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Abstract: This article analyzes the role of TikTok as a digital promotional
platform for Micro, Small, and Medium Enterprises (MSMEs), with particular
attention to algorithmic visibility, short-video interaction, live streaming,
influencer involvement, and social commerce features. Using a Systematic
Literature Review approach, this study synthesizes 33 relevant articles published
between 2020 and 2026. The analysis is guided by the Stimulus Organism
Response framework to explain how TikTok features act as marketing stimuli,
how consumers process those stimuli through trust, attention, perceived value,
and emotional engagement, and how these processes lead to marketing responses
such as brand awareness, engagement, purchase intention, and sales
opportunities. The findings indicate that TikTok can support MSME promotion
when business actors are able to create consistent, authentic, interactive, and
audience-relevant content. However, the effectiveness of TikTok is not
determined by platform algorithms alone, but also by digital literacy, content
quality, consumer trust, and MSME readiness to maintain long-term customer
relationships.

Keywords: Digital platform, Digital consumer behavior, MSMEs, Social media
marketing, Stimulus Organism Response, Social commerce, TikTok marketing.

1 Introduction

MSMEs have experienced a paradigm shift in how they communicate with customers,
launch products, and maintain customer relations thanks to digital transformation. In
the case of MSMESs, digitalization is no longer a mere promotional activity, but an
important factor to enhance the competitiveness and sustainability of businesses. For
MSMEs, social media offers a relatively inexpensive marketing platform to tap new
customer bases, keep customers engaged, and to gain wider market access more
efficiently. Moreover, digital transformation can boost the efficiency of business
operations, foster a customer-centric approach, and empower MSMEs to make more
informed business decisions based on market trends and changes [1]. All that makes
TikTok more relevant: it brings entertainment with social interaction, algorithmic
recommendations, and social commerce together in one platform ecosystem. The
difference is that, unlike other platforms that rely predominantly on follower networks,
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TikTok has a system of recommendations that relies on people's interests, so that
MSME content can reach larger audiences based on user behavior. Last but not least,
TikTok is not only a content-sharing platform; it is a digital marketing arena with an
impact on product discovery, evaluation, and reaction. Previous research has shown
that using digital marketing and e-commerce has a positive effect on the financial
performance and sustainability of MSMEs [2]. Besides, social commerce, influencer
marketing, and live streaming commerce are also consumers' trust, engagement, and
purchase intention [3], [4], [5].

However, the majority of the studies still consider social media in general
without focusing on the characteristics of social media platforms or the content creation
and analytical ability of consumers, let alone the limited abilities of MSMEs in digital
literacy. [5], [6]. One of the drawbacks of previous studies is that they have not
distinguished TikTok from other platforms, but the algorithmic reach enables MSME
content to be viewed outside their follower base on TikTok. [7]. To fill the gap, the
Stimulus Organism Response (SOR) theory is used as the main theory to systematically
review and analyze the effectiveness of TikTok. As a structured lens, the SOR theory
helps to decipher the way that TikTok's digital stimuli affect consumer psychological
organisms and then behavioral responses. This research uses a Systematic Literature
Review (SLR) method to carry out research and make a synthesis, which has selected
and evaluated 33 relevant academic articles that are relevant. This approach aims to
address the following research questions: RQ1: How has TikTok as a digital promotion
medium influenced MSMEs? RQ2: How effective is TikTok in improving the
marketing performance of MSMEs? RQ3: What are the factors that affect the successful
use of TikTok for MSMEs?

2 Literature Review
2.1 Stimulus Organism Response (SOR) Theory

The Stimulus Organism Response (SOR) theory explains that individual behavior is
formed through external stimuli, processed by internal psychological conditions, and
then produces behavioral responses. This theory was introduced by Woodworth (1929)
and developed by Mehrabian and Russell (1974). Stimuli in digital marketing can
encompass promotional messages, content quality, platform capabilities, algorithmic
suggestions, social engagement, influencer marketing, live streaming, and digital
shopping experiences [8]. The organism [4], [9], [10]. consists of attention, trust,
perceived value, emotional attachment, social presence, performance expectancy,
emotional support, and relationship quality. Responses may appear as engagement,
purchase intention, purchasing decisions, impulse buying, loyalty, brand advocacy, and
cross-platform migration.[5], [10]. On TikTok, stimuli are shaped not only by
promotional content but also by FYP, short videos, music, comments, duet, stitch, live
streaming, and social commerce.[7], [11], [12]. Short video marketing can also increase
customer traffic and profit through the good shopping decisions model and selling
goods model. [13].

