 
Corporate Brand Image Matrix (Urde, 2013)  

  

 
 

  

Note: Urde (2013)  

  

2.4.1 Internal elements  
 

To begin with, there are three internal elements that are related to the realities of the 

organization and its values and occur on the bottom layer of the matrix. These elements concern 

the organization’s mission and vision, culture, and competence. The first element is mission 

and vision which explains, motivates and engages its people. The corporate mission is vital to 

the corporate image which explains why the corporation exists and what engages and motives 

it. Meanwhile, the corporate vision explains where the corporation is heading and what inspires 

it to move forward. As stated by Urde (2013) the mission represents a foundation in defining 

corporate brand image in the organizations with a brand-oriented approach. The mission and 

vision are ultimate sources of commitment and willingness to support from the organization 

and beyond.  

  

The second element is culture which is the source of the brand’s aspiration that reveals its 

corporate work ethic and attitudes. The definition of culture relates to the one of Kapferer 

(1997) but is broader as it takes other researcher’s definitions into consideration as well. As 

Urde (2013) stated, a corporate culture is a state of communication that represents a source of 

differentiation and potential competitive advantage. Iconic leaders, country of origin and 



 

heritage, and track record are outstanding aspects of a corporate culture that impact the nature 

of corporate brand image. The third and last element is competence which encompasses the 

organization's distinctive capabilities and processes. It presents extra strategic relevance to the 

creation and maintains its sustainable competitive advantage. As a resource, the competence is 

reflected in what the organization is good at, what ways of working make it stand out and what 

it does better than the competition.  These three elements pay attention to the organizational 

knowledge and are the bedrock of the internal component of the corporate brand image.   

  

2.4.2 Internal-external elements  
 

The internal-external elements occur in the middle of the matrix where the brand core is located 

at the center of the CBIM. There are two elements, namely personality and expression. that are 

located to either side of the brand core. In this part of the model, the brand core represents the 

center of the corporation’s values and promises. The core is both internal and external because 

the communication is guided internally and directed externally where the organization, through 

Code of Conduct, tends to reflect on its values. The importance of the brand core lays in its 

capacity to give guidance, focus, and coordination in the management of a brand. The brand 

core stands for an entity of core values supporting and underlying its promise to the receivers. 

As regards to the personality element, it refers to the corporate personality traits and 

characteristics where corporate brand personality is more dependent on the personality of the 

employees within the corporation. Meanwhile, the expression element is concerned with visual, 

verbal and other forms of identifications as part of the corporate brand image. As stated by 

Urde (2013), the corporate brand’s expression is made up as a combination of material and 

nonmaterial features such as tone of voice, logotype etcetera, where the CBIM embraces visual 

image as part of the corporate brand image.     

  

2.4.3 External elements  
 

The external elements occur at the top of the matrix and define how the organization is received 

and wants to be perceived by its consumers and non-consumer stakeholders. As Urde (2013) 

explains it, a brand image creates an ideal picture of how it wants the audiences to perceive it 

which reflects the consumer’s self-image in the brand’s image. The three external elements are: 

value proposition, relationships and position, and these define the brand image and reputation. 

The value proposition element refers to the communication of a brand’s image that has to 

attract its consumers and non-consumer stakeholders. Meaning that the communication should 



 

be consistent with the brand core but also to please the receiver. An effective value proposition 

results in a favourable relationship between the consumers and the brand, as the consumers 

perceive value in the communication. 

  

The relationships element reflects and defines a corporate brand image where a stakeholder’s 

choice of a brand reflects the stakeholder's Code of Conduct (collection of rules and 

regulations). The way a corporate brand delivers service and relates to its consumers should 

reflect the corporate brand image which results in a relationship. The position element defines 

how the corporate brand should be positioned in the market to live in the hearts and minds of 

the consumer and non-consumer stakeholders (Urde, 2013). A position considers the mission 

and vision as a guideline and refers to how to differentiate the brand from its competitors.    

  

Indeed, the CBIM is a management tool that is specially designed to define corporate brand 

image, how it works and how to build it. It provides an overview of the essential relationships 

to be analyzed and tracked in practice. The matrix guides whether to use a brand-oriented, 

market-oriented, or combined approach as a strategy. According to Urde (2013), a brand-

oriented approach has an inside-out function which means that the identity represents the base 

for an organization’s strategy. While a market-oriented approach focuses on the brand image 

rather than identity and takes the external elements into consideration. In this thesis, only the 

external elements will be discussed since our study focuses on the consumers’ perception. The 

other elements like the internal and external and internal were not of relevance in relation to 

our purpose since they focus mostly from the organization's perspective and therefore these 

elements were not included in the discussion. The implications of only focusing on the external 

elements is that the external elements are taken out of its context. The CBIM is meant to be a 

diagonal interpretation of how all three elements interrelated and form a structured entity 

(Urde, 2013). 

  

2.5 Digital marketing communication   
  

Digital marketing is a type of marketing that is used to promote products or services through 

digital communication channels to attract consumers (Idrysheva et al., 2019). Marketing 

communication has been considered for a long period of time as a one-way strategy. A one-

way strategy refers to an organization that sends a message to its potential consumers through 

different marketing channels where the message is associated with products and services that 



 

are offered by organizations (Miles, 2013). Miles (2013) found that marketing communication 

had shifted from one-way marketing communication to two-way marketing communication. 

Consumers nowadays provide feedback organizations’ marketing and, by doing so, play an 

essential role in providing feedback about the products and services of an organization. Not to 

mention that consumers these days have the power to be seen and heard and thus are less 

responsive to one-way marketing communication (Hanna et al., 2011).  

  

In addition to this, digital marketing communication allows individuals to share their opinions 

and experiences with each other which in turn builds a trust between them stronger than that 

with organizations (Karjaluoto et al., 2015). Therefore, this shift in marketing communication 

allows organizations to be involved in online communities and collaborate with consumers 

where organizations can build a better understanding of consumers’ wants and needs 

(Karjaluoto et al. 2015). According to Shankar and Batra (2009), this shift in marketing 

communication makes organizations communicate actively and constantly through online 

media. Thus, organizations use digital marketing communication as an opportunity to reach 

out to their consumers where digital channels are the main channels of reach.   

  

Indeed, consumers nowadays spend less time watching television and more time online 

(Shankar & Batra, 2009). In addition to this, current social networks replaces old one-way 

communication tools such as radio, newspaper and offers instead a new modern set of 

communication tools to get along with the communication’s evolution (Winer, 2009). Winer 

(2009) claims that there are four factors that move marketing communication towards the use 

of digital media. First, digital channels have offered an entire usage both at homes and 

workplace along with other places. Second, nowadays organizations focus on consumer 

satisfaction to remain competitive where marketers search for constant interaction with their 

consumers. Third, the traditional marketing tool cannot reach consumers effectively where the 

traditional demographic group of the 18 to 34-year-old target audience is becoming less valid 

in today's market. This is due to the significant differences between how someone who is 18-

year-old and someone who is 34-year-old uses digital media (Winer, 2009). Fourth of all, 

organizations focus on the development of personalized messages by tracking consumers’ 

habits and positions (Winer, 2009).  

 

Digital marketing communication means two-way communication, that means that TikTok as 

a social streaming platform falls into this category. Above discussion helped us understand 



 

what advantage digital marketing has over traditional marketing in general, and thus, how 

social media platforms are more suited to reach target audiences than traditional media. As 

mentioned in chapter one, social streaming platform is a subcategory of social media that has 

emerged later. After this discussion about digital marketing communication, the next step will 

be to understand the nature of social streaming platforms which is an essential part in this thesis. 

  

2.6 Social streaming media marketing    
  

Social media platforms, as stated by Carlson and Lee (2015), are online platforms that facilitate 

the multi-way communication process and sharing among users worldwide. Social media 

platforms have seen a tremendous revolution since the beginning of the twenty-first century, 

and it played an important role in the way people communicate. The role that social media 

platforms have played was important not only for private persons but also for organizations. It 

allowed the latter to establish two-way communication and create consumer value (Carlson & 

Lee, 2015). Teng et al. (2015) stated that different social media platforms channels and the 

possible marketing activities that come with it offers organizations multiple options to 

communicate through. The author continues to argue that most of the organizations choose to 

create official accounts on social streaming platforms and offer online consumer-service to 

maximize marketing efforts and minimize marketing costs. When it comes to the benefit of 

social streaming platforms, Carlson and Lee (2015) stated that social media platforms could be 

considered as a marketing tool to expose the consumer communications which in turn facilitate 

the understanding and planning of an organization’s target markets.          

   

However, there are also disadvantages when organizations use social media as a marketing 

tool. Arnaboldi and Coget (2016) have argued that social media could provoke mob mentality 

and therefore it could lead to public lynching. One example that illustrates this, is when an 

organizational representative publishes inappropriate content on social media. Consequently, 

this kind of provocation might lead to negative reactions which in turn will affect the 

organization negatively as a whole (Arnaboldi & Coget, 2016). Another disadvantage 

regarding social media is the manipulation that is practiced through two-way communications 

where social streaming platforms offer opportunities for others to spread false information and 

rumours about organizations, which in turn affects the organization negatively (Arnaboldi & 

Coget, 2016). Arnaboldi and Coget (2016) state that social media is easier than mass media for 



 

clever individuals or groups to manipulate public opinion by spreading information that 

damages organizations or institutions. 

