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[bookmark: _Toc2393]1. Part 1: The Purposes of a Literature Review
A literature review is a logical analysis of scholarly articles on a chosen topic (Efron and Ravid, 2019). The central aim is to critically examine, evaluate, and synthesize study theories, findings, and practices by researchers and scholars related to an exploration area (Efron and Ravid, 2019. Therefore, the writer’s main role in reviewing the literature is to understand and critically analyze distinct research findings and theories; reveal current research gaps; and indicate what needs to be advanced on the already known concepts about the topic (Efron and Ravid, 2019). In order to write an exemplary literature review, it is important to understand its purposes. This section critically explores the many purposes, content, and format of a critical literature review, which would remain outstanding in doctorate research.
A literature review sets the context of the study (Efron and Ravid, 2019). When writing a literature review, the writer gets the chance to define and clarify key concepts and terms based on the context of the study (Efron and Ravid, 2019). The idea is to help the reader grasp the studied topic’s exhaustive meaning and implications. It is hard to start investigating a topic without having a grasp of what previous scholars and researchers have examined on the same related matter (Efron and Ravid, 2019). Thus, a literature review offers such information, which acts as a starting point and a guide for the new research (Efron and Ravid, 2019). Equally, a literature review is used to situate the topic within the historical background of the study area (Efron and Ravid, 2019). All studies are set based on a specific topic of exploration; these topics help the writer understands the background context of the investigated issue or subject (Efron and Ravid, 2019). It is this study background that gives shape to the entire study.
Additionally, a literature review helps set up a theoretical framework for the research, creating a guide to contrast ideas, perspectives, and approaches (Efron and Ravid, 2019). A theoretical framework guides in choosing a relevant theory that helps select the best research method. Importantly, the framework helps the writer to create connections with existing knowledge (Efron and Ravid, 2019). In other words, it supports the understanding of variables and concepts based on their meaning, providing a platform for knowledge building (Efron and Ravid, 2019). Therefore, a literature review is a fundamental element in research as it guides the researcher in choosing the most feasible frameworks and approaches that would help answer the investigated problem or issue.
Further, a literature review creates an investigative platform for the writer to recognize influential scholars, researchers, and seminal studies that shape the research context (Efron and Ravid, 2019). In other words, a literature review gives an opportunity to note different researchers that have made contributions to the topic, their views, and how their findings impact the writer’s field of study (Efron and Ravid, 2019). Thus, a literature review acts as a resourceful source of information that enriches the writer with vast knowledge about the topic. As a result, it becomes easy for the researcher to even frame research questions in the new study in a manner that answers the investigated questions and bridges identified gaps in previous studies.
A literature review also guides the writer in placing the topic within a present framework and reveals knowledge of the state-of-the-art development (Efron and Ravid, 2019). More so, it sets a context for exploring current and trending news, debates, questions, and conversations around the investigated topic. Equally, a literature review provides the platform to determine connections between theories and ideas and their practical inferences (Efron and Ravid, 2019). These connections create a platform for a deeper understanding of the explored topic.
Importantly, a literature review plays a purpose in informing about the research design and methodology (Efron and Ravid, 2019). Firstly, it sets the context to narrow the investigated research problem, making it feasible and investigative within the study setting and constraints (Efron and Ravid, 2019). Every topic can be examined from different angles; however, every angle must be addressed at a time. As a result, a literature review helps in narrowing the topic into a context that would be easily investigated (Efron and Ravid, 2019). A topic can be examined from different perspectives, and it will be challenging to investigate different areas at a go; therefore, a literature review narrows the area into a single topic, which is easily explored (Efron and Ravid, 2019). Narrowing the topic helps in choosing the research design and methodology that will shape the entire study.
In that case, it helps the writer to refine and modify the focus of the research, making it easy to note and critique research techniques and methodological assumptions used in the studied literature (Efron and Ravid, 2019). At the same time, a literature review helps uncover research instrumentations and methodologies that may assist in designing the study and developing data collection and analysis strategies (Efron and Ravid, 2019). Based on the context of the literature review, it becomes easy to choose the research approach to employ (Efron and Ravid, 2019). In other words, the literature review helps the researcher determine either to use a quantitative or qualitative methodological approach. In this case, a literature review that revolves around the quantification of a studied subject will most probably follow a quantitative approach (Efron and Ravid, 2019). On the other hand, a literature review that involves investigating behaviors in a population will most probably follow a qualitative approach (Efron and Ravid, 2019). Ideally, the context of a literature review helps in determining the methodological approach and techniques to employ in a study.
Additionally, a literature review helps the writer identify deficiencies and gaps in previous studies, making it easy to avoid such flaws in the research (Efron and Ravid, 2019). In other words, every research provides a list of limitations a researcher encountered in their study and highlights reasons for such confinements. Every study has limitations, sometimes errors that seek further development of the same study. Equally, other studies leave some gaps unaddressed (Efron and Ravid, 2019). As a result, a literature review acts as a guide to the writer, directing on how to avoid similar flaws in the current research (Efron and Ravid, 2019). At the same time, a literature review helps note such gaps, and future researchers work on bridging them (Efron and Ravid, 2019). The idea is to ensure every gap or question left unanswered in the previous studies is addressed in the current research.
Noted flaws and unaddressed gaps and questions help the researcher think about the topic critically and develop a new investigative approach to help answer the queries and bridge the gap (Efron and Ravid, 2019). Further, a literature review helps in confirming the researchability of the research questions (Efron and Ravid, 2019). Writing a literature review involves surveying and critically exploring scholarly articles and other relevant sources on a particular topic (Efron and Ravid, 2019). The review process provides a descriptive summary and critical analysis of such sources in relation to the investigated research questions or problems (Efron and Ravid, 2019). This process translates to confirming the researchability of the research questions. As a result, it provides a guideline before conducting a new investigation by letting the writer understand what is already known and what needs to be investigated about the studied topic.