At the micro level, for MSMEs, the theory of Stimulus Organism Response
(SOR) is applicable in understanding consumers' responses and business performance
in the context of TikTok marketing stimuli. While resources and digital readiness may
be constraints, TikTok can provide low-cost marketing avenues for micro and small
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businesses. For micro-enterprises, digital transformation can enhance efficiency,
customer satisfaction, and decision-making, ensuring their survival in competitive
markets [1]. While digital marketing can be helpful in cutting costs and raising brand
awareness as well as generating sales, it can also cause some problems like negative
electronic word-of-mouth and intrusive brand presence [8]. The connection between e-
commerce and the financial performance of MSMEs is positive, and the same is true
with digital marketing and the financial sustainability of MSMEs [2]. The synergy
between broadcasters, content, products, and consumers not only improves the
satisfaction level but also boosts consumer intention to purchase [14], while fostering
a deeper emotional attachment and trust in the audience[9]. Influencer marketing can
also improve engagement and sales when supported by authenticity, transparency, trust,
visibility, personalization, and ease of use [3]. Thus, the response that can be generated
from TikTok stimuli will be brand awareness, engagement, purchase intention, sales
growth, and an improvement in MSME marketing performance [15], [16], [17].

2.2 TikTok, Social Commerce, and MSME Marketing

TikTok has come a long way from its initial status as just a platform for entertainment
to a digital marketing platform that incorporates a visual, participatory, and social
commerce approach. [7], [12]. In the social commerce domain, consumers receive
product information and access prices, comments, product demonstrations,
communiques with the people who provide them, and determine their purchase
decisions based on their perceived digital experience.[5], [10]. This condition makes
marketing activities more participatory and relationship-oriented [18], [19], [20].
Compared with conventional social media platforms, TikTok has a higher potential to
help MSMEs grow their market reach through organic social media presence, viral
trends, micro-influencers, user-generated content, and live streaming, without
depending solely on paid advertising efforts. [3], [17]. However, all these benefits do
not come without a cost, as content quality, posting frequency, trend tracking skills,
platform capabilities, message source credibility, and consumer trust still play a role in
the effectiveness of TikTok. [16], [21].

Nevertheless, these advantages are not achieved automatically because TikTok's
effectiveness is still influenced by content quality, posting consistency, trend-reading
ability, platform capability, message-source credibility, and consumer trust. [16], [21].
These factors are particularly important because MSMEs often face limitations in
resources, digital literacy, and content production capacity. [1], [6]. Live streaming
commerce is also important in TikTok marketing due to its real-time communication,
product demonstrations, consumers' real-time questions, and limited-time promotions.
[14], [22]. The interaction can enhance social presence, which in turn can diminish
consumer uncertainty about products. This interaction can enhance social presence and
minimize consumer uncertainty about products. [4], [23]. Live streaming is a
communication space that brings together rational information, including price and
quality of products, and emotional closeness established by the communication style of
the seller. [9], [24].
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3 Methodology

To give a thorough evaluation of the past studies conducted, a Systematic Literature
Review was employed in this study. To ensure that the analysis was based on the latest
trends in short-video marketing and social commerce, the publications reviewed were
limited to between 2020 and 2026. The main analytical corpus was determined based
on the selection of 33 scientific articles, which were obtained mainly from reputable
scientific databases, including Scopus, Web of Science, and Google Scholar, which
guarantee high scientific standards. The articles were carefully screened for their
relevance to MSME digital marketing and application of consumer behavior
frameworks. Articles were analyzed with a synthesis matrix that includes author, year
of publication, study focus, key concept, method/approach, major findings, and
relevance to the research questions. Thematic synthesis as a form of analysis was used
to determine the emergence of TikTok as a promotion media, promotion effectiveness
for MSME marketing performance, and determinants of the success of promotion. A
bibliometric mapping was also carried out to examine the trends of publications,
keywords, citation impact, and the direction of literature development.