 

 

2.7 How can social streaming platforms help to build brand image? 
- A new theoretical framework   

  

In previous sections, the CBIM framework by Urde (2013) was introduced with the aim to 

define the corporate brand image. The CBIM is presented as a theoretical and practical guide 

to define and describe the corporate brand image and consists of nine elements that are divided 

into three layers: internal, external, and internal and external (See figure 2). In this study, we 

use only the external elements since that is the part which exclusively focuses on consumers. 

Whereas the other elements are solely or partly from an organization’s perspective, and that is 

why we left out the other elements. The external elements occur at the top of the matrix and 

define how the organization is received and wants to be perceived by its consumer stakeholders. 

The external elements are thus connected to brand image - how consumers view the brand. In 

our new framework, we combined the external part of CBIM with social streaming and social 

media advantages derived from Kotler and Armstrong (2018) among others (Mazerant et al., 

2021; Simon & Tossan, 2018; Swani et al., 2019). The new framework explores brand image 

and possibilities that social streaming platforms offer to build a successful brand image.   

  

There are several advantages social streaming platforms offer to building brands which cannot 

be done with traditional marketing. First, social streaming platforms are both targeted and 

personal which allow organizations to create and share customized brand content aimed at 

individual consumers and consumer communities (Kotler & Armstrong, 2018). Second, social 

streaming platforms are immediate and timely which enable organizations to reach consumers 

anywhere and anytime and based on suitable marketing content regarding organizations’ 

activities and events (Kotler & Armstrong, 2018). Third, social streaming platforms usage 

causes a surge in real-time marketing which allows organizations to create and join consumer 

conversations based on their activities and live events. Kotler and Armstrong (2018) argue that 

social streaming platforms with its engagement and social sharing capacities constitute the 

biggest advantage, stating that social streaming platforms are well suited to create consumer 

engagement and consumer communities. As a result, social streaming platforms generate 

opportunities for consumers to get involved with organizations which involve them in shaping 



 

and sharing brand content and perception (Kotler & Armstrong, 2018). In what follows we 

discuss each of CBIM’s external elements and combine them with the possibilities social 

streaming platforms have to offer.   

  

2.7.1 Motives and value proposition 
 

Peters et al. (2013) derive an important element of social media, namely motives. Motives 

explain why potential and existing consumers choose to watch and interact with certain content, 

and their motivation to do so. Peters et al. (2013) state that a motive is described as the driving 

force behind the communication between actors, that is; the interaction between an 

organization and its potential and existing consumers. Consumers see value in organizations’ 

motives, and these motives can be based on three values: intellectual value, social value, and 

cultural value (Peters et al., 2013). Intellectual value includes signification, which is described 

as drawing meaning from content via semantic rules and interpretation (Peters et al., 2013). 

These schemes and rules are in turn based on personal values and motivations. Social value 

emanates from platform activities and social ties, which also entails socializing and social 

image (Peters et al., 2013). Lastly, cultural value represents self-governed community culture 

which contains legitimation by using social norms to evaluate other actors’ behaviors (Peters 

et al., 2013). Peters et al, (2013) argue that consumers engage with organizations on social 

media platforms due to at least one of the three above mentioned motives.  

  

As stated earlier, one of the external elements of CBIM, the value proposition element, refers 

to what an organization can offer their consumers, and why consumers value their relationship 

with the organization. An effective value proposition leads to a favourable relationship between 

consumers and a brand, creating a positive brand image in the heads and hearts of consumers 

(Urde, 2013). Hence, if an organization's motive is communicated through social streaming 

platform and perceived by the consumer as containing any of the three stated values above, it 

implies that social streaming platforms contribute to the external element - value proposition. 

Meaningful content is a motive for consumers to communicate with organizations in social 

media (Peters et al., 2013). To create meaningful messages, brands align their messages with 

timely moments, also known as real-time marketing (RTM) (Mazerant et al., 2021). By 

implementing RTM, organizations can gain attention from social streaming platforms 

consumers. Mazerant et al. (2021) argue that, if done with originality and craftsmanship, RTM 

can positively induce consumer responses. Thus, it could be argued that social streaming 



 

platforms provide the opportunity to create and publish up-to-date content, since the consumer 

audience is reachable faster and at much lower cost (Gesmundo et al., 2022). This is an 

additional suggestion that social streaming platforms marketing covers the element of value 

proposition, as social streaming platforms promote the use of RTM which in turn serves as a 

value for the consumer.     

  

The findings of Mishchenko (2019) suggest that consumers mostly have a favourable attitude 

towards targeted advertising and consider it mostly effective. The perceived effectiveness by 

consumers is most distinct when the targeted advertisement is designed and organically 

implemented, with respect to privacy and integrity (Mishchenko, 2019). The effectiveness of 

designed content can be connected to intellectual value, since according to Peters et al. (2013), 

actors draw meaning from content via semantic rules and interpretation. If the consumer 

perceives that a content holds intellectual value, then it could be argued that the value 

proposition becomes fulfilled.  

  

2.7.2 Interactivity and relationship  
 

Second, social streaming platforms enable interactivity between organizations and consumers. 

Compelling evidence has shown that social streaming platforms use makes a difference in 

consumer-brand relationship building. Hudson et al. (2016) state that consumers that engage 

with their favourite brands through social media platforms have stronger relationships than 

consumers who do not interact with their favourite brand using social media platforms. An 

organization has multiple audiences in which it must relate, engage, and work with (Hudson et 

al., 2016). This interactivity is then reflected in the organization’s brand image, which implies 

that social streaming platforms, as a sub-category of social media, contribute to the second 

external element - relationships.  

  

Perhaps the biggest advantage that distinguishes social streaming platforms from traditional 

platform is engagement and social sharing (Kotler & Armstrong, 2018). Indeed, social 

streaming platforms offer brands opportunities to connect with consumers in a way that 

traditional marketing cannot, especially through brand-hosted media, such as brands’ social 

streaming platforms pages (Simon & Tossan, 2018). Brand-consumer social sharing is valued 

as brand relationship investment. Perceived relationship investment is defined as the extent to 

which consumers perceive that their brand devotes effort, attention, and resources to reinforce 



 

their relationship (Simon & Tossan, 2018). Simon and Tossan (2018) state that a brand’s 

offering of personalized communication is important irrecoverable resources, deemed to 

trigger reciprocal behaviours from consumers. In line with this view, the gratifications that 

consumers specifically derive from the use of a brand channel are manifested as perceived 

relationship investment (Simon & Tossan, 2018). The statements of Simon and Tossan (2018) 

are in line with the relationship element, as both involve building relationships with consumers. 

Social media platforms enhance engagement and social sharing, which consumers in turn 

perceive as relationship investment. 

 

Advertisements can also be personalized towards individual consumers (Kotler & Armstrong, 

2018). Consumers are more likely to respond to personal advertisements, which serves an 

interactive function of their evaluation of the sender, as well as self-evaluation that helps to 

build valuable relationships with consumers (Padgett & Mulvey, 2009). Mishchenko (2019) 

also states that, by using social media, organizations can tailor and customize content by 

producing an ad that fits an individual's preferences or a group of consumers’ preferences.   

  

2.7.3 Social interactions and position  
 

Regarding the last external element, position, it defines how organizations want the corporate 

brand to be positioned in the hearts and minds of consumers stakeholders (Urde, 2013). The 

position element connects to the mission and vision of an organization thus aligning with 

organizations’ reason to be present in the market (Urde, 2013). In the social media realm, 

consumers do not only receive and forward content, but may also perceive and evaluate, but 

also alter and augment it in many ways (Peters et al., 2013).  An actor who is consistent or 

sustained with their content may earn them a certain social role. Thus, platforms such as TikTok 

contribute through subsequent sharing of a piece of content (social interactions). Peters et al. 

(2013) argue that content received by consumers may depend on their own motivations, the 

sender's desired motivations, the type of content and the way it is framed. The content may also 

depend on the position of the sender (organization) in the network and whoever received it 

(consumer).   

  

In relation to TikTok, it provides an opportunity for organizations to strengthen their brand and 

connect to consumers. Organizations encourage their followers to engage with brand content 

to create a good brand image (Swani et al., 2019). A brand image can impact a consumer’s 



 

decision making and purchase intention since the brand can depict emotional and functional 

traits such as value, credibility, quality, and identities in the minds of consumers (Swani et al., 

2019). Indeed, social media platforms are used by consumers to share content with brand names 

and with others to express their self-impressions. For organizations, the use of brand identity 

in social media content is beneficial as it cues viewers to share brand content, creating brand 

awareness, as well as entice them to make purchases (Swani et al., 2019).  

