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Abstract
The goal of this dissertation is to examine how TikTok short-form video marketing affects the purchase intentions of Generation Z in the fashion industry. The study examines the impact of the interactive and engaging nature of the platform on consumer behavior, brand perception, and purchase decisions among Gen Z consumers. The study is centered on the growing relevance of influencer authenticity, emotional attachments, entertainment value and algorithmic content in influencing fashion-related purchase behaviour. The study also investigates the role of social influence, Fear of Missing Out (FOMO), trend culture, and user engagement to understand their influence on influencing impulsive and emotional buying behavior.
The research method used in this study was a qualitative secondary research study.This study carried out a qualitative secondary research design to critically analyze the academic literature, industry reports, and market data on TikTok marketing, consumer behavior in the digital age, and the purchasing trend of Generation Z. Data were analyzed using thematic analysis to uncover key patterns and themes related to TikTok short-form video marketing and its impact on the fashion industry. The Theory of Planned Behaviour and the Social Influence Theory are used to support the research to explain the contribution of attitude, peer influence and behavioural control in consumer purchase intentions.
The results show that TikTok is one of the most powerful digital marketing platforms for fashion brands because of its ability to produce highly personalized, relatable and trend-related material. Viral challenges, user-generated content, live streaming and influencer marketing are key factors in how Gen Z consumes and buys products. But the study also highlights obstacles like content fatigue, overconsumption, impulsive shopping habits, sustainability worries and the need to keep up with the authenticity and engagement of content strategies.
Based on the results of this study, TikTok short-form video marketing has a significant effect on the purchase intention of Generation Z in the fashion industry. Fashion companies that focus on authenticity, creativity, emotional connection, and sustainable marketing will more likely be able to build consumer trust and forge loyal relationships with the Gen Z generation.
Keywords: TikTok, Short-form Video Marketing, Fashion Industry, Purchase Intentions, Generation Z, Fashion Marketing, Digital Marketing.
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[bookmark: _heading=h.w1fwwtq4tp1a]Chapter 1: Introduction
[bookmark: _heading=h.osz9u84ivabm]1.1 Background of the Research
The short-form video used on TikTok has the most significant impact on Generation Z, due to it primarily focusing on authenticity and relatability. In the fashion industry, this form of short video is therefore used for providing influence and emotional attachment between the content creator and the TikTok user. Figure 1 depicts the impact of the spending hours of TikTok users in recent times, catching up with the watching hours of television (Smiley, 2024). Wahyudi et al. (2025), on the other hand, have stated that it is the influence of digital marketing through social media apps that caused a significant impact on Gen Z, regarding the use of TikTok. Thus, it is prominent that the new generation is influenced by content that may feel personal and trustworthy to them. 
[bookmark: _heading=h.cq4dhoh1tlfb]Figure 1.1. The Amount of Time Spent by the Gen Z Adult TikTok Users. 
[image: ]
Source: Adopted from: Smiley, 2024.
According to Elad (2025), 35% of Gen Z people spend around 4 hours of their daily lives on social media, whereas only 3% spend less than an hour on various kinds of social media (Refer to Figure 2). TikTok is also a significantly used social media platform for short videos, posts, and chats. Elad (2025) has also mentioned that TikTok users spend about 88 minutes of their daily lives on the app, as presented by a survey done in 2025. 
[bookmark: _heading=h.56zn7ct1cvha]Figure 1.2. Daily Social Media Usage Patterns By Gen Z. 
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Source: Adopted from: Elad, 2025. 
[bookmark: _heading=h.jex1gwkqsgcx]The purchasing behaviour of Gen Z is also a matter of discussion, since the apps present in the digital world create a sense of influence and satisfaction among the Gen Z buyers, and are increasing fast fashion. Since the online and digital market is dynamic and ever-changing, it is significantly influencing Gen Z consumers through various digital tools, such as social media marketing, content marketing, targeted advertising, and other strategies (Refer to Figure 3) (Rosnerova et al. 2025). Therefore, the primary driving factors for Gen Z consumers and their purchasing decisions are influencer relatability, trust, emotional attachment, trendiness, the Fear of Missing Out (FOMO), fashion reviews, a catered “For You” page and other strategies and factors. 