The criteria used to include articles in this study were: (1) published between 2020
and 2026; (2) scientific articles that contain scientific articles related to digital
marketing, tiktok, social commerce, influencer marketing, live streaming, MSME and
digital consumer behavior; (3) scientific articles that provide conceptual or empirical
results and can be correlated with the effectiveness of digital promotion analysis based
on SOR. The data were collected using a synthesis matrix which included data on
authors, year of publication, study focus, key concepts, method/approach, and the
relevance of the study to the research questions. An analysis was carried out in two
phases. The literature was initially analyzed using thematic analysis, which classified
the literature data into three groups: the development of TikTok as a promotional
medium, the effectiveness of TikTok in the marketing performance of MSME:s, and the
determinants of promotional success. Secondly, bibliometric mapping was employed
to analyze the trends of publications, main keywords, and literature development
direction of TikTok, social commerce, and digital consumer behavior. The explicit data
only included the number of articles analyzed: 33 articles. Earlier selection stage figures
were, therefore, not inserted speculatively to not make any claim that could not be
substantiated based on the methodology used.

These research questions were focused specifically on TikTok's trend toward
becoming a marketing medium for MSMEs, the effectiveness of TikTok in increasing
marketing metrics such as brand awareness, engagement, purchase intention, and sales
growth, and determining the factors that make marketing on TikTok successful,
including content quality, posting consistency, built-in platform features, consumer
interaction, and adaptation to viral trends. Finally, bibliometric analysis was conducted
to map and visualize the knowledge structure of the reviewed literature, such as the
publication trend over the years, impact of citations, co-occurrence analysis of
important words, and others relevant indicators for this study.
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4 Results & Discussion
4.1 The Development of TikTok as a Promotional Medium among MSMEs

TikTok's evolution as a marketing tool for MSMESs. This is because the new medium
of TikTok has developed and evolved as a marketing tool for MSMEs. The trends of
the research indicate fluctuations with the bibliometric analysis of the distribution of
publications over the years 2020-2026. In 2020, there was 1 article published, 2 articles
in 2021, 8 articles in 2022, and 10 articles in 2023. The number of articles decreased to
5 articles in 2024, persisted in 2025, and dropped again in 2026 to 2 articles, which may
be due to the lack of complete data or the publication year. The overall results suggest
that the growth of research was the highest in 2022-2023, followed by leveling off and
a reduction in the subsequent years.

Publications by Year
10U
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Year

Figure 1. Publications by Year
Source: AnswerThis, available at https://app.answerthis.io/canvas/c39337ae4f61af66

Overall, the average citation impact for citations per publication decreased from
2020 to 2026. This was the highest in 2020 (267 citations) and has now dropped in 2021
and 2022 and increased slightly in 2023 (235). Following this, in 2024, 2025, and 2026,
there were significant decreases in citations. Overall, the pattern indicates that the
citation influence decreases with new publications, which may reflect a change in the
research focus or simply that there wasn't enough time yet for new studies to be cited.
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Average Citations per Publication by Year
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Figure 2. Average Citations per Publication by Year
Source: AnswerThis, available at https://app.answerthis.io/canvas/c39337ae4f61af66

The bibliometric word cloud shows that the reviewed studies mainly focus on
social-media-based digital marketing and consumer behavior, as reflected in keywords
such as marketing, social media, TikTok, live media, consumer, purchase, engagement,
and digital. Terms such as MSMEs, influencer, content, performance, and strategy
indicate the importance of content, marketing strategies, and influencer involvement in
promotional effectiveness. At the same time, impact, adoption, behavior, commerce,
and research are keywords that reflect the prevalence of literature focusing on the
impacts of marketing, technology adoption, and changes in consumer behavior in the
digital marketing environment.
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Figure 3. Word Cloud by Title
Source: AnswerThis, available at https://app.answerthis.io/canvas/c39337ae4f61af66

The analysis shows that TikTok had the highest global downloads in 2021,
reaching 656 million, surpassing Instagram, WhatsApp, Facebook, and Snapchat. This
high adoption strengthens TikTok's position as a digital marketing platform. For
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MSMEgs, its large user base offers opportunities to improve promotional effectiveness
through viral video content, algorithm-based content distribution, and strong user
engagement. Therefore, the data supports TikTok's potential as an effective
promotional medium for MSMEs in digital marketing.