Additionally, a literature review helps overcome room for trivial or insignificant research (Efron and Ravid, 2019). As noted earlier, a literature review provides a platform for the researcher to grasp a detailed understanding of the studied topic based on what is already known. On the other end, the researcher notes available gaps that seek further research to promote the validity and reliability of the study (Efron and Ravid, 2019). Bridging these gaps equates to avoiding trivial research. It is important to note that research involves answering unaddressed questions and problems in previous studies (Efron and Ravid, 2019); thus, new research provides significance since all gaps are addressed and questions answered (Efron and Ravid, 2019). Therefore, exploring different literatures helps the writer to develop reliable research that houses helpful information.
Lastly, a literature review helps note areas that need further advancement in the scholarly field (Efron and Ravid, 2019). It offers a platform for the writer to summarize existing research to support the development and emergence of new interpretations and perspectives (Efron and Ravid, 2019). Also, it helps justify the significance of the investigated topic by establishing the value of the issue explored in the research (Efron and Ravid, 2019). As explained, a literature review helps note gaps in present research and showcase areas of omissions and concerns, requiring further exploration to bridge those gaps and promote the significance of such literature (Efron and Ravid, 2019). More so, a literature review demonstrates how the study is related to the reviewed research findings (Efron and Ravid, 2019). Above all, a literature review helps the reader or the researcher to refine their knowledge of the investigated topic.
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[bookmark: _Toc21129]3. Part 3: Preliminary Literature Review
[bookmark: _Toc32451]3.1. Introduction
In today’s world, it is unimaginable for most people to pass the day without engaging in either of the many social media platforms (Appel et al., 2019; Vaterlaus and Winter, 2021). According to Aytan (2021), social media has become inseparable among people; indeed, most people spend much of their time scrolling different social networking sites. Almost every person, especially youth, owns one or a number of different social media accounts, including Facebook, Telegram, Twitter, YouTube, Instagram, WhatsApp, WeChat, and TikTok (Guarda et al., 2021; Goroshko, 2021; Grome, 2022). These platforms are fascinating as they support messaging and video sharing. Mainly, they support socialization across the globe (Vaterlaus and Winter, 2021; Van Bavel et al., 2021). Although many people use these platforms for entertainment, creating social networks, and staying updated with trending news, others consider social networking sites as channels for business growth (Barrera-Verdugo and Villarroel-Villarroel, 2022). Following the increasing rise in social media usage, businesses have found a place to market and popularize their products (Van Bavel et al., 2021). According to Jamil et al. (2022), social networking sites offer a platform for businesses to expand their customer reach. Therefore, it is without a doubt that social media channels play a fundamental role in shaping many aspects of life, ranging from socialization, entertainment, and entrepreneurship (Van-Tien Dao et al., 2014; Voorveld et al., 2018). TikTok is one of the major platforms that have gained fame over the last few years; it has become a major channel for young people to interact and engage in entrepreneurial practices (Azpeitia, 2021). According to Fung et al. (2022), Guarda et al. (2021), Goroshko (2021), and Grome (2022), the majority of young people use TikTok to make money in different means.
[bookmark: _Toc30882]3.2. Social Media and its Entrepreneurship Analysis
Social media has attracted billions of people across the globe. For example, Facebook attracts over two billion active users on a monthly basis (Chawla and Chodak, 2021; Wang et al., 2020). According to Barrera-Verdugo and Villarroel-Villarroel (2022), the number of active users continues to grow, promising a massive potential, particularly in entrepreneurship. This growth has become an opportunity for marketers, striving to create virtual contact with all daily users on different social media accounts (Wang et al., 2020; Yadav and Rahman, 2017). Social media provides a platform for companies, marketers, and promoters to interact with customers and inform them about their brands (Goanta and Wildhaber, 2020). Indeed, social media platforms have significantly helped small businesses to strategize in advancing their practices beyond the local limit (Bhardwaj, 2021; Capuno, 2022; Nelson, 2022). With a social media page, a business enjoys the opportunity to reach many customers in different places (Kandi et al., 2022; Yadav and Rahman, 2017). As Chawla and Chodak (2021) and Wang et al. (2020) explain, once a business gets into the vicinity of potential customers, it becomes easy to create contacts that would lead to growth.  
Popularizing a business after start-up is a crucial factor that every entrepreneur must consider (Wang et al., 2020; Yadav and Rahman, 2017). The idea is to make the business known among the target customers. Although traditional advertisement channels, such as magazines, newspaper, TVs, and Radios, remain relevant in marketing, digital commercial enjoys a large perimeter in meeting many clients (Danaher and Rossiter, 2011; Choudhary, Gautam and Arya, 2020). Equally, with the emergency of digital social platforms, only a few people, mainly the aged, still seek information from the known traditional media channels (Lin, 2021; Choudhary, Gautam, and Arya, 2020). The current generation spends their time on social media; the platform has become the major source of information among youths, young adults, and middle-aged people (Obenson, 2021; Olanrewaju et al., 2022). Therefore, social networking sites have become the most viable platform to market a business and reach many people (Choudhary, Gautam, and Arya, 2020). Indeed, almost every business owns a social media page (Marsiana, Cahyono, and Sugiarto, 2022); the website allows people to learn about the company, increasing the chances of growth.
Additionally, social media offers the opportunity for paid ads, where organizations pay a specific media platform for their advertisements to reach the target audience (Marsiana, Cahyono, and Sugiarto, 2022). In other words, social media acts as an intermediary between the business and customers. The business pays the media for the advertisement it wants to be conveyed to the public (Chawla and Chodak, 2021). The idea is to ensure the business or the product is popularized among specific social media followers and users (Wang et al., 2020; Yadav and Rahman, 2017). Although the approach seems to benefit media platforms directly, the business indirectly enjoys from the plan (Price, Sherriff, and Lomas, 2022). Once the business is known, the chances of winning loyal customers widen. Ideally, digital advertisement is less costly compared to marketing via traditional means (Marsiana, Cahyono, and Sugiarto, 2022; Chen and Lin, 2019). Although companies pay dearly for digital ads, they benefit greatly since the platforms widen customer reach within a short time.
According to Choudhary, Gautam, and Arya (2020), social media allow users, especially entrepreneurs, to negotiate about starting and operating a business. In other words, sellers and buyers can virtually interact, where the buyer makes the payment, and the seller delivers the product (Wang et al., 2020; Yadav and Rahman, 2017). In most cases, all these happen without the involvement of an intermediary (Chawla and Chodak, 2021; Sugiarto, 2022). Normally referred to as online commerce, people make online purchases and get their ordered products delivered within the shortest time (Price, Sherriff, and Lomas, 2022). Such benefits increase efficiency since there is no time wastage. For example, a person can order a product through Amazon’s social media page; make a payment, and the product gets delivered within the expected timeline (Kandi et al., 2019; Dai, Liu, and Zhao, 2022). With such development, social media platforms emerged as a turning point toward streamlining entrepreneurship (Marsiana, Cahyono, and Sugiarto, 2022). A business needs a social website Wang et al., 2020; Choudhary, Gautam, and Arya, 2020; Chawla and Chodak, 2021; Sugiarto, 2022), where it can post its products and strategizes on attracting customers.