  

Figure 2 
The Interplay between social streaming platforms & CBIM external elements   

 
 

 

 

 

 

  

  

Figure 3 
The Interplay between social streaming platforms & CBIM external elements (Nuanced depiction).  

 



 

3 Methodology 

 
 
In this chapter we discuss the empirical context, data collection methods used for this research, 

and the process of data analysis. Data collection methods explain why the chosen methods 

were relevant for this research. Moreover, the data analysis clarifies how the material was 

analyzed. Lastly, the trustworthiness and limitations of this study will be discussed.  

 

  

3.1 Collection & Selection of data  
  

As stated by Bell et al. (2019), a study that is based on primary data is typically collected by 

researchers directly from the main source through surveys, focus groups, interviews etcetera. 

A study that is based on secondary data occurs when someone else uses such data for their own 

research where secondary data is collected from primary sources. This study is based on both 

primary and secondary data where empirical material is primarily collected through interviews 

(Bell et al., 2019). The primary data is based on the information that we collected from 

interviews. The secondary data was based on information from NA-KD’s official website and 

TikTok account where the secondary data provided information about the history of NA-KD 

and its social streaming platform activities. The secondary data constituted a good foundation 

for the empirical findings and analysis. The interviews examined how consumers perceive NA-

KD's brand image on TikTok. Interviews was used as a data collection method with the aim to 

capture consumers’ perception of NA-KD's brand image on TikTok. Focus groups were 

difficult to arrange since the participants live in different cities in Skåne and had busy 

schedules, hence the reason we chose interviews as our method. 

  

In this thesis, the social streaming platform TikTok application has been selected for the 

purpose of collecting data and understanding how marketing is presented in social streaming 

platforms. Therefore, we searched for consumers that frequently use social streaming platforms 

to provide us with an understanding about how they perceive NA-KD's brand image on TikTok. 

During our interview participation, we took screenshots of the pictures and videos that were 

found relevant for our research to help consumers build a perception about NA-KD's activity 

on TikTok. The choice of pictures and videos collected from TikTok were based on how 

consumers perceive NA-KD’s corporate brand image through TikTok. According to Techterm 



 

(2022) screenshot is an image that is taken by a person to record visible items displayed on 

mobile, television or other device in use. The choice of pictures and videos were collected from 

TikTok as a standpoint under our interview participation.    

 

3.2 Conducting case study  
 

Case study is described by Campbell (2015) as the study of a “case”, a single individual, an 

organization, an individual, or a phenomenon. Denscombe (2017) states that case studies focus 

on an occurrence of a particular phenomenon, with the intention of providing an in-depth 

account of events, experiences, or processes. Rowley (2002) states that case studies may offer 

insights not possible with other approaches. Case studies are useful in providing “Why?” and 

“How?” questions, and is a useful tool for exploratory, descriptive, or explanatory research. A 

case study is an approach that supports deeper understanding and more detailed investigation 

of the type that is necessary to understand how and why questions (Rowley, 2002). Typically, 

case studies are not limited to any single type of evidence or data (RK Yin, 2009). Both 

qualitative and quantitative data are relevant to be used as part of a case study. It is 

recommended to use other data sources such as interviews, observations, and documents 

(Rowley, 2002). This specific research is a case study that uses interviews parallelly as a 

qualitative approach. In this research, a case study is conducted because it has an analytic 

approach towards generalization.  

 

The advantage with a case study and the reason for being applied in this study, is that it can be 

well suited to the needs of small-scale research as it concentrates efforts on one research site 

(Denscombe, 2017). Denscombe (2017) states that research, that tests or builds theories, can 

use case studies as an effective approach. This specific research tests our compelling theoretical 

framework. In this paper, the case that will be studied is an organization, namely NA-KD. 

Ghauri (2004) states that case studies are useful in early stages of research on a topic, which is 

exactly what TikTok is. TikTok is namely a relatively new phenomenon that has taken the 

world by storm (Haenlein et al., 2020). There is accordingly relatively little research on this 

social streaming platform phenomenon (Haenlein et al., 2020). 

 

 

  



 

3.2.1 TikTok  
  

TikTok is, to some extent, more important today than other social streaming/media platforms 

(Haenlein, 2020). There is a significant difference in audience characteristics between the 

different social media platforms. Twitter users tend to be in their forties, Facebook users in 

their thirties, while TikTok users in their twenties (Haenlein, 2020). In TikTok, nearly 40 

percent of the users are teenagers between 10 to 19 years old. The streaming platforms 

consumption patterns of Generation Z (aged about 25 years or younger) are drastically different 

from older generations. According to Haenlein (2020), this younger generation has completely 

different social streaming platform consumption patterns and is more sceptical towards 

traditional marketing methods than older generations. Social streaming services such as TikTok 

are, therefore, particularly important for them. However, their future trajectory looks more 

appealing and is therefore a relevant study case. (1) It is a fast-growing platform; This is evident 

as TikTok’s engagement has more than 15-folded since 2017 (Haenlein, 2020). (2) TikTok also 

offers a rich content format, where users can stream photos and videos. This differentiates them 

from simple-text platforms such as Twitter, which is a micro-blog network limited to a 

maximum of 280 characters. The focus on TikTok is videos (15-60 seconds in length), and 

these are often based on sound-piece, which can be song snippets or dialogue pieces from 

movies and series. Thus, the critical element linking content is sound (Haenlein, 2020). (3) In 

addition to that, a focus on entertainment in TikTok makes it easier and effective for influencers 

to obtain a significant follower base (Haenlein, 2020).   

  

(4) TikTok is run by artificial intelligence algorithms, which tailors what content a user sees 

on his or her feed based on their previous watch history and interaction activities. (5) TikTok 

also supports sharing functions such as the use of hashtags. The content on TikTok is shown 

in two “feeds”, the “Following” feed, and the “For You” feed. The former shows the content 

of the users that a person is following, while the latter shows content the user is expected to 

enjoy, selected through the artificial intelligence algorithms (Haenlein, 2020).    

  

3.3 Participant selection   
  

In this study, a convenience sample was used as a participant selection method (Saunders et 

al., 2009). A convenience sample was created for the individuals who were most likely to 

accept our invitation and fulfill the criteria for the research. There is no knowledge or 

competencies needed from the interviewees. The only requirement was for the interviewee to 



 

be a TikTok user and to be most preferably a consumer, but at least be aware of NA-KD. The 

interviewees were chosen based on our social networking. The interviewees constituted six 

young TikTok users with different social streaming consumption patterns. The chosen 

interviewees had different levels of social streaming media engagement in TikTok, which 

allowed us to gain different perspectives of each interviewees experience and perception of 

NA-KD's marketing on TikTok.   

  

The interviewees were selected with the aim to explore consumers’ perception of NA-KD on 

TikTok. Since our research was to create a combination of consumers, age and gender were 

the most essential parts in the participant selection. The participants’ ages ranged from 19 to 

28 years old which was within NA-KD’s target group. Out of six interviewees, five of the 

participants were females and the sixth was a male. This thesis chose to primarily focus on 

female participants since our research is based on NA-KD as a fashion brand created for young 

females and is thus more relevant to examine for our research question. Interview questions 

were sent together with the invitations so that the participants built an understanding about the 

research subject. Since most of the interviewees highlighted the importance with anonymity, 

we do not reveal their real names. Each participant received a fictitious name to respect their 

anonymity. 

  

3.4 Interview guide and process   
  

It is important to start recruiting interviewees early to make an agreement on a face-to-face 

interview (Denscombe, 2017). Contact in advance makes it possible to appoint a time that suits 

both partners. In addition to that, the interviewer should try to find a place for the interview 

where they can be unbothered and somewhere quiet to minimize distractions (Denscombe, 

2017). It is thus important to arrange a place that enables a comfortable interaction between the 

researcher and the interviewees to get into detail about their opinions, perceptions, experiences, 

and feelings. It is also important to manage time carefully. The researcher will probably be 

asked about the interview’s time frame, in which he or she should be prepared to give a concrete 

answer. Therefore, we have given the interviewees a proposed time frame of approximately 40 

minutes.   

  

Regarding the interview procedure, we started the interviews with an introduction of our study, 

and what we expect from the interview. The interviews started with warm-up questions. This 



 

gave the interviewees the opportunity to settle and relax (Denscombe, 2017). More specifically, 

the interviews were semi-structured since this format allowed each interviewee to answer 

eventual follow-up questions but at the same time stay within the topic. The aim with a semi-

structured interview was to structure the interview and to categorize the different answers 

(Denscombe, 2017). All of six interviews were then transcribed word by word.  

  

During the interview, the skilled interviewer should identify the main points that the 

interviewees state and which of the key issues they put more emphasis on (Denscombe, 2017). 

An interviewer should also look for inconsistencies in the interviewees position, however; the 

inconsistencies do not always need to be disregarded, for most people tend to be contradictory 

in their sayings regarding different topics. However, we have chosen to take these 

contradictions and inconsistencies into equal consideration, since according to Denscombe 

(2017), inconsistencies are worth examining more deeply to see what they reveal.  