Most Downloaded Apps Worldwide in 2021

Snapchat 327M
Facebook
WhatsApp
Instagram 545M
0 100 200 300 400 500 600 760

Downloads (Millions)

Figure 4. Most Downloaded Apps Worldwide in 2021
Source: AnswerThis, available at https://app.answerthis.io/canvas/c39337ae4f61af66

4.2  The Effectiveness of TikTok in Improving MSME Promotion, Particularly
Brand Awareness, Engagement, Purchase Intention, and Sales Growth

Stimulus (S): TikTok as an Algorithmic-Affective Marketing Infrastructure for
MSMEs. TikTok can be perceived as a digital marketing trigger to not only send out
marketing messages but also impact the way customers find, share, and react to
marketing messages.[11]. This stimulus is manifested through various features,
including algorithmic recommendations on the FYP, short-video formats, music, visual
text, trends, comments, sharing features, duet, stitch, live streaming, and social
commerce. [7], [12], [14]. These elements create a fast, participatory, and affectively
engaging marketing experience.[10], [16]. This would allow MSME:s to achieve a more
equal opportunity in terms of their visibility, as the well-developed content can still be
seen by many despite a smaller number of followers.

Therefore, TikTok's algorithm can be used to serve as a structural stimulus that
raises the chance for consumers to find MSME products. [17], [20]. In addition to
algorithmic stimuli, TikTok also provides affective stimuli through short, concise, and
shareable audiovisual formats. Through these formats, MSMEs can communicate
product information through short stories, tutorials, testimonials, production processes,
entertainment content, before and after content, and product demonstrations. [13], [16].
Such content, when presented in an authentic manner, can enhance consumer attention,
curiosity, trust, and emotional connection with the brand.[3], [9]. Thus, the quality of
the narratives, visuals, and interactions created by the MSME actors is another factor
that determines the effectiveness of TikTok in addition to the platform's technology.[8],
[18].
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Organism (O): Cognitive Affective Mechanisms in the Formation of Digital Brand
Equity. The organism stage explains consumers' internal processes after exposure to
TikTok stimuli. At this stage, consumers process information through attention,
perceived value, trust, social presence, emotional attachment, and attitudes toward the
brand. [10]. Product information delivered through clear and attractive short videos can
reduce consumers' cognitive load because the information is conveyed quickly using
images, sound, text, and examples of product use. [13], [15]. Simple and relevant
delivery helps consumers understand product benefits without reading lengthy
descriptions. [16].

The same goes for consumer engagement on TikTok, which is multi-
dimensional. Cognitively, consumers listen to product information, look at benefits,
and evaluate the credibility of the message. Emotionally, customers might be drawn to
the business owner, the broadcaster, or the influencer who's promoting the product.
Behaviorally, consumers may comment, save content, share videos, follow accounts,
join live streaming sessions, or make purchases.[15], [25]. Engagement is also assessed
based on the intensity of consumer interaction with MSME brands, as reflected in this
process. [21]. The live streaming enhances the organism process by enabling consumers
to see the products in real time, ask questions, get instant replies, and see how other
users are engaging with the product [22]. This condition improves social presence and
decreases uncertainty about the product. [23], [26]. MSME resources were important
for providing the consumers with a genuine answer to their questions, proof of product
consumption, and friendly communication[9].

Response (R): Digital Conversion and Improved MSME Performance. The action
phase is the stage where the consumer's behavior is manifested after he/she receives the
stimuli presented on TikTok. Responses to these may range from increased brand
awareness, via digital engagement, purchase intention, purchasing decisions, repeat
purchases, to brand advocacy. [25]. In the MSME sector, these responses are directly
linked to marketing performance as they can contribute to growing the reach of the
customers, enhancing traffic, boosting reputation, and widening sales opportunities.
[2], [17]. The conversion can even be quicker because discovery, evaluation, interaction
and purchase can take place in one ecosystem [5], [18]. People can find what they want
on the FYP, read reviews or demonstrations, ask questions via comments or live
streaming, and buy goods via the commerce features offered. This relationship
minimizes transaction friction and can inflate the potential for 'impulse buying',
particularly when content uses limited promotions, social proof and persuasive
messaging [22], [27]. But sales growth doesn't happen. MSME:s still need to maintain
content consistency, service quality, clarity of product information, responsiveness to
consumers, and promotional credibility [8], [23]. However, if it isn't backed by
operational readiness like stock availability, shipping, customer service, and product
quality then the more digital, the more consumer disappointment. Hence, the
effectiveness of TikTok should be a combination of content strategy, business
readiness, and the capability of building and maintaining long-term relationships with
consumers [1], [6].
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4.2 Factors Influencing the Successful Use of TikTok as a Promotional
Medium for MSMEs