[bookmark: _heading=h.57oo5mar5rau]Figure 1.3. Purchasing Decisions Influenced by Digital Marketing Tools. 
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Source: Adopted from: Rosnerova et al. 2025. 
Finally, Haron et al. (2025) have emphasised the importance of the short-form videos, not only in TikTok but in other social media platforms as well, such as YouTube, Instagram, Snapchat and more. The short-form video format, also known as SFVM, has, therefore, become a concise, dynamic, and easily shareable content. However, this format of video editing and sharing significantly minimises the attention span of the consumers, most importantly Gen Z’s (Haron et al. 2025). Its influence on the purchase decision therefore creates high conversion rates from one product or service to another and also moving from one influencer to another. Catering to fast fashion, this process therefore accelerates the fashion cycle and micro trends. 
[bookmark: _heading=h.3rrhq7lslti]1.2 Research Rationale
This research focuses on the impact of TikTok short-form video marketing on Generation Z purchase intentions in the fashion industry‎. Thus, it basically focuses on how Gen Z can navigate through the increasing interactive content, influencer authenticity, and trends focusing on visuals. In this regard, Valeza et al. (2024) have mentioned that the focus of Gen Z buyers is primarily on the quality of the product purchased, rather than its price. They also focus on the emotional and interactive content for entertainment and features to interact with their favourite influencer through likes, comments, sharing, reposting and more. 
FOMO, or the fear of missing out, is a significant fear among Gen Z buyers, and it causes them to follow the trends and strategies used by the influencers they follow. This causes a chain reaction and makes the buyers focus on short-lived trends, impulsive buying decisions, and short-term engagement. Oak and Markandeya (2025) have, thus, stated that FOMO creates a psychological fear among Gen Z and also manifests in impulsive buying out of a sense of urgency. This factor also tests the authenticity and trustworthiness of influencers, and how they are perceived by their fans and followers. 
On the other hand, Luo et al. (2025) have stated that short-video formats have brought a significant revolution regarding online interaction. It is evident that by 2024, social media users will have significantly increased, up to 5.6%, or by 266 million by 2025 (Luo et al. 2025). This process has become the primary method of entertainment, though low-cost and rapid dissemination. Thus, it can be said that the influencing factors include FOMO, trends, authenticity, characteristics of content, and having the power of social proof, as it acts as a social validation for visual and interactive media. 
[bookmark: _heading=h.brc9p51ingr4]1.3 Problem Statement
According to a report by PYMNTS (2023), the spending habits of Gen Z, most importantly regarding fast fashion and influencer trends, are a significant challenge that is addressed in this research. The report also mentions that out of all the other generations, including Gen X and Millennials, Gen Z has the highest amount of digital payment through social media, up to 45.9% for browsing and 22.3% for actually buying (Refer to Figure 4) (PYMNTS, 2023). The issues also spread to the target audience of a particular influencer, or in some cases, the entire platform, and thus, the demand of the consumers for synthetic products creates fleeting purchasing motivations and differences in content types. 
[bookmark: _heading=h.1837y76rm6da]Figure 1.4. Increase in the Purchasing Behaviour in Gen Z. 
[image: ]
Source: Adopted from: PYMNTS, 2023. 
On the other hand, Lacap et al. (2025) have mentioned that the roles and attitudes of Gen Z consumers are also a driving factor for the changes seen in influence regarding short-form video and purchasing habits. Lacap et al. (2025) have also stated that the local fashion brands are also the most curated users of TikTok, and they create a sense of closeness between the brands and their buyers through the app. This can create an impact on the platform regarding influencer impact and emotional connection, since most of the consumers have purchased products through a TikTok short-form video and have experienced a significant emotional connection. This emotional connection, thus, drives them to focus on the authenticity and trustworthiness of the influencers they follow. 