  

Two interviews, with Amanda and Sara, were conducted face-to-face and the rest were 

conducted through Zoom (See table 1).  

  
Table 1 
The interviews from consumers 

Location of the interview Name Gender  Age 

Kristianstad Amanda Female 22 

Malmö Lisa Female 21 

Kristianstad Sara Female 21 

Malmö Ken Male 22 

Malmö Marie Female 22 

Helsingborg Suzie Female 28 

 

 

The interviews were conducted in three different cities in Skåne: Kristianstad, Malmö, and 

Helsingborg. The interviews with Amanda, Lisa and Sara were conducted at Kristianstad 

University. The remaining interviews with Ken, Marie and Suzie were conducted via Zoom at 

Malmö City Library. All the interviews were conducted in a separate room with a quiet 

environment. The questions were based on consumers’ perception of NA-KD on TikTok. Each 

question has a keyword which refers to the topics that we expected the participants to answer. 

Each interview took approximately 25-40 minutes and was conducted in Swedish since it is the 



 

native language of the participants. The participants were asked for their permission to record 

during the interviews. However, the homogeneity was seen as a limitation and therefore it is 

addressed under heading 3.6 Limitations.  

  

3.5 Data transcription and data analysis 
   
The interview questions were based on our framework, and each question could be connected 

to an element from the CBIM framework or an advantage from Kotler and Armstrong’s (2018) 

social media advantages. After the interviews and the collection of data, the transcription was 

executed. Transcriptions make it easier for the interviewer to perform detailed searches and 

comparisons between data (Denscombe, 2017). All interviews were conducted and transcribed 

in Swedish. We chose to transcribe the interview since it is a valuable part of the research as it 

allows the researcher to come in close contact with the data. The researcher gets a form of data 

that is much easier to analyse compared to the sound recording (Denscombe, 2017). We 

transcribed three interviews each, which took approximately one day and resulted in 30 pages. 

When the transcriptions were done, the next step was to analyse the data through deductive 

reasoning, meaning that we based the coding on the theoretical discussion (Bell et al., 2019).  

  

The first step of the coding process was to highlight relevant information which would be 

analysed in the research. It is important to capture the statements and to make sense of the 

information derived from the interviews (Denscombe, 2017). In qualitative research, the 

researchers must deal with a relatively large volume of data and a complex data analysis 

process. Denscombe (2017) states that researchers need to accept the fact that they cannot 

present all the data but must be selective with what they present and thus prioritize certain parts 

of the data. Therefore, we underlined statements that had the same meaning and filtered out 

sentences that could not be connected to the elements in the framework of Urde (2013) or the 

social media advantages from Kotler and Armstrong (2018). We also underlined contradictory 

statements and differences between the participants’ opinions, which we then presented in the 

analysis to compare the participants’ opinions. We used different colours to underline the 

statements, for example, we used colour blue to mark core sentences that we found to be 

relevant for this research and we used colour yellow to underline the contradictions. In the 

analysis, we used interview excerpts to give the reader a taste of the data. The interview 

excerpts were presented in running text and in tables. The purpose with the tables was to 

provide an overview of the different statements and categorize them into three categories to 



 

avoid overlapping. The categories were defined within dimensions where each dimension 

covered a part in the interplay between social streaming platforms & CBIM external elements.  

  

3.6 Trustworthiness   
  

Trustworthiness, as Bryman and Bell (2011) put it, is a criterion for how good qualitative 

research is and it usually refers to four criteria, which are credibility, transferability, 

dependability, and conformability. The first criteria is credibility, which refers to what extent 

the results could be considered as credible when the qualitative data is processed and audited. 

This study was carefully processed and analysed to ensure credibility. The second criteria is 

transferability, which according to Bryman and Bell (2011) represents the extent to which the 

findings of the study can be applied and generalized to other contexts or in the same context 

but at different times. Since this is a qualitative study, it does not have the purpose of 

generalizing the finding, instead, it aims at providing a rich and detailed account of this specific 

phenomenon as of today. Bryman and Bell (2011) continue to urge that the third criteria, 

dependability, refers to the consistency of the study which states that all parts in the study are 

kept in an accessible way. Interview guides, records and transcripts were available and 

accessible upon request which contributes to the dependability of the study. The fourth and last 

criteria is confirmability which explains if the researchers have acted in good faith and did not 

allow their personal values influence the research (Bryman & Bell, 2011). The study increased 

the confirmability by being transparent with the whole data analysis process where we 

presented the data in the table form to show that the data was analyzed objectively.   

  

3.7 Limitations  
  

This study has four limitations in its methods which may impact the trustworthiness of the 

study. First, some of the interview participants were from the same University and shared the 

same social surroundings which could impact their perceptions. The second limitation was that 

some interviews were conducted through Zoom, which made it hard for us to observe body 

language or reactions during the interview participation. The third limitation is that most of the 

participants were not big fans of NA-KD and therefore they could not be considered potential 

customers for NA-KD in this study. The fourth and last limitation is that the participants were 

between 21 to 28-years-old, which did not represent the general population. Young and old 

social streaming consumers might think differently in this context and therefore the findings of 



 

this study are limited to this age group which cannot represent the general population. It would 

be interesting to do research on generation Y as well and see if their brand image differs from 

generation Z.   

  

  

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 
 



 

4 Case Presentation 
 

 

This section represents the background of NA-KD as a fashion brand and highlights the current 

situation of the organization. Moreover, the NA-KD case provides information about its 

Official page on TikTok.   

  

NA-KD is one of Europe's 20 fastest growing corporate fashion brands and is one of the world’s 

leaders in the fashion market (NA-KD, 2022). NA-KD was created in 2015 and is an online 

brand with years of experience in both fast and high fashion. NA-KD is a brand that is aimed 

at young women of generation Y and Z who are interested in fashion. The brand sells its own 

collections but also collections with influencers. NA-KD is a brand that has embraced social 

streaming platforms and uses social streaming platforms and influencers to reach their target 

audience. In addition to posting influencers in collections from the brand, NA-KD uploads 

content of current social topics, the brand does this to gain attention of followers on the subject 

and spark discussion. NA-KD tries to create a relationship with customers, and by discussing 

a current social topic, they try to develop their brand image and remain relevant to social 

streaming platforms consumers (NA-KD, 2022).  

  

They have around 400 employees worldwide and their mission is to re-invent women’s fashion 

and create trends around the world (NA-KD, 2022). NA-KD's marketing is based on creative 

collaborations with the world’s biggest trendsetters and work with potential talents. NA-KD 

aims to strengthen womens’ voices and empower the new generation. The brand’s values are 

based on beliefs, principles and philosophies that influence their employees. They see no limits, 

give everyone an opportunity to succeed and are customer oriented. NA-KD’s creative 

collaboration is reflected in their products, and they are driven by passion to provide something 

unique for their consumers (NA-KD, 2021).   

  

NA-KD actively uses TikTok as a marketing tool and created their account in March 2019 

(Gunnilstam, 2020). According to Bielecka (2020) NA-KD’s online sales increased with 103 

percent during the Covid-19 pandemic compared to the last year. NA-KD sales increase in the 

online stores was due to the pandemic. They are focused on having a broad product selection, 

availability, customer experience and strong visual brand representation to create a good brand 

image, which in turn gained positive attention from their customers (Bielecka, 2020). 



 

Moreover, NA-KD continued to work well and to grow not only in its engagement with 

customers in TikTok but also in its growth compared to competitors. They received a major 

record number in followers on TikTok which put them in the second place of trending fashion 

brands (Bielecka, 2020). Most of NA-KD’s followers are from France, Belgium, Netherlands, 

and Austria. In Scandinavia one in ten females follows NA-KD’s TikTok page (Bielecka, 

2020).   

       

NA-KD uses TikTok as a marketing channel to entertain and engage its customers 

(Gunnilstam, 2020). According to Gunnilstam (2020), the content of both NA-KD and its 

customers is seen to be more attractive in TikTok compared with other social streaming 

platforms. TikTok enables NA-KD to provide an authentic side of it for their customers. 

TikTok also allows the brand to join cultural, musical and dance challenges, which help them 

to attract more customers. Na-KDs marketing content comes from three main sources: (1) 

content created in-house, (2) content created by influencers and (3) user-generated content from 

their customers. The brand also allowed influencers to sell their products by sharing them in 

their private accounts and mentioning discount codes. It helps NA-KD to remain in the minds 

of customers, which results in stronger relations with their brand. Gunnilstam (2020) cites Evan 

Thomas - head of social streaming platforms at NA-KD:  

  

Before you start driving sales through TikTok, make sure to first focus on 

creating content that your potential customers would see from their own friends. 

Work with influencers and customers to create a steady stream of posts to gain 

new followers. Once your brand has a significant following, start testing 

different ways to drive sales. But remember, content can't be too salesy. Interact 

with your followers. Respond to all comments and questions and interact with 

other users on TikTok.   