Further, developers of these social media platforms have set up algorithms that learn users’ behaviors (Price, Sherriff, and Lomas, 2022). For example, once a media platform realizes that a specific user likes to search for information about a particular product, the person will most likely start to receive related pop-up notifications on their social media accounts (Chen and Lin, 2019; Sugiarto, 2022). The strategy is to provide users with a range of products that suits their online searches (Kandi et al., 2019; Wang et al., 2020; Yadav and Rahman, 2017). Therefore, social media platforms have successfully taken entrepreneurship to a high level, increasing business interaction between vendors and customers (Sugiarto, 2022; Chen and Lin, 2019). According to Barrera-Verdugo and Villarroel-Villarroel (2022), social media has significantly reduced trading barriers, especially in accessing a product. Without social networking sites, it would be challenging to note the presence of a new product in the market or what different vendors are selling (Sargeant, 2022; Scirri, 2021; Van-Tien Dao et al., 2014). Overall, as Doser (2018) and Chawla and Chodak, 2021 assert, social media has somehow turned trading into a single point as it only takes a person a little time to find a preferred via social media platforms.
Ideally, social media has greatly contributed to entrepreneurship’s growth by transforming how people conduct businesses (Marsiana, Cahyono, and Sugiarto, 2022; Masanet et al., 2022). Creating networking among business people is a crucial factor in entrepreneurship. Social networking allows people to interact and share ideas, regardless of one’s geographical location. Such connection allows entrepreneurs to share ways of promoting their business and addressing issues that impact businesses (Doser, 2018; Chen and Lin, 2019). Mainly, business networking is fundamental as it creates a platform for the generation of ideas that would support further growth (Sargeant, 2022; Scirri, 2021; Van-Tien Dao et al., 2014). Specifically, different social media platforms have made it possible for people, especially young folks, to engage in business (Samuel and Sarprasatha, 2015; Price, Sherriff, and Lomas, 2022). One does not have to own or rent a physical stall to conduct a business (Chawla and Chodak, 2021; Masanet et al., 2022; Sargeant, 2022). With online means, one can have the products in their respective homes and deliver them to customers (Dai, Liu, and Zhao, 2022; Dai, Liu, and Zhao, 2022). One only needs to market the goods via the preferred media platforms.
Social media has eased the idea of starting a business or having a platform to make money, especially among young people (Masanet et al., 2022; Sargeant, 2022). With the rise of paid promotion, most young people act as brand ambassadors and other campaigns for their products (Sargeant, 2022). Also, the emergency of content creators has supported many youngsters, making a living by uploading funny content and getting paid based on the number of views (Dai, Liu and Zhao, 2022; Samuel and Sarprasatha, 2015). Specifically, content creators get paid since their tasks translate to popularizing a particular social media platform (Sargeant, 2022; Scirri, 2021). For example, content creators continue to make money on YouTube by uploading funny videos, educative lessons, or any other content that earn the platform more airtime from followers (Samuel and Sarprasatha, 2015; Mou, 2020). Thus, as Fung et al. (2022) and Guarda et al. (2021) explain, social media has taken entrepreneurship to a high level as any person can make money by just uploading videos or engaging in advertisements and promotion practices.
Overall, digital social media platforms have changed how people do business in their daily routine (Choudhary, Gautam, and Arya, 2020). Almost every person, especially youths, owns at least one of the many social media channels (Sargeant, 2022; Scirri, 2021; Van-Tien Dao et al., 2014; Voorveld et al., 2018). Many join these platforms to follow trending news, get entertained, make new friends, and socialize with others (Nelson, 2022; (Van-Tien Dao et al., 2014; Voorveld et al., 2018). Apart from this reason, many people, including organizations, have realized the potential of social media platforms in entrepreneurship (Dai Liu and Zhao, 2022; Yadav and Rahman, 2017). Companies use different media platforms for marketing their brand and reaching a large population of clients on a global scale (Rodríguez, 2021; Simanjorang and Nawawi, 2022). Such benefits extend to individuals, mainly young people; they are engaging and starting business opportunities like selling products online through their media social networking sites (Mou, 2020; Scirri, 2021; Wang et al., 2020; Choudhary, Gautam and Arya, 2020). The strategy allows them to meet a wide range of online customers. Others engage in paying activities like content creation, as witnessed among YouTubers and TikTokers (Van-Tien Dao et al., 2014; Voorveld et al., 2018). Although TikTok emerged a few years ago, the platform has grown immensely and has attracted many active users, mainly young people (Simanjorang and Nawawi, 2022; Fung et al., 2022; Nair et al., 2022). Users, especially content creators (Masanet et al., 2022; Sargeant, 2022; Van-Tien Dao et al., 2014; Voorveld et al., 2018), have transformed the platform into a source of labor and make money in various ways.
[bookmark: _Toc5522]3.3. The Rise of TikTok
TikTok emerged in 2016 as a social networking platform that allowed people to socialize and share short video clips, ranging from 15 seconds to three minutes (Cook, 2021; Kantrowitz, 2022). Video content can range from any subject as long as it does not violate the platform’s policies (Cervi, 2021; Kantrowitz, 2022; Lid Rosenholm, 2022). For example, a person can upload clips on dancing, education, songs, and humorous content (Dilon, 2020; Jaffar, Riaz, and Mushtaq, 2020). The platform has emerged as a major networking channel, especially among young people, due to its support for the upload of funny content (Kantrowitz, 2022; Hou, 2018). Young people spend much time watching content creators’ videos (Cervi, 2021). Most of these videos are hilarious, making the platform effective in helping users forget and overcome stress-related acts in their daily routine (Kantrowitz, 2022; Lid Rosenholm, 2022). Overall, TikTok offers its users hours to experience amusing video clips.
The fact that almost every person owns a smartphone, it is accessible to most individuals (Hou, 2018; Kantrowitz, 2022; Lid Rosenholm, 2022). Equally, being supported by all types of smartphones is a factor that has contributed to growth in its usage (Baber and Yao, 2022; Jaffar, Riaz, and Mushtaq, 2020)). All Android and iPhones support this app; therefore, as long one has a smartphone, enjoying amusing videos becomes a norm (Guo, 2021; Yan, 2022). The platform has experienced growth in the number of followers across the globe, mainly teenagers and young adults (Howard et al., 2021; Price, Sherriff, and Lomas, 2022). According to Kołaszewska and Kacprzak (2022), TikTok attracts hundreds of millions of youths on a global scale; for example, over 80 percent of youths that use TikTok in China are aged 35 years and below (Kaur, 2020; Jaffar, Riaz, and Mushtaq, 2020)). Therefore, it is a platform for youngsters and young people (Erizal, 2021). They either use the platform to pass the time watching videos (Howard et al., 2021; Price, Sherriff, and Lomas, 2022), while others create short clips.