Algorithmic Amplification and Cost Efficiency Mechanism.The success of TikTok
promotion for MSMEs is strongly influenced by business actors' ability to optimize
algorithmic amplification and cost-efficient digital marketing strategies. Digital
technology has changed how consumers interact with brands, introducing digital
touchpoints that enable consumers to search, compare, and assess products prior to
making a purchase. [28]. This condition requires MSMEs to undertake more systematic
digital transformation to improve efficiency, customer experience, and business
decision-making accuracy [1]. TikTok offers strategic opportunities due to the interest
based recommendation system, which boosts content reach when videos generate
positive signals like watching, commenting, liking, sharing, and saving [7], [11]. It
helps MSMEs reach a wider audience even with limited promotional funds and follower
numbers, along with providing valuable customer reach, customer relations, brand
awareness, and promotional cost savings by sharing relevant and shareable content [8],
[17].

But this efficiency will only come with a smart strategy, which involves
audience research, product messaging, scheduling posts, trending savvy, feature use,
and periodic performance analysis. In addition to the above, digital commerce,
consumer response monitoring and sustainable customer relationship management [19]
are essential elements of effective social media marketing. In this context, short video
marketing, live streaming and e-commerce functions will enhance customer traffic,
emotional connection, perceived value, trust, social presence, and purchase intention
through audiovisual content, real-time communication, product demonstration and
transaction activities in single digital space [10], [13], [14]. The success of this
mechanism lies in the congruence between the characteristics of the broadcaster, the
message, the product, and the audience, as well as the balance between rational and
emotional communication and the absence of consumer pressure [9], [24].

Authenticity Heuristic and Micro-Influencer Effectiveness. Beyond algorithmic
factors, the success of TikTok promotion for MSMEs is influenced by authentic
marketing communication and the digital readiness of business actors. Authenticity is
important because consumers respond more positively to promotional messages that
are honest, relevant, transparent, and close to their experiences. Thus, for a sustainable
marketing strategy, apart from using technology, it is also important to have an
organization that is ready, has digital literacy, access to training, and knowledge of the
characteristics of the platform [6]. In TikTok's world, influencer marketing, short
videos and live streaming are important tools to boost customer acquisition, trust and
purchase behavior. The effectiveness of influencers relies on content authenticity,
transparency, source credibility, and the alignment of influencers, products, brands, and
target consumers [3].

Short video marketing can strengthen purchase intention through informative,
entertaining, and direct-selling content that clarifies product benefits and builds trust
[29]. Meanwhile, live streaming e-commerce also enhances consumer interaction,
product presentation, social media communication, and commerce activities, which can
trigger consumer product discovery, particularly of Generation Z consumers [5]. Its
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efficiency depends on the coordination between the characteristics of a broadcaster, a
content and a product, or audience [30], and on the customer's experience, trust and
emotions towards the broadcaster [31]. Therefore, it is necessary for broadcasters to
use rational or emotional communication, refrain from coercive methods, and enhance
the visual appeal and credibility of their messages to ensure that they are more effective
in promoting products [32]. Audiences are more likely to turn their attention to a
product that they have heard from someone they know and trust [33].

Live Streaming Commerce and Conversion Mechanism.The success of TikTok
promotion for MSMEs is strongly influenced by its ability to integrate social
commerce, especially through live streaming commerce. This feature combines
utilitarian, hedonic, and social values in a shoppertainment experience, while enabling
direct interaction among sellers, broadcasters, and consumers. Live streaming, as a real-
time communication, can reinforce social presence, trust, emotional attachment, and
purchase intention, via self presentation and perceived virtual presence [4], [9]. In terms
of consumer behavior, consumer decisions about purchasing live streams are influenced
by the credibility of the broadcaster, information about the product, the quality of
interaction developed during the live stream, and the consistency of the broadcaster-
content-product-audience alignment. Communication skills can be used to either
reinforce the purchasing intention of customers or create resistance[24], so rational and
emotional communication methods are recommended, and coercive communication
methods are not recommended. When the product matches its content, the broadcaster,
and the consumer needs, the satisfaction and purchase intention can be enhanced[14].