                                                                 

                                Evan Thomas - Head of social streaming platforms at NA-KD (2020)   

 

 

 

 

 

 



 

5 Empirical Findings & Analysis 

 
 
This chapter presents our findings and analysis. The chapter illustrates how consumers 

perceive NA-KD brand image on TikTok. The analysis will be linked to the marketing concepts 

described in chapter two.  

  

  

5.1 Brand image of NA-KD on TikTok   
  

This chapter generates an understanding of how consumers perceive NA-KD's brand image on 

TikTok. The tables provide an overview of the discussion of each section and are based on 

consumers’ perception. 

  

5.2 Value Proposition   
  

The first dimension, value proposition as a benefit of social streaming media, refers to what an 

organization offers their consumers that is perceived as valuable. The value proposition 

element concerns the combination of appealing arguments directed to consumers (Urde, 2013). 

These arguments can be synonymous with motives and explain why potential and existing 

consumers choose to watch and interact with, in this case, NA-KD. As aforementioned, motives 

consist of values, otherwise consumers would not bother interacting (Peters et al., 2013). For 

consumers to interact with NA-KD's content, the content or interaction must be perceived by 

the consumer as containing any of the three stated values, namely intellectual value, social 

value, and cultural value (Peters et al., 2013). TikTok allows brands such as NA-KD to 

communicate and create values for the consumers. This indicates that TikTok fulfills the 

element of value proposition in Urde’s (2013) Corporate Brand Identity Matrix. TikTok and 

other social streaming service platforms can be useful for brand managers that seek to enhance 

their organization’s brand image. There are three values that can be proposed through social 

streaming services. Although all values deserve consideration, social value is perhaps the most 

proposed value. This is evident in the findings from the interviews.  

 

Some participants attributed importance to all three values whereas some perceive one of the 

values being more meaningful than the other values. On one hand, Marie said, “I believe all 

three (values) contribute to creating value, yes absolutely”. Anne emphasized two of the 



 

values, namely intellectual (content) value and social value (interactivity), as she emphasises 

importance on interactivity because it gives a response back to the organization whether the 

consumer values your activity.  Anne stated, “The posts are important that they appeal to the 

target group, but then it is also important that there is interaction, because without interaction 

you do not know if your followers like what you post”. Lisa, on the other hand, mentioned social 

value as being more important for social streaming platforms consumers, thus emphasizing 

organizations that interact with their followers by commenting, duetting, and competing: 

“Well, I think that interacting with consumers is perhaps the most important (aspect in social 

media)”. We can therefore assume that social value has a slight significance over intellectual 

value and cultural value, as the importance of interactivity (social value) is mentioned in all 

three excerpts.  

  

As stated, social streaming services like TikTok enhance the brand image of organizations by 

offering social value. This was further strengthened when the participants were asked about 

what makes NA-KD more unique than other fashion brands on TikTok. A shared perception 

between most respondents was that NA-KD interacts with their followers by making their 

content interesting and interactive. Ken said the following, “One thing that is unique with NA-

KD is that they try to appeal to consumers, as I hear this music and see this trend, I get more 

interested in watching more videos”. Similarly, Sara argued that NA-KD communicates well 

through TikTok with the layout of the posts and how they keep up with trends “I think that, as 

already said, they use influencer videos, how they style it, and the way they do trends…They 

reach the target group better… I think they communicate well because they usually have 

collaborations”. Overall, it could be argued that the participants experienced that NA-KD 

offers value through social streaming service activity on TikTok. The participants emphasized 

interactivity as being an important component in perceived value, and that most participants 

perceive that NA-KD proposes some value through TikTok, primarily social value.  

  

However, even though most of the participants thought NA-KD possessed uniqueness, one 

participant was a little more hesitant. Amanda stated that she saw nothing distinctive in NA-

KD’s collection, “The clothes that NA-KD market and the clothes that they sell do not feel so 

different from, for example, Nelly [...]” However, Amanda then admitted that there is 

something that distinguishes NA-KD from other fashion brands:  

  



 

[...] there are so many influencer girls who wear the clothes and show what it 

looks like to a real person [...] it is mostly at home and the background is, like, 

perhaps at home compared to other fashion brands which show (their collection) 

perhaps on the beach or in nature - Amanda 

  

For the most part, the participants seemed to agree that there is something that distinguishes 

NA-KD from other fashion brands by judging from their TikTok activity. Most of them agreed 

that NA-KD is unique in the way that they are interactive above all, but also funny and playful 

in their content, and that they are more “ordinary” in their way of marketing their collections. 

Hence, showing us how social streaming activity helps create value which in turn builds brand 

image.  

  

Another advantage of using TikTok is that it allows for organizations to create meaningful 

messages with timely moments, which can induce positive responses from consumers because 

the consumers perceive value (Mazerant et al., 2021).  Real-time marketing and Immediate and 

Timely, refers to how NA-KD adapts to relevant and timely topics in the eyes of consumers. 

As earlier mentioned, brands align their motives with timely moments, and publish this 

immediately while the topic is relevant (Peters et al., 2013). Real-time marketing creates 

meaningful messages for social streaming platform consumers, which in turn means that RTM 

creates value for social streaming platforms consumers. Real-time marketing and Immediate 

and Timely are social media advantages that cover the Urde’s (2013) element of value 

proposition. This advantage is visible from Lisa’s answer when she was asked about what she 

thought is meant with the phrase “TikTok is everywhere, so NA-KD is everywhere anytime as 

well”. Lisa answered, “I think it is good, solid, and fast (way of marketing). We live in a time 

where everything is fast, you must always be ready for everything […] and you keep up (with 

the trend), so yes, I like it”. The same advantage can be interpreted by Amanda’s answer, as 

she believed that if an organization can market itself on TikTok, then it will be visible to 

everyone. Amanda said, “It means that they market themselves on TikTok, and then yes, 

considering that we (today) have access to the internet and all the social media, so therefore 

NA-KD is everywhere as well [...]”. Lisa aims to the same point, as she gives a depictive 

explanation of what the phrase means:  

  

No matter where you are, you can be on the bus, you can sit on the train [...] 

there they (NA-KD) are. They appear on your TikTok feed suddenly and perhaps 



 

you see a nice outfit and you think: Oh, I am going to buy it… They are 

everywhere, you can just sit (somewhere) and just watch a fun TikTok and then 

suddenly you buy pants - Lisa  

  

Another question connected to real-time marketing was: “If NA-KD publishes trendy content, 

does that catch your attention?”. To this question, the respondents were not on the same page. 

On one hand, you have participants who had a positive attitude towards brands following 

trends, whereas on the other hand; some respondents expressed disinterest. Sara was one of the 

more optimistic towards organizations keeping up with trends. She was also more optimistic 

about TikTok as a social streaming service platform for keeping up with trends. According to 

Sara, TikTok as a platform is fast paced, meaning that trends change quickly because the 

environment is such. Sara believed that, even though organizations may face challenges, NA-

KD seems to be adapting well in TikTok:  

  

Well, I think (that) they (NA-KD) seem to be good at following trends, I guess it 

can be very difficult for them because… Well, it is not easy, especially on TikTok. 

It is such a fast environment in a way that everything changes so fast, songs are 

trendy for three weeks and then they are gone. So, I think they stick very well to 

the trends, which in my opinion is good since I am affected by that - Sara  

  

Lisa seems to share the same thoughts as Sara regarding trendy content, as she states “[...] Yes 

it would have attracted a lot of attention because I have been in (NA-KD’s page) and watched 

their videos and they have made several videos with trends so I think it would have attracted 

(attention)”. However, in contrast to Sara and Lisa, Ken shows disinterest in trendy content, 

as he expresses “Eh for me, I probably would not have been so interested. For me it would not 

(have) appealed very much, personally”. However, Ken seems to be the only one showing 

disinterest, as all remaining respondents express a favourable attitude towards organizations 

that adopt “trendiness”, Anne states for instance:  

  

Eh, yes, it would be so. Because, even if it is kind of a dance trend [...] if you pay 

a little-known influencer to dance to a trend, with your clothes… then it will… 

then the TikTok (video) itself will perhaps become a little more famous, because 

of the dance…  but then many will check out the clothes [...] You (initially) only 

see the girl that dances, but it is the outfit that stands out, so yeah - Anne  



 

  

NA-KD, by keeping pace with the trends and thus being immediate and timely in their social 

streaming platforms activity, create a perception of being meaningful in the consumers’ minds. 

As Sara stated, she perceived real-time marketing and targeted content as being something 

positive, it affects her. As regards to targeted content, when asked about is they perceive 

targeted content as more interesting than general content, Anne believes that targeted messages, 

if done correctly, can be of benefit for organizations. Targeted content can be seen as an 

advantage that social streaming services possess over traditional marketing. Anne said, “ […] 

it would have been easier to appeal (with targeted message) to someone who is interested in 

that kind of post”. 

  

  

  

Table 2 

 
NA-KD's value proposition in consumers’ minds 

Dimensions  Category  Sub-category  Illustrative examples  
 

Value proposition   Values in motives All three values 

considered equal  
Marie: I believe all three values 

contribute to creating value, yes 

absolutely  
  

    Intellectual value & 

Social value  

Ken: The posts are important that 

they appeal to the target group but 

then it is also important to have 

interaction (with consumers).  