Amazingly, TikTok has turned into a revenue generation platform, particularly among young people, including businesses (Wahyudiand Sibaroni, 2022; Yan, 2022). Like in any other social media platform, companies are taking TikTok’s opportunities to reach a large vast of customers (Samuel and Sarprasatha, 2015; Pyle, 2022; Price, Sherriff, and Lomas, 2022). Having attracted millions of users, it has become a marketing opportunity to popularize and promote the brand image (Von Oehsen and Betancourt, 2021; Wahyudiand Sibaroni, 2022; Yan, 2022). The young generation is not left behind, and they strive for the opportunity to start and engage in entrepreneurship practices (Simanjorang and Nawawi, 2022). With the immense rise in active users, young people have realized the opportunity in the platform, especially in entrepreneurship, when it comes to broadening the customer base (Savira, Rifai, and Wahyunengsih, 2022). As Von Oehsen and Betancourt (2021), Dilon (2020), and Jaffar, Riaz, and Mushtaq (2020) assert, apart from using the platform to enjoy uploaded videos, most young people are uploading videos and engaging in money-making activities through the channel.
[bookmark: _Toc19594]3.4. How Young People are using TikTok to make Money
Engaging in paid advertisements by being a brand ambassador is one way young people make money from TikTok (Zhao, 2020). As a content creator, who has gained influence and a huge following, companies collaborate with such content creators to market their product (Villa, 2022; Simanjorang and Nawawi, 2022)). In this case, a TikTok content creator integrates a brand into the content. Once people view these videos, TikTokers are paid based on the number of views. If a specific video earns many views, the deal becomes sweet, and the content creator makes huge money (Yu and Natori, 2020). According to, the better the content performs based on the number of views and likes, the deal between the company and the TikToker becomes sweet (Simanjorang and Nawawi, 2022). Therefore, young people who seek to earn through TikTok as brand ambassadors are looking for companies to market their products (Rodríguez, 2021; Ren, Qi, and Fan, 2021); they make money and get the opportunity to address their financial needs.
Equally, engaging in sponsored content is another way TikTokers make money through the platform (Margarita, 2022; Collie and Wilson-Barnao, 2020). TikTok Creator Marketplace allows content creators who have reached 100,000 followers and 100,000 video likes in about one month (Collie and Wilson-Barnao, 2020; Duffy et al., 2021). After reaching the limit, a person can apply with TikTok to join the marketplace platform, which connects influential content creators with paying brands. Many young people apply for the platform once they have gained 100,000 followers and 100,000 video likes (Duffy et al., 2021; Collie and Wilson-Barnao, 2020). Indeed, it is a paying platform. Also, TikTokers make money by receiving gifts from viewers (Baber and Yao, 2022; Collie and Wilson-Barnao, 2020). There is a tab for gifts that range in price. If the viewer finds a specific video interesting or prefers a certain content creator and would like to support them financially, they send the gifts (Baber and Yao, 2022; Collie and Wilson-Barnao, 2020). Once received, content creators can redeem the gifts for money.
Selling products through the TikTok platform is another way young people make money on the platform (Rodríguez, 2021). If a person thinks of starting a business, like selling some preferred products, TikTok provides a platform to venture into commerce (Ren, Qi, and Fan, 2021; Zhang, 2021). One has to sign up for a TikTok account and start uploading products (Kambuno et al., 2022). For example, if a person wants to engage in the sale of apparel, one has to upload videos showing the kind of attires along with respective prices and their contact information on their TikTok account (Rodríguez, 2021). Viewers will watch the content, and if interested, they will contact the seller (Kambuno et al., 2022; Abidin, 2020). Therefore, one does not have to own a stall or a shop to keep the stock (Simanjorang and Nawawi, 2022); most young people are just keeping these products in their houses and delivering them once interested customers place orders.
On the same line, in 2021, TikTok introduced TikTok Shopping, aiming to empower businesses to trade products on the platform (Kambuno et al., 2022). A shopping tab on users’ profiles allows users to see products from the seller’s shopping catalog (Kambuno et al., 2022; Ren, Qi, and Fan, 2021). The introduction of a catalog is an opportunity for young people to engage in business (Abidin, 2020; Ren, Qi, and Fan, 2021). The shopping catalog allows them to indicate the products they are selling (Kambuno et al., 2022; Abidin, 2020); as people view and get interested, they make money from the sales. At the same time, driving sales with TikTok ads is another way young people make money through the platform (Turner, 2020). Users earn by running in-feed image ads, which are meant to promote their content and enjoy more views (Shreffler and McCullough, 2021); the only strategy is to remain active on the platform.
Additionally, TikTokers are paid to add songs on their platform. Almost every uploaded video on TikTok is accompanied by a background song (Tomyuk and Avdeeva, 2022). Content creators collaborate with singers, mainly upcoming artists, to popularize their songs. Once a TikToker earns a huge following, musicians pay for their song to gain popularity (Boffone, 2021; Tomyuk and Avdeeva, 2022). When people watch the uploaded content, they listen to the song, and it becomes known, benefiting the artist (Tomyuk and Avdeeva, 2022); the content creator is paid in return. For example, once content goes viral, the background music tags along (Boffone, 2021; Tomyuk and Avdeeva, 2022), allowing the artist to be known and the song becomes popular.
Further, young people on TikTok join TikTok Creator Fund, a program that pays content creators for creating engaging and fascinating videos (Kaye, 2022). According to Duffy et al. (2021), the more engaging the content is, the more one earns from TikTok. However, a content creator must have reached 100,000 views in the last one month to join this platform (Duffy et al., 2021). Also, young people make money through TikTok by starting a Patreon platform (Jokela, 2021). They offer free content on TikTok but entice their followers to support them on Patreon. The only strategy is to make their content engaging, worthwhile, and valuable (Bonifacio, Hair, and Wohn, 2021). According to Bonifacio Hair and Wohn (2021), Patreon is a major membership platform that helps content creators get paid. The platform mainly targets young people as they are the largest social media users (Bonifacio, Hair, and Wohn, 2021). Fortunately, they have learned routes of making money.
Overall, there are many ways young people use TikTok to make money (Kambuno et al., 2022; Abidin, 2020). As a rising social media platform and having attracted millions of active users across the globe, people consider it a platform to reach potential clients by advertisement (Collie and Wilson-Barnao, 2020). Content creators have engaged in sponsored content, and others act as brand ambassadors, promote their products, promote artists’ songs, and receive donations through gifts (Boffone, 2021; Tomyuk and Avdeeva, 2022). These strategies support the idea of making money. Above all, TikTok has established other paying platforms like TikTok Creator Marketplace, TikTok Creator Fund, and Shopping Catalogue, which allow TikTokers to make money (Kaye, 2022; Duffy et al., 2021). Overall, when used appropriately, TikTok is well paying social media platform (Kambuno et al., 2022); young people have realized this opportunity and are making money.
[bookmark: _Toc13812]3.5. Research Gap
The existing research indicates how social media platforms can support business growth. Although these studies are instrumental in showcasing the potential behind digital platforms for entrepreneurship development, none adequately addresses how young people use TikTok to make money. Therefore, the projected research seeks to bridge this gap.
[bookmark: _Toc26547]5.6. Proposed Research Questions
RQ1: Why is the rate of young people using TikTok increased highly over the last few years?
RQ2: Is TikTok paying? How do young people use the platform to make money?
RQ3: How do platforms like TikTok Creator Fund, Shopping Catalogue, and TikTok Creator Marketplace support money-making among content creators?
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Key Themes