MSMEs should recognize that TikTok is a marketing ecosystem consisting of
technology, creativity, trust, and social relationships, which can enhance brand equity,
customer relationships, and sustainable marketing outcomes [2], [3], [17], [23]. In
addition, social media marketing also helps to lower promotional expenses, enhance
brand recognition, sales, profit, market share, customer acquisition, service quality,
product value, and customer relationships [8], [17]. However, beyond that, emotional
support, relationship quality, perceived value, persuasive behavior, live-streaming
activity, and product authenticity can influence purchase intention and product
discovery, while price, risk, and trust on other platforms remain the considerations
before consumers make a purchase [5], [10].

Synthesis of Findings Based on the Stimulus Organism Response (SOR)
Framework. Based on the Stimulus Organism Response (SOR) model (Mehrabian &
Russell, 1974), TikTok can be explained as a medium for promoting MSMEs.In
general, TikTok can be considered a medium for MSMESs promotion based on Stimulus
Organism Response model (SOR) (Mehrabian & Russell, 1974). During the stimulus
stage, TikTok offers algorithmic suggestions, brief videos, interactive elements,
influencers, and live streaming [7], [12], [14]. The organism level handling of these
stimuli includes perception, social presence, emotional attachment, trust, and attention
[10], [26]. As a response, consumers exhibit engagement, buying intentions, buying
decisions, repeat buying, and brand advocacy [5], [25]. Through this approach, MSMEs
can formulate promotional strategies that are not merely oriented toward short-term
virality, but also toward developing brand equity and strengthening the sustainability
of consumer relationships [2], [17]. Thus, MSMEs need to understand TikTok as a



The Effectiveness of TikTok as a Digital Promotional Medium for ... 647

marketing ecosystem that integrates technology, creativity, trust, and social
relationships [3], [19]. This approach also supports promotional strategies that
strengthen brand equity and the sustainability of consumer relationships[2], [17].

4 Conclusion

Based on the literature reviewed, it can be concluded that TikTok is suitable for the use
of digital promotional media for MSMEs, especially because it has several functions
such as short videos, social interaction, live streaming, and social commerce in one
ecosystem [7], [12], [12], [14]. Answer to RQ1 demonstrates that TikTok has evolved
from a content publishing platform to a digital marketing system that has a direct impact
on consumers' behavior and purchase decisions of products. Based on the responses to
RQ2, TikTok can be instrumental in enhancing the marketing performance of MSMEs
in terms of building brand awareness, consumer engagement, purchase intent, and sales
conversion opportunities [2], [25]. Furthermore, the responses to RQ3 show that factors
influencing the success of tiktoks promotion comprise content quality, posting
consistency, understanding of the tiktoks algorithm, authenticity of the communication,
use of micro influencers, use of live streaming and consumer trust [3], [4], [17]. The
findings of this study can be contributed to MSME digital marketing literature in theory
by adding to the Stimulus Organism Response (Mehrabian & Russell, 1974)
framework. Marketing stimuli on TikTok include promotional messages, platform
features, algorithms, interactive features, and social commerce interactions [5, 11]. The
psychological process of consumers is attention, trust, perceived value and emotional
attachment [9], [10], and the psychological response is engagement, purchase intention,
purchase, loyalty, and brand advocacy[2], [25].

In practical terms, the results suggest that, apart from establishing a presence
on TikTok, MSMEs need to plan their marketing strategies on this platform. MSMEs
should create genuine, stable, comprehensible and meaningful content with effective
response to the interaction [16], [19]. Using live streaming and micro-influencer
technology, credibility of the live streamer and the ‘fit’ of the product/customer trust
must be taken into account [21]. Furthermore, MSMEs should also improve the use of
digital literacy in monitoring the performance of the content, in adapting the content to
algorithm changes, and in maintaining the quality of the services provided to ensure
that the quality of the provided services can be better, so that their sales can be increased
[1], [6]. This study is limited as it is a literature review approach; therefore it is
conceptual and results cannot be tested empirically for relationships with variables.
Other bibliometric information and article metadata are also affected by the
documentation used by the literature search by the researchers [34]. Empirical studies
should be performed to all the MSME sectors, quantitative test of the SOR model is
needed, and comparison of the performance of TikTok with other platforms should be
performed; also the study of the risk of algorithm dependence, platform policy change,
content fatigue and consumers' trust issues with TikTok should be performed [8], [18].
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