  

    Social value  Anne: Well, I think that acting 

with consumers is perhaps the 

most important (aspect).  

  

  What makes NA-KD 

unique  

Trendy content  Ken: they try to appeal to 

consumers, as I hear this music 

and see this trend, I get more 

interested in watching more 

videos.  

  



 

    Unique content 

styling by 

influencers  

Sara: […] they use influencer 

videos, how they style it, and the 

way they do trends [..]  

  

    Appealing to 

average consumers  

Amanda: As we can see from their 

TikTok site, there are so many 

influencer girls who wear the 

clothes and show what it would 

look like to a real person […] and 

the background is at home 

compared to maybe other 

companies which show perhaps 

the beach or nature.  

  

Real-time marketing 

and Immediate and 

Timely  

“TikTok is 

everywhere […]”  

They keep pace with 

the dynamical 

environment  

Lisa: […] where everything is 

fast, you must always be ready for 

everything […] and you keep up 

(with the trends) […]  

  

    They are accessible 

for the masses  

Amanda: […] yes, considering 

that we (today) have access to the 

internet and all the social media, 

so therefore NA-KD is everywhere 

as well […]  

  

    They are 

omnipresent  

Anne: They are everywhere, you 

can just sit (somewhere) and just 

watch a fun TikTok and all 

suddenly you buy pants (from NA-

KD).  

  

  NA-KD relating to 

trends and timely 

topics  

Relates well to 

dynamical shifts  

Sara: it is such a fast environment 

in a way that everything changes 

so fast […] So, I think that they 

(NA-KD) stick well to trend, which 

in my opinion is good […]  

  



 

    Catches your eye 

first, attention 

second  

Anne: you initially see the girl 

that dances, but it is the outfit that 

stands out […]  

  

 

  

5.3 Interactivity and Relationship  
  

First, the interactivity dimension, as a benefit of social streaming media, enables NA-KD and 

its consumers to interact with each other on TikTok. The interactivity is usually reflected in the 

organization’s brand image. Consumers that engage with organizations on social streaming 

platforms have stronger relationships than consumers who do not interact at all (Hudson et al., 

2016). Thus, this can be seen as contributing to the relationship element of Urde’s (2013) 

Corporate Brand Identity Matrix. This further indicates that, TikTok and social streaming 

services in general, can be useful for brand managers when interactivity is needed for the 

organization’s brand image. This is evident in Anne’s answer, as she believed NA-KD 

promotes interactivity through competitions and events. Anne said, “they have competitions 

and stuff like that [...] So yes, there we have interaction but it's just to win, win stuff, so I don't 

know if it counts”. Lisa believed NA-KD promotes interactivity by using trendy music and 

funny content. Lisa said, “they do this music that is trending, and you get more interested in 

watching more videos on their account […] so they have good interaction they get it out in 

kind of a fun way” Anne and Lisa agreed that they are happy to interact with NA-KD on TikTok 

and Marie supports them by stating the following, “they are usually quite quick to reply when 

you write to them [...] in my circle it's been very positive... positive feedback, so you get a 

connection back.”   

  

Second, the relationship dimension, as a brand image creating tool, reflects and defines a brand 

image where consumers’ choice of a brand reflects the consumers’ perception. The way a 

corporate brand relates to its consumers should reflect the corporate brand image which results 

in a relationship (Urde, 2013). When it comes to NA-KD, it is important for them to maintain 

a relationship that reflects and defines their brand image for their consumers.  Consumers share 

at least one aspect about NA-KD that shapes their relationship with them. That one aspect is 

engagement and according to Kapferer (1997), a brand must maintain trust, respect, and 

engagement to attract more consumers. This further indicates that social streaming services 

like TikTok can indeed be useful for brand managers who seek to improve their organization’s 



 

brand image. This advantage is visible in the respondents' answers on the question “Do you 

perceive NA-KD as engaging with their followers on TikTok?”. Most of the consumers 

believed that NA-KD engages consumers through constant entertainment and adventurous 

contents where Lisa argued the following, “they've posted one with university major outfits 

because it was a trend before to make kind of fashion videos depending on what you're 

studying” Amanda stated that NA-KD engages their consumers by providing them with 

insights on its working environment and its staffs’ fashion styles. Amanda said the following, 

“for example the video we watched is the outfit of the day in the office so they might be showing 

their employees what they're wearing” Additionally, the engagement of consumers is reflected 

by Sara, “they try to create an experience so that the person watching the video will experience 

the same thing”. Sara continues with her statement:  

  

Like here is a video of a girl who has a nice green dress on she sits in a boat in 

maybe Venice and it just looks so nice and you have something like they create 

an experience, a feeling, and a desire to experience something like that, and 

maybe so you cannot all people experience to travel to Venice and go on that 

boat, but you can get there in some way maybe buy the dress. - Sara   

  

The target audience can create positive attitudes towards the brand only if it corresponds to its 

self-image (Urde, 2013). In NA-KD’s case, the target audience (consumers) expressed positive 

feelings toward the brand where Anne, among others, claimed that NA-KD tailors their content 

to appeal to women, “They interact quite well, because usually I get clips from other girls 

where they make the day's outfits [...] So, it seems like they know what I want [...] so that's 

good.”. There are additional aspects regarding the advantages of social streaming platforms 

which are social sharing and personalized communication (Kotler & Armstrong, 2018). 

Amanda mentioned what TikTok contributes to NA-KD as the following: “I think TikTok is a 

great marketing site because most people today are on TikTok [...] TikTok is everywhere. I 

think it's good that companies market themselves on TikTok”. Sara agreed with Amanda on 

this subject by arguing that the following “TikTok is popular especially among people of my 

age” She further pointed out that TikTok enables for NA-KD a better interaction with their 

consumers because it is possible to create video-based contents that could go viral, and she 

continued with the following “it is easy for companies to express themselves through videos''.   

  



 

According to Simon and Tossan (2018), a brand-consumer social sharing is seen as a form of 

perceived relationship investment where the investment defines how consumers perceive the 

brand’s attention and resource to strengthen their relationship. In this aspect, Amanda and Lisa 

perceived NA-KD as a brand that engages in strengthening the relationship between them and 

their consumers. While Sara did not share the same perception as she perceived that NA-KD 

is failing to use TikTok as a platform to strengthen the relationship with their consumers 

through diversification and inclusion. Sara stated the following:  

   

They have like one and the same body, most of them look like the same way 

there's not much diversification in how it looks, and I think maybe that's not good 

especially when we live in a time where most brands are still trying to include to 

consumers. - Sara  

  

Thus, it could be argued that social streaming platforms contribute with engagement and social 

sharing capacities which provides means for organizations like NA-KD to strengthen its brand 

image overall. In this case, three consumers agreed that NA-KD engages in strengthening the 

relationship between them on TikTok. Except Sara, who stated that there must be 

diversification in their content. According to Kotler and Armstrong (2018), social streaming 

platforms are also targeted and personal which enables brands to create and share customized 

content towards individual consumers. Amanda claimed that NA-KD's TikTok posts are 

personal in the sense that they create content that are relatable which the consumers can 

recognize themselves in. Amanda said, “they show for example outfits not just a sweater or 

pants so you still get a thought in your head that you can combine this with a pant or this 

sweater”. She further claimed that “girls know best what it feels like to have a sweater that 

you can't combine with anything else, so it just sits in the closet. so, I think they do a good job”.  

  

In accordance with Amanda’s statement about if consumers perceive NA-KD as being 

personal, Lisa claimed that NA-KD uses regular girls, that represent everyday life, in their 

contents which makes her recognize herself in their contents. She continued by claiming, “so 

it's a bit more appealing because it feels a bit more personal and a bit more fun.”. As a result, 

consumers will be more likely to respond to this kind of personal advertisements because it 

serves as an interactive function as well as a self-evaluation that constitutes potential for 

relationship (Padgett & Mulvey, 2009).   

  



 

  

 

 

 

 

 

 Table 3 
The interactivity and relationship between NA-KD and its consumers  

Dimensions  Category  Sub-category  Illustrative examples  

 

 
The interactivity 

between NA-KD 

and its consumers   

  

Interactions  Competitions  Anne: “they have competitions and stuff 

like that [...] So yes, there we have 

interaction but it's just to win, win stuff, 

so I don't know if it counts”.  

    Trends  Lisa: “they do this music that is 

trending, and you get more interested in 

watching more videos on their account 

[…] so they have good interaction they 

get it out in kind of a fun way”  

    Reply  Marie: “they are usually quite quick to 

reply when you write to them [...] in my 

circle it's been very positive... positive 

feedback, so you get a connection back.”  

  

The relationship 

between NA-KD 

and its consumers  

Engagement  Trends  Lisa: they have posted one with  

university major outfits because it was a 

trend before to make kind of fashion 

videos depending on what you are 

studying.          