The article considers TikTok as an emerging social media platform that has contributed to growth
of businesses in different sectors. Specifically, the study focused on the impact of social media
‘marketing on esport companies.

Methodology

The authors did exploration to different social media sites, namely Facebook, TikTok, Twitter,
Discord, and Instagram. The methodological approach comprised both quantitative and qualitative

Social media marketing and growth approaches. The overall idea was to examine the performance of these digital media in promotion

1 study for an esports and gaming
business: Case Company X.

campaign. Under quantitative method, the study relied on gathered and statistical information and
data. The qualitative approach involved interviewing participants to express their perceptions
about esports and gaming related social media accouats.

Summary Information

The findings indicated that social media platforms are effective in strengthening promotion
campaigns. Social media platforms help marketers to reach a wide range of clients since many
people spend much of their time in different social networking sites. The authors concluded that
apart from using social media for social networking and entertainment, these platforms are
effective in promoting business growth
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The future of social media in
marketing.

Key Themes
The aticle examines the contribution of social media in marketing. The authors present how the:
platform has eased the way people interact with others, providing marketers with multiple ways to
engage with customers.

Methodology

The study draws information from academic research, popular discourse, and perceptions from
company leaders. From the information, they argue about the present status of digital landscape:
and predict about its future.

Summary information

The study starts by expressing how social media has attracted billions of people across the globe;
for example, Facebook has approximately 2.38 billion active users in a monthly basis. They
predicted that active social media users to have grown to about 3.29 billion. This growth
showcases a rise in potential audience through the digital platform. As a result, marketers have
realized the potential in social media platform, especially in creating a large customer base.
Equally, companies own social media platforms, where they can fetch more clients. Overall, the
study considers social media as an effective channel to set-up a large customer base and support
business growth.
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Social media marketing and its
effects on TikTok users

Key Themes
‘The author starts by presenting the worth behind social media, especially in supporting promotion
campaign. Specifically, the article’s aim was to examine whether TikTok helps marketers and
companies in reaching their target audience at a large scale.

Methodology

The author did a quantitative study by researching about the concept of marketing and relating
traditional and digital approaches in promoting a product. The quantitative method involved
questionnaires, where 59 respondents were included in the study. The findings indicated that
although approximately 90 percent of participants had seen promotional videos and 41 percent
purchased a product after seeing them in TikTok videos, only eight percent relied on the
influencers® promotional code.

Summary information
The author did the study because she was approached by brands, asking her to help promote their
products through her videos. As a TikTok user, she decided to examine whether the approach
worked. According to the author, the findings left a gap that required further research. Overall,
the study concluded that any social media platform creates a channel for marketers to reach a
pool of customers since many people are using digital media platforms and spend little time on
traditional channels. Thus, social media is an effective platform to promote promotional
campaign
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Resisting Commodification:
4 Subverting the Power of the Global
Tech Companies.

Key Themes
The article examines the power digitized world of information and communication technologies.
Methodology

The author starts by explaining how Big Data mining has transformed the world, especially in
streamlining marketing for the Global Tech companies, such as Google.

Summary Information

The main idea behind the article is to promote education about the Big Data. Technological
revolution has brought immense change in how people do businesses. With the available
sophisticated technology system, the world has tumed into a single point. It is easy to create
connection with new people at a global scale. These connections are fundamental in promoting
business success since they lay a foundation that supports a global marketing opportunities. The:
author gathered information about the value and contribution of a digitized world by reading
already published sources over time. According to the author, digitized world has helped
eradicate the perception of commodification, where things are treated as mere commodity.
Ideally, the article’s main argument is that technology revolution, especially the emergence of
social media, has laid supportive environment to strengthen the marketing platform
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Effects of social media on young
people

Key Themes
The aticle shows how young people have become exploitive of every opportunity, especially in
using social media.

Methodology

The authors investigated the use of different social media accounts through research on already
published sources.

Summary Information

According to the authors, social media has made a significant contribution to the online world;
the platform supports the connection and communication of people across the globe. Social
media has become inseparable among people; indeed, most people spend much of their time:
scrolling different social networking sites. Almost every person, especially youth, owns one ora
mumber of different social media accounts, including Facebook, Instagram, Twitter, Pinterest,
WhatsApp, and LinkedIn. With rising population of active users, companies and business people:
consider these platforms as beneficial in marketing and selling of their products. Overall, social
‘media provides a platform for companies, marketers, and promoters to interact with customers.
and inform them about their brands. According to the author, with a social media page, a business.
enjoys the opportunity to reach many customers in different places explain, once a business gets.
info the vicinity of potential customers, it becomes easy to create contacts that would lead to
growth. The main idea is that social media lays opportunity for young people to start and grow.
their business.




image19.png
Name

Comment

Understanding the effect of social
marketi The

perceived value, and satisfaction

Key Themes
The authors examine the effect of social media marketing practices. Business growth and
building a product brand is one of the many activities. According to the authors, the prevalence of
internet has advanced the value of online marketing. Apart from creating social media pages to
have fun and interact with people, these platforms come with business opportunities.
Methodology

In order to examine the effect of social media on marketing, the authors conducted an empirical
study, which comprised online survey among 502 social media users.

Summary Information

The findings indicated that social media indirectly impact satisfaction through social
identification and perceived value directly affect satisfaction, which then influences purchase and
participation intention, and continuation intention. Overall, the study noted that social media has
eased the idea of starting a business or having a platform to make money, especially among young.
people. With the rise of paid promotion, most young people act as brand ambassadors and other
campaigns for their products. Ideally, social media has greatly contributed to entrepreneurship’s
growth by transforming how people conduct businesses; the platforms create networking
channels for people to engage in entrepreneurship activities.
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Tiktok Influences on Teenagers

‘and Young Adults Students: The

Common Usages of the Appli
Tiktok

tion

Key Themes

The article presents different ways youths use TikTok. Starting and marketing products and business
remains one of them.

Methodology

The study employed both qualitative and quantitative methodological approaches. Qualitative
approach comprised interviews to 3500 participants to note the usage of TikTok among young adult
students.

Summary Information

The findings indicated that many youths preferred TikTok as the main social media platform they
used. The study concluded that young adults are happy with TikTok as it meets their needs, especially
on having fan and building connection. According to the author, the platform has emerged as a major
networking channel, especially among young people, due to its support for the upload of funny
content. Young people spend much time watching content creators’ videos. Most of these videos are
hilarious, making the platform effective in helping users forget and overcome stress-related acts in
their daily routine. The platform has experienced growth in the number of followers across the globe,
mainly teenagers and young adults. The study notes that TikTok is a platform for youngsters and
young people; they either use the platform mainly for entertainment.
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The Influence Of Tiktok
Applications On The Consumption

Beha
Shopping

Of Adolescents In Online

Key Themes

The article discusses the increasing rate of online shopping, especially among youths, making TikTok
a better platform to reach more customers.

Methodology

The author did an exploration of previous studies to gain insight on reasons why TikTok has gained
much relevance among people, especially teenagers.

Summary information

The author starts by indicating how social media has become widely used, especially among youths.
The author asserts that the platform has emerged as a major networking channel, especially among
Young people, due to its support for the upload of funny content. Young people spend much time.
‘watching content creators’ videos. Most of these videos are hilarious, making the platform effective
in helping users forget and overcome stress-related acts in their daily routine. The author adds that
TikTok disseminates the uniqueness and creativity of each user, and provides interesting special
effects liked by users. At the same time, the media allows users to integrate their uploaded content
with music, maki inating. Additionally, the media supports onli
shopping, which is a major trend among young people; online shopping has turned into a norm among
people, mainly teenagers as they do not like visiting stalls. Instead, the just order comm
thus, TikTok has contributed to the growth of online shopping, especially among young people.
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If 'm not Streaming, I'm not
9 Earning: Audience Relations and
Platform Time on Douyin

Key Themes

The authors present how young Chinese TikTok users rely on the platform to make money by
uploading contents. The article starts by explaining how digital platforms are becoming more useful
across the globe in peoples” daily lives.

Methodology

The study subjected about 2375 users to a survey through a questionnaire; later, 50 users were
chosen for an in-depth interview. The findings were based on two concepts: abstract audiences and
platform time. The idea was to help understand the platform based on labor relations.

Summary Information

With interest on TikTok use in China, the authors targeted TikTok users with more than 10, 000
followers and sufficient activities and strong motivation to manage their sort video channels.
According to the findings, although audiences are closer to the content creator when it comes to
‘engagement, they are abstracted through platform analytics, implying that they are reduced to
statistics given to content creators. Ideally, content creators are limited by a new form of time that
the confines of the platform rather than being liberated.
Instead of having fixed working hours, TikTokers are self-regulating as uploading and streaming hours

demand certain patterns to increase the creator's following and make money.
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The impact of tiktok on digi

Smart Technologies

Research on the Influence of
TikTok on Teenagers

Comment

Key Themes

The article considers TikTok as an effecti
uploading short content videos.
Methodology

The author examines information from previous studis
digital marketing.

Summary Information

The study starts by confirming the fact that social media is currently having a high number of users.
According to the authors, this transformation has greatly influenced the way firms, consumers, and
followers interact. Equally, the change had influenced the relationships and behaviors between
companies, consumers, and followers. This revolution has taken digital marketing to a high level and
companies and striving to exploit this opportunity. Like any other social media platform, TikTok has
‘emerged as an influential digital marketing platform, where companies and individual entrepreneurs.
are promoting their brands and products. According to the authors, TikTok has successfully won many
users due to its touch on creativity and self-expression. Equally, a touch on digital marketing has
contributed to its immense growth. The article’s overall idea is that TikTok has contributed in
‘advancing the level of digital marketing. With it ability to attract many users, especially youths, it
has created platform for young people to start and engage in entrepreneurship.

| marketing media, where users make money by

ight the impacts of TikTok on

Key Themes

Guo considers TikTok as an influential platform, especially among youths. Most youths use the
platform as an educational tool and satisfy their mentality.

Methodology

Studying already published research materials

‘Summary Information

The article starts by explaining what entails TikTok; it is an app that allows users to upload
contents that vary in length between 15 seconds to one minute. These videos are of varying contents,
such as entertainment, knowledge popularization, and talent show. The author then examines
TIKTpK's influence on teenagers, presenting both the positive impacts of the platform. According to
the author, despite arguments that TikTok impose negative effects to youths, it is used as an
educational tool and can be used to satisfy teenagers’ mentality. The author adds that the platform
does not contain over-exaggeration content that influences young people in a misleading manner. The
author conclude that although TikTok has positively changed the way teenagers interact, further
development is needed, especially by introducing authentication identity. The idea is to ensure that
minors aged below 18-years cannot use the app. Overall, TikTok has offered youths a platform to
socialize and manager their school related stress as uploaded content is all fan.