                                       

    Outfits  Amanda: “for example the video we 

watched is the outfit of the day in the 

office so they might be showing their 

employees what they're wearing”               

                                           

    Adventures  Sara: “they try to create an experience 

so that the person watching the video 

will experience the same thing”.  



 

  Social sharing  Site  Amanda: “I think TikTok is a great 

marketing site because most people today 

are on TikTok [...] TikTok is everywhere. 

I think it's good that companies market 

themselves on TikTok”.  

    Popular  Sara: “TikTok is popular especially 

among people of my age”  

  Personal  Feeling  Lisa: “so it's a bit more appealing 

because it feels a bit more personal and a 

bit more fun.”.  

 

 

                                                                                                                                                                                     

5.4 Positioning 
  
The positioning dimension as a benefit of social streaming platforms, enables NA-KD to 

position its corporate brand in the hearts and minds of the consumers (Urde, 2013). Thus, in 

addition to the value proposition and relationship element, social streaming platforms also 

contribute to the positioning element of Urde’s (2013) Corporate Brand Identity Matrix. This 

advantage can be showcased in our respondents' answers when asked what they think of NA-

KD's positioning on TikTok. There are mixed feelings about NA-KD’s perceived positioning 

on their TikTok page. Two of the respondents perceived NA-KD as not being indulgent. The 

participants based their opinions on the fact that their collaborators seemed to have a certain 

appearance. Anne expressed that the girls are mostly white, tall, and skinny, “... Only white, 

Caucasian, white girls who are tall and skinny. I do not see… I do not see any dark-skinned 

girls, I do not see any mixed girls, I do not see bigger girls, no such thing. So, I do not know, it 

contradicts a little bit…”. Anne expressed clear opinions on how she perceived that NA-KD 

does not promote diversity by merely looking at their TikTok content. Similarly, Marie 

expressed that she would like to see some different shapes, as she stated, “There are more 

slender and tall girls, so like, you might want to see a little more shapes on women for 

example…”. Our findings seem to be in contradiction with what NA-KD promotes in their 

homepage. Under ‘our values’, NA-KD mentions inclusion as one of their values and depict 

this with a mixture of women. This would suggest that NA-KD fails to align its actual position 

and its direction with the intended position, thus missing the link between the position and the 

mission and vision which is shown with a diagonal arrow in the CBIM matrix (Urde, 2013).  

  



 

In general, a common perception among the participants seems to be that the NA-KD targeted 

group is young girls. Sara argued, “...Or as I have understood it, their target group is, Ehm 

yes, young women between the ages of 15-25”. Likewise, when asked about why NA-KD exists 

on TikTok, Amanda answered, “Because I think their (target) age group is 15, 16 to maybe 

30-years-old, and most consumers on TikTok are just that age, especially the young girls…”.   

  

Lisa shared the same perception as Amanda and Sara. When asked what she thinks about NA-

KDs marketing activity on TikTok, Lisa explained that NA-KD uses TikTok to create fun 

content and reach out to younger generations, because that is what appeals to them:  

  

I think they are good (at marketing), especially in the way they make their videos, 

they make them funny which makes it easier to reach out to younger people 

compared to people who are 40-50 years-old, for the majority of those who are 

on TikTok are between 15 to 35-years-old… - Lisa  

  

When investigating NA-KD’s TikTok content, we can see that most of the respondents arrived 

at the same assumption. The respondents assumed NA-KD’s target group as white, tall, and 

slim girls in the range of 15-35 years-old. This mutuality serves as an example of how a brand 

positions itself in social streaming platforms, and how social streaming platforms activity 

builds a brand image. More specifically, the results derived from the interviews shows how 

NA-KD’s social streaming platforms activity affects the perceived brand image. According to 

Peters et al. (2013), social streaming platforms promote social interactions which result in 

deepening connection between organizations and consumers. In this case, Amanda and Sara 

agreed that NA-KD promoted interesting marketing for the young women out there which 

attracts them in a trendy and funny way. As already stated in two previous sections, the 

consumers clearly value interaction initiatives by organizations.   

  

When asked about what they think of NA-KD being present on TikTok, the respondents 

expressed different opinions. Lisa said, “By looking at their page, I think it looks young, 

feminine, fresh, and there are lots of colours”.  When asked the same question, Amanda said 

that would not necessarily call it marketing, as it is not disruptive: 

 

I do not directly see it as marketing, sure it is (in) their (TikTok) page, but there 

are (also) many influencers that show their clothes. It does not have to be 



 

advertising; they just show their outfits […] they really want to show off their 

products and they are not perceived as disruptive or forcing you to buy. That is 

how I experience (good) advertising, for example. – Amanda  

 

It seems to be a shared perception among the respondents that NA-KD uses influencers and 

other third parties to market their products. This shared perception is in alignment with NA-

KD's value of collaboration stated in their homepage. Likewise, when asked why she thinks 

NA-KD is present on TikTok, Amanda stated, “[…] they can use TikTok influencers who can 

upload in NA-KD’s TikTok account […] and then that also draws in customers, because they 

use famous faces in their content”.  

  

Table 4  

NA-KD's positioning on TikTok in consumers’ minds  

Dimensions  Category  Sub-category  Illustrative examples  

 

 

Positioning  Target group  Not inclusive  Anne: […] Only white, white chicks 

who are tall and skinny. I do not see 

any mixed girls; I do not see bigger 

girls […]  

  

    Age group  Amanda: I think their target is 15, 

16 to 30-years-old, and I think most 

consumers on TikTok are 

somewhere that age […]  

  

    Why NA-KD 

positions itself on 

TikTok  

Anne: and then as I said, it is very 

common for girls to share outfits on 

TikTok, so why not take the 

opportunity and do some marketing 

by using the same layout as regular 

girls use […] (it is) more attractive 

when you see this, especially since it 

is what girls on TikTok want.  

  

Lisa: […] they make them funny 

which makes it easier to reach out to 



 

younger people compared to people 

who are 40-50 years-old, for the 

majority of those on TikTok are 

between 15-35 years-old.  

  

  Thoughts on NA-KD 

being on TikTok  

An opportunity to 

utilize influencers  

Amanda: There are (also) many 

influencers that show their clothes 

[…] they show their outfits […] This 

is how I experience (good) 

advertising, for example.  

  

      Lisa: They can use TikTok 

influencers who can upload in NA-

KD's TikTok account […] and then 

that also draws in customers […]  

 

 

 

 

 

 

 

5.5 Consumers’ perception of NA-KD’s brand image on TikTok 
  

In this chapter, we have conducted an analysis of the qualitative data derived from interviews. 

We have focused on each external element (Urde, 2013), and to each element we connected 

social media advantages derived from Kotler and Armstrong (2018). We did this to illustrate 

how social streaming media, especially TikTok, helps to build brand image of NA-KD.  

  

In the theoretical framework, we presented social media advantages from Kotler and 

Armstrong (2018) and added Peters et al. (2013) values in motives to complete our framework. 

Prior research had found that consumers that interact with certain content are driven by 

motives, meaning that there is a driving force behind the communication. Consumers watch 

and interact with contents because they see value in organization’s motives. Our findings 

suggest that social streaming consumers value content and activity on social streaming 

platforms. In addition to that, our findings show that social streaming consumers value the 

social aspect the most, especially social interactions. Another social media advantage was the 

possibility to market in real-time and keep up with timely topics, which in turn adds value to 

the social streaming platform consumer. Note that these are social media platform advantages 



 

and are applicable for social media platforms such as Facebook and LinkedIn. However, what 

social streaming services offer is a platform completely based on videos and snippets. 80% of 

internet traffic was forecasted to be video by 2019, and 74% of consumers are more likely to 

buy a product after watching a branded video (Gilbert, 2019). According to Gilbert (2019), 

streaming videos increase customer engagement. According to Kotler and Armstrong (2018), 

real-time marketing helps gain attention from social streaming platform consumers and helps 

induce consumer responses. From our findings, we can conclude that so is the case, as almost 

all participants expressed positive thoughts about real-time marketing, acknowledging that by 

being present on social streaming platforms, a brand is accessible, omnipresent, and up to date. 

  

As regards to the relationship element, we connected it with the social media advantages such 

as interactivity, engagement, and social sharing (Kotler & Armstrong, 2018). According to 

academic research, social streaming platforms offer the opportunity to connect with consumers 

through a brand’s social steaming platform page (Kotler & Armstrong, 2018), which is an 

advantage that traditional marketing cannot offer. In comparison to other social media 

platforms, social streaming service platforms offer more tailored content and a platform for 

keeping up with trends. According to Montag et al. (2021), the crux of interaction in TikTok is 

not between the users and their social network, but between the users and a personalised version 

of themselves. In the theoretical framework we referred to Simon and Tossan (2018) who stated 

that social sharing is perceived as a relationship investment. In our findings, most of the 

participants were in alignment with this statement, as most participants perceived NA-KD as a 

brand that engages in relationship building. Likewise, most of the participants believe that NA-

KD engage their consumers through entertainment and adventurous content. According to 

Kotler and Armstrong (2018), social streaming platforms are targeted and personalised, and 

consumers are more likely to respond to personalised content. This statement is solidified by 

the consumers as they perceived personalized content as being more appealing and fun.  