ideo
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D Name Comment
Mapping internet celebrity on TikTok: Exploring attention The author refers TikTok as a place to virtually interact with celeb. Thus, the platform
1 economies and visibility labours offers a broad space to engage in business practices.
Social media marketing and growth study for an esports and gaming  The article considers TikTok as an emerging social media platform that has contributed to
2 business: Case Company X growth of businesses in different sectors.
Amir examines how people can make money using TikTok, a major breakthrough that people
3 Utilization of Tik-Tok applications in pandemic times Covid-19 relied on during Covid-19 times.
The article examines the contribution of social media in marketing. TikTok, Instagram, and
4 The future of social media in marketing Facebook, are the main networking sites used as marketing platforms.
Social Media Marketing in the Self-media Era: A Self-experiment on  According to the article, TikTok has streamlined the advertisement sector, where content
5 TikTok (Vol creators can market their brands and popularize their businesses.
The article presents TikTok as @ marketing platform. Young people use the platform to market
6 Social media marketing and its effects on TikTok users their products; hence, making money.
Value Co-Creation Mechanisms in a Born Digital Short-form Video  The article explains virtual gifts as one way that TikTokers o live streamers or rather content
7 Platform: Kuaishou creators make money on the platform.
Resisting Commodification: Subverting the Power of the Global Tech The article considers TikTok as a leeway for companies to make money. Equally, users use the
8  Companies platform to earn.
Evaluating the relationship between social media use frequency and The article discusses the link between social media platforms and entrepreneurial perceptions.
9 entrepreneurial perceptions and attitudes among students People, especially young people, use these platforms to start and grow business.
According to the authors, every young people want to have a TikTok account. Most aim to
10 Tecnologia y Sociedad (Doctoral dissertation) become advertisers and earn from the platform.
The article shows how young people have become exploitive of every opportunity, especially in
11 Effects of social media on young people using social media.
Identity in communities and networks TikTok social networking site  The article considers TikTok as a platform that helps young people reach a wide audience on a
12 empowering youth civic engagement global scale.
TikToK's Advertising Policy in the Chinese Market and Impactson  The article examines the influence of TikTok in advertisement among Chinese. People, especially
13 Chine’s Internet Economic Advertising Market youths, use the platform to market their products.
on TikTok during the Early COVID-19 Pandemic and the# The author presents how TikTok supported business continuity during Covid-19; small business
14 StopAsianHate Movement owners continued to market their products online.
The article discusses the link between TikTok and generation Z. Generation Z has learned ways of
15 TikTok and generation Z exploiting every opportunity for growth.
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Social media marketing for businesses: Organic promotions of web-  The article presents social media platforms as a path to digital marketing. People make money
16 links on Facebook creating web-links to reach clients.
Understanding the effect of social media marketing activities: The  The authors examine the effect of social media marketing practices. Business growth and
17 mediation of social identification, perceived value, and satisfaction  building a product brand is one of the many activities.
Digital marketing challenge and opportunity with reference to tiktok- The article considers Tiktok as a new rising social media platform that has contributed to
18 anew rising social media platform immense growth in digital marketing
The Rise Of TikTok Entrepreneurs: How Useful Is Their Business  The author explains contribution TikTo has made in entrepreneurship since its inception. Users,
19 Advice especially young people, use it as a marketing platform
The authors refer TikTok as @ major contributor to the economy as the population of young
20 How Social Media Impact the Economy in Rural Areas in China adults using the media continue to rise.
21 Comparing perceptions of marketing communication channels The article presents a comparison between traditional and digital advertisement media.
Having attracted many users, especially youngsters, Da Silva considers TikTok as a platform to
22 Theimpact of TikTok on an online business strategy strategize business performance.
How Portuguese adolescents relate to influencers and brands on  The article examines the link between Portuguese TikTok users and brand ambassadors and
23 TikTok influencers.
Tiktok Influences on Teenagers and Young Adults Students: The  The article presents different ways youths use TikTok. Starting and marketing products and
24 Common Usages of the Application Tiktok business remains one of them.
The rise of social media marketing: How an entire industry has The author explains how the rise of social media marketing has transformed business. People
25 transformed can easily reach millions of customers.
The Influence Of Tiktok Applications On The Consumption Behavior  The article discusses the increasing rate of online shopping, especially among youths, making
26 Of Adolescents In Online Shopping TikTok a better platform to reach more customers.
Finance and Investing for the Long Run: Investing for Young Adults  The author explains that TikTok has emerged as a platform for young people to make money in
27 to Make the Most of Their Money their free time.
Forbes recognizes TikTok as a lucrative entrepreneurial platform. Reaching clients and
28 Why brands must focus on TikTok now (And How) popularizing a brand becomes easy when using the platform.
If 'm not Streaming, 'm not Earning: Audience Relations and The authors present how young Chinese TikTok users rely on the platform to make money by
29 Platform Time on Douyin uploading contents.
The article considers TikTok as an effective digital marketing media, where users make money by
30 Theimpact of tiktok on digital marketing uploading short content videos.
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Controlling influencer content through contracts: a qualitative The authors presents that TikTok translates to influencers’ home; they s the platform to
31 empirical study on the Swiss influencer market market and build products’ image.
The author indicates how TikTok has turned into @ major branding and marketing platform
32 Use of TikTok Social Media in the Ukrainian University Branding  among university students in Ukraine.
The authors consider TikTok as a giant in the world of marketing as it has a wide reach of
33 The Rise of TikTok: A Case Study Of The New Social Media Giant customers.
The article presents the marketing opportunities offered under TikTok. The platform allows
34 The way of TikTok marketing and why it works so well people to advertise and grow their business.
Guo considers TikTok as an influential platform, especially among youths. Most youths use the
35 Research on the Influence of TikTok on Teenagers platform to market their brands.
Navigating the New Era of Influencer Marketing: How to be The article examines TiktoK's influential power, such as connecting people via the platform. As a
36 Successful on Instagram, TikTok, & Co result, offers a strong marketing platform.
TikTok as a Digital Activism Space: Social Justice Under Algorithmic  According to Haslem, making money is the main focus of many young people using TikTok.
37 Control (Doctoral dissertation, Old Dominion University) Creating contents being the starting point.
Tips To Dominate TikTok: Pioneering The Internet’s New Way Of  Hall examines marketing tips that TikTok users can adopt to remain relevant in the platform. The
38 Marketing tips would help develop their entrepreneurship goal.
The author explains the meaning of social media marketing. It is using various social networking
39 Whatls Social Media Marketing (SMM)? sites like TikTok to popularize a brand.
The article examines the growth of TikTok to being a major online platform for marketing that
40 Overview on the Growth and Development of TikTok's Globalization users can use to start and expand their business.
Hou explains that young people are the leading TikTom users. Therefore, they have a wide
41 Study on the perceived popularity of TikTok opportunity to exploit the platform for entrepreneurial growth.
The authors explain how TikTok has influenced many young people into the platform, mainly
42 Digital misinformation/disinformation and children targeting to make money.
The article examines the commercial value of TikTok in China, following the rise in its use,
43 Research on the commercial value of Tiktok in China especially among young people.
The reasons for Douyin's success from the perspective of business  Huang considers young people as the largest consumer of TikTok. Thus, a better online platform
44 model, algorithm and functions for marketing, especially products that targets this segment.
Livingin a moment: Impact of TicTok on influencing younger The article examines TikTok's main components, including users and advertisers. Advertisers
45 generation into micro-fame make money by posting their products to reach million users.
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Role of Social Media Marketing Activities in Influencing Customer  The article discusses the influential power of social media marketing, especially in luring
46 Intentions: A Perspective of a New Emerging Era customers to consider an advertised brand.
Impact of Social Media Marketing on Organizational Performance:  The article presents how Amazon focuses on social media to streamline product marketing and
47 A Case Study of Amazon India reaching customers.
Kantrowitz presents the significance growth of TikTok to being the most used social media
48 TikTok Growth Continues Against All Odds platform, particularly among youths.
The author examines how youths in India are using TikTok to make money by uploading short
49 Tik-Tok: Influence on Youth in India videos and earn through views.
The authors present that millions of youths, approximately 689 million use TikTok. A huge
50  The attitude of children and parents towards Children Influencers  population of them aim to make money.
The article presents that TikTok pay users for using the platform. More usage leads to brand
51 Monetary Incentivization of Crowds by Platforms promotion.
The article examines ways of making money in Tiktok. For example, people make money as
52 The Method of the Money Making Mechanism of TikTok brand influencers and marketing agents.
Health Communication on TikTok: A Qualitative Study of Credibility ' The author considers TikTok s a platform for children and youngsters, who prefer the channel
53 onAHumorous Platform for its humorous contents.
Research on the Influence of the Internet on Teenagers’ Psychology The article presents that the need for money force young people to explore possible
54 and Behavior breakthrough opportunities in social media.
Business model innovation and experimentation in transforming  The article presents how TikTok offer young people a platform to connect with others. Apart
55 economies: ByteDance and TikTok from strengthening social connection, the platform supports marketing strategies
According to the article, most people, especially youths, use TikTok to promote their business-
56 Finding ‘places to be bad'in social media: the case of TikTok related ventures
The online influencers’ strategies and their impact on consumers  The article explains how influencers use TikTok to make money. They earn by creating ads and
57 decision process promoting their brands.
Creative Process in Creating the Creative Content of “Roro According to the article, creating creative contents that attract people is one way of standing a
58  Choreographer” Through Social Media Platforms chance to start benefiting from TikTok through earning.
Self-exposure in social media: Teenagers’ transmedia practices and  The article explains how teenagers use TikTok to expose themselves. Mainly, they do this
59 skills for the construction of a personal brand through marketing and branding.
The article presents that people make money on TikTok by showcasing their funny talents, and
60 Tiktokimpact on internet ssers they earn from followers and content views.
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How Does Social Media Platforms Help to Improve Business
Performances during the COVID-19 Pandemic? A Study of TikTok
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Children
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The Business of Being a Toy Influencer

The Role Of Social Media Tiktok In Increasing The Interest In
Entrepreneurship In The Millenial Generation

The article explains the major influencing factors to Tiktok engagement, especially in China.
Mainly, people upload videos, aiming to make money.

The author discusses the significance of social media, such as Tiktok and Instragram in extending
marketing campaign strategy to high levels.

The article refers TikTok as a revenue generation platform among many users. Users earn money’
mainly through video-sharing.

The article examines how social media platforms can be used to promote business performance
during period of crisis. The online platform supports business continuity.

Nelson expresses the significance of engaging in TikTok as an entrepreneur. The platform offers
a broad opportunity to reach vast of customers.

The author expounds on the video length that users should upload on TikTok. They should be up
to 60 seconds long.

The authors explain how TikTok supports business growth, mainly by giving content creators a
platform to engage in entrepreneurship.

According to the author, TikTok has turned into a labour source for many people, especially
young people.

The authors consider TikTok as a platform mainly for young people. They spend much of their
energy on the platform.

Pyle explains the need to have one’s brand on TikTok since it offers a platform for business
growth

The authors consider social media as a beneficial platform to support entrepreneurship. The
platform promotes customer reach.

The author presents how youths have found TikTok as an online economic exploitation; making
money is easy.

The article shows the correlation between young people and TikTok, especially in making money
by uploading more videos and attracting huge following.

The article explains diferent ways that TikTok content creators use to make money. They make
money after people view and click the ads.

The article examines TikTok as an online platform for entrepreneurship growth by increasing
brand recognition.
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Simpson presents that TikTok is one of the best media channel to promote brand image and
recognition.

The article presents that TikTok has emerged as digital platform to promote brand sustainability
and comprehension.

The article presents how TikToK’s brilliant Al system supports entrepreneurial practices. It allows
users to freely engage in business practices.

The author argues that people are using TikTok to make money through advertisement by acting
as brand ambassadors.

The article informs that receiving virtual tips from followers and viewers is one way that content
creators make money on TikTok.

According to Turner, TikTok comes with opportunities to build a business. With many users, a
business stands a chance to meet a vast of potential customers.

Ren argues that TikTok has offered an economic opportunity for young people that contribute to
the global economy.

The article examines the effect of TikTok in promoting brand image through digital marketing.
The platform promotes brand recognition.

Sergeant considers TikTok as a beneficial online based platform for economic exploitation
among youths by engaging in business practices.

The article presents how TikTok is increasing interest in entrepreneurship among millennial
generation. They use the platform to engage in business practices.

According to the authors, young people use TikTok mainly for entertainment and making money.
Thus, the platform supports entrepreneurship growth and social well-being.

The article examines reasons one should consider to marketing on TikTok. Te platform offers
an extensive advertisement channel.

The article presents that creating contents and winning followers are ways of making money on
TikTok platform.

The article examines the value of social media in marketing. With social media it has become
easy to reach a wide range of customers.

The authors consider TikTok as an effective social media platform in building small business,
giving users an earning platform
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Engagement with Social Media and Social Media Advertising: The  According to the authors, social media is a better platform to support digital marketing. With
91  Differentiating Role of Platform Type almost everyone owning a networking site, it becomes easy to reach many customers.
Deep Learning for Multi-Aspect Sentiment Analysis of TikTok App  The article considers advertisement as one way that TikTok content creators use to make
92 using the RNN-LSTM Method money. They make advertisement along their contents.
According to the article, social media platforms are effective channels that support
93 Entrepreneurial entry: The role of social media entrepreneurial entry.
Measuring consumer perception of social media marketing activities The article presents the purpose of social media platforms in measuring consumer perceptions.
94 ine-commerce industry: Scale development & validation Itis the best platform to easily understand consumer wants.
The author explains the significance of social medial development, where platforms like TikTok
95 The Impact of Technological Development on Contemporary Media  are used as source of money.
The article examines the young adults’ TikTok usage. They make money by creating and
96 Understanding Young Adults' TikTok Usage uploading short videos in the platform.
Tik Tok and Microcelebrities: An Analysis of the Impact of Short  Yang explains how young people use TikTok to make money by being influencers and engaging in
97 Video Apps on Chinese Culture and Communication live streaming videos.
A qualitative investigation into definitions of advertisingin China:  The authors explain that TikTok users can make money in many ways, such as selling lessons,
98 the short video perspective books, and engaging in advertisement.
Infrastructuralization of Tik Tok: Transformation, power The article explains the transformation created by TikTok, especially on increasing youths’
99 relationships, and platformization of video entertainment in China  involvements in the platform for entertainment and making money.
Analysis of TikToK's Success Based on Its Algorithm Mechanism.
In 2020 International Conference on Big Data and Social Sciences  The author examines TikTok's algorithm mechanism and how it supports streamline
100  (ICBDSS) entrepreneurial practices among users, opening channels for making money.
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