  

Lastly, the position element, which consisted targeted and social interactions. In our theoretical 

framework, we referred to Peters et al. (2013) who stated that social streaming platforms 

promote social interactions which in turn result in deepening connection between organizations 

and consumers. Our findings are in alignment with this statement, as our participants perceived 

that NA-KD promotes interesting marketing for the young women out there which attracts 

them in a trendy and funny way. Our findings show negative feedback as well as we also 

compared the perceptions of consumers (brand image) with NA-KD’s mission and vision 



 

(brand identity) and found that, even though NA-KD promotes diversity as a corporate value, 

the social streaming consumers do not perceive them as being inclusive and diverse. However, 

we found that NA-KD also promotes collaboration, and that is also is perceived that way by 

the consumers. 

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

6 Conclusion 
 

 

This section presents a summary of the thesis, followed by a conclusion about how consumers 

perceive NA-KD’s brand image on TikTok. Thereafter, the theoretical and practical 

contributions will be presented, and a critical review will be concluded. Lastly, there will be 

suggestions for future research. 

 

  

6.1 Summary of the thesis 
  

This thesis explored how consumers perceive NA-KD’s brand image on TikTok, including 

both the positive and negative aspects of consumers’ perception. Our main theory is brand 

image, and we used the already existing Corporate Brand Identity Matrix (CBIM) (Urde, 2013), 

more specifically the external elements presented in this matrix as part of our own framework. 

Our theoretical framework combines the advantages that the social media offers and CBIM’s 

external elements. The external elements of CBIM focused on value proposition, relationship 

and position elements that affect consumers’ perception towards the brand. 

  

Since the aim of this study was to generate an understanding of consumers’ perception of NA-

KD’s brand image on TikTok, our study used a qualitative approach. The data collection 

included a qualitative content analysis of TikTok as a social streaming platform as well as it 

included one-to-one interviews with consumers. Interviews provided an insight into 

consumers’ perception. The consumers’ perception of what the NA-KD as brand stands for 

varied which indicates the consumers awareness of the brand image. However, not all the 

consumers were fully committed to NA-KD as a brand. The results showed that NA-KD’s 

brand image does cohere with NA-KD’s marketing strategies since the participants perceived 

NA-KD as young, diverse, funny, and trendy. In addition, perceptions of several participants 

were even negative, and three of the participants claimed that NA-KD is not perceived as 

promoting diversity and therefore the participants suggest NA-KD to be more inclusive. In 

conclusion, the general picture of NA-KD’s brand image was positive and it did cohere to NA-

KD marketing strategies for the most part.  

  

 



 

6.2 Thesis conclusion 
 

The purpose with this study was to examine how marketing activity on social streaming 

platforms, more specifically TikTok, helps build brand image among consumers. Marketing 

campaigns on TikTok can have positive and negative effects on brand image. The essay began 

with prior research about social media advantages and was moulded into a theoretical 

framework consisting of its impact on brand image. The case study was meant for us to see 

how it would fit (or depart) from the existing literature and the compelling framework, and if 

the case study extends that literature. The findings from this research suggests that creative, 

funny, and attractive content is valued by social streaming consumers. The findings also 

suggest that consumers perceive creative and funny content as being something trendy, that 

contains challenges and trends, whereas; an attractive content is anything that is perceived as 

aesthetically pleasing, containing colours and/or themes. The findings of this study also seem 

to correlate with prior research who have stated that organizations that engage with their 

consumers are perceived as interactive and have stronger relationships. However, this essay 

suggests that social streaming platform activity, if done incorrectly, can also hurt an 

organization's brand image. The findings from this research suggest that if an organization is 

not inclusive, it can be perceived as hypocritical among other things. All in all, this research 

indicates that activity on social streaming platforms has a positive effect on an organization’s 

brand image if it is funny, creative, attractive, interactive, and inclusive. Social streaming 

platforms are becoming even more popular, and newly emerged platforms such as TikTok 

bring opportunities that should not be ignored by brand managers. Social streaming platforms 

are unique as they are completely based on videos and snippets and revolve around 

trends. Marketing activity in social streaming platforms, and its effect in building brand image, 

should be made more general amongst brand managers who seek brand awareness and to 

mediate brand identity. 

 

 

 

6.3 Theoretical & Practical contributions 
 

In the first chapter, we referred to previous literature and stated that there is lacking research 

that has examined users’ engagement to advertisement in social streaming platforms 

(Harmeling et al., 2017). This paper provides theoretical contribution by qualitative data 



 

derived from interviews. The findings show us that consumers have positive attitudes and are 

engaged towards interesting, attractive, and funny advertisements or contents. This essay also 

provides a practical contribution for brand managers who seek to strengthen brand image 

through social streaming services.  

 

As regards to qualitative data, the previous study of Genoveva (2021) proposed that future 

researchers should do qualitative research to complement the quantitative data derived from 

their study. Genoveva (2021) proved that content marketing on TikTok has the greatest 

influence on brand awareness and brand image. In this study, I have collected data from 

interviews, which is a qualitative research method. The findings from this research show us 

that a qualitative research method not only complement the prior research of Genoveva (2021), 

but also strengthens its findings. This research has findings that indicate that social streaming 

consumers value content marketing and attach value to content that is perceived as attractive, 

interesting, and interactive (involves user participation). Thus, this study has a theoretical 

contribution.  

 

Gesmundo et al. (2022) proposed that future researchers should examine other demographic 

groups other than millennials. This essay did a qualitative research method through interviews, 

in which the respondents were 21 or 22-years-old, except for one respondent who was 28 years 

old. Dolot (2018) states that people who are born after 1995 are considered generation Z. This 

essay has shown us that marketing campaigns on TikTok have considerable impact on brand 

image and brand awareness on generation Z if the content is perceived as containing the values 

above. This study shows that generation Z do not differ from millennials when it comes to 

social streaming consumption and response.  

 

6.4 Critical review & suggestions for future research 
  

This thesis explored the three external elements of CBIM and the seven concepts regarding 

social streaming platforms contributions. However, this thesis did not shed light on the CBIM 

in large since our research was based on consumers’ perspective and not on the organizations’. 

The future research could explore the organization's perspective and investigate the brand 

image projected by NA-KD as a brand and match it with the brand image to find out any 

potential gaps. We also took into consideration only three external elements of the matrix, but 

there are two layers; internal and external/internal elements – those could be taken into 



 

consideration as well. Finally, this study only explored seven different advantages the social 

streaming media has to offer. Future studies could study more different advantages and even 

other social streaming platforms than TikTok and compare which social streaming platform 

can offer better marketing possibilities. 
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Appendix A - Intervjuguide 

  

Introduction  

Hi! We are economics students at 

Kristianstad University and now we are 

writing our thesis on  how consumers 

perceive NA-KD brand image through 

Tiktok. We want to know how you view and 

respond to marketing by TikTok as a social 

streaming  platforms marketing tool by 

letting you answer our questions in this 

interview. We are going to record the 

conservation so we will be able to transcribe 

and use the information in our thesis and 

everything we record will be anonymized. 

We are glad that you are here. 

 

Questions Keywords 

1. What do you think about Tiktok? social streaming  platforms 

2. How much would you say you 

consume TikTok? 

Interactivity 

3. How often do you watch NA-KD 

uploads on TikTok? 

Interactivity 

4. How do you perceive NA-KD on 

tiktok?  

Value proposition 

5. What do you think about NA-KD on 

tiktok?  

Value proposition 

6. Do you think that NA-KD 

communicates well with you and 

other consumers on TikTok? 

Value proposition 

7. What makes NA-KD unique from 

other fashion brands? 

Value proposition 

8. What kind of relationship do you 

have with NA-KD on Tiktok? Could 

you describe it? 

Relationship 



 

9. What thoughts do you have on NA-

KD tiktok page? What feelings? Do 

you feel attached?  

Relationship 

10. What do you think about their 

positioning on Tiktok? Any thoughts 

about it? 

Position 

11. Why do you think NA-KD exists on 

Tiktok? 

Position 

12. What do you think about NA-KD 

marketing on Tiktok? 

Position 

13. Name three characteristics which are 

associated with NA-KD? If NA-KD 

could be a person. 

Relationship 

14. “Tiktok is everywhere, so NA-KD is 

everywhere anytime” What do you 

think about it? Does it tell you 

something? 

Immediate and timely 

  

Real-time marketing 

15. Do you perceive NAKD as being 

interactive with their followers on 

TikTok? 

Relationship 

16. As regards to NAKD, do you see 

value in the content, the interaction 

with consumers, or the evaluation 

(critic) from other consumers. Or do 

all contribute? 

Value proposition 

17. If NAKD publishes trendy content, 

does that catch your attention? Do 

you see meaning in it? 

Real-time marketing (value proposition) 

18. Do you perceive targeted (personal) 

communication as more interesting 

than general? 

Targeted and personal 
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