[bookmark: _heading=h.9ceu5pproiq4]1.4 Research Aim and Objectives
Aim
This research aims to understand the effect of TikTok short-form video on the purchasing decisions of Gen Z and how it impacts the fashion industry as well. 
Objectives
· In order to establish the main peculiarities of TikTok short-form video marketing adopted by fashion companies.
· To examine the effect of TikTok content on the attitude of Gen Z consumers towards fashion brands.
· To test the connection between TikTok activity and consumer buying intentions.
· To make strategic suggestions to fashion companies aiming at enhancing TikTok marketing performance.
[bookmark: _heading=h.8z92obd84pje]1.5 Research Questions
1. Why do fashion companies use TikTok short videos for marketing strategy instead of other social media platforms like Facebook?
2. Why TikTok influenced Gen Z’s purchase behaviour for the fashion industry instead of other age groups, such as the millennials or Gen X?
3. What is the impact of TikTok short-form video marketing on Generation Z purchase intentions in the fashion industry?
[bookmark: _heading=h.ykn64lw0du53]1.6 Significance of the Research
This research is being conducted to understand the impact of the short-form video format on TikTok and its impact on the purchasing decisions of its consumers. Thus, it provides an insight into the shifting consumer behaviours, most importantly focusing on the decision-making of the for traditional browsing and purchasing. Dharomesz (2025) have stated that TikTok engages on a dynamic and direct communication through its short-form video and connects the influencers to their followers. Thus, it is driven through an emotional appeal for entertainment and authenticity; it also gave birth to the “Haul” culture among influencers, which in turn significantly influenced the purchasing and spending habits of Gen Z consumers. However, this process is beneficial for the local brands, as the platform can be used by them to provide short-form video to their customers for higher sales. 
[bookmark: _heading=h.4bc0iianc4aj]1.7 Structure of the Research
Introduction: This chapter focuses on the topic and aligns it with the research already attempted by various researchers. It also provides the aim, objectives and questions for the research. 
Literature Review: This chapter focuses on the already existing data and information, and attempts a critical analysis to gain insight into the topic and its problems. 
Methodology: This chapter focuses on analysing the correct process of methods for data analysis through a number of steps, along with ethical considerations. 
Findings and Analysis: This chapter focuses on analysing the findings gathered from all the previous chapters and what can be assessed from the gathered data through a robust methodology. 
Discussion: This chapter focuses on discussing the themes and information gathered from the findings to draw a more generalised conclusion. 
Conclusion and Recommendations: This chapter finalises the findings gathered throughout the research and provides forward-looking recommendations for other research in the future. 

[bookmark: _heading=h.2ydki2xm5eea]Chapter 2: Literature Review
[bookmark: _heading=h.b4o1jw19va3]2.1 Introduction
The aim and purpose of the chapter are to review literature, survey, summarise, and synthesise the research on a particular subject, thus laying the groundwork of the existing knowledge. Gen Z consumer behaviour is influenced by authenticity, trends, and aesthetics, all of which are crucial in decision-making. There is a positive correlation between engagement on TikTok and purchase intention, especially when users are exposed to the same content repeatedly. Theoretically, this study proposes a conceptual framework for understanding TikTok’s influence on the purchase intentions and attitudes of Gen Z, thereby filling gaps in platform-specific research. The study is based on the Theory of Planned Behaviour and Social Influence Theory.
[bookmark: _heading=h.rgg60bfuo58s]2.2 Research Question
· Why TikTok influenced Gen Z’s purchase behaviour for the fashion industry instead of other age groups, such as the millennials or Gen X?
· Why do fashion companies use TikTok short videos for marketing strategy instead of other social media platforms like Facebook?
[bookmark: _heading=h.ofye6d89cc9k]2.3 Factors Influencing the Purchase Intention of the Gen Z Consumers
The purchase intentions of Gen Z consumers are primarily driven by digital convenience and brand ethics for achieving sustainability in products. In this regard, Saut et al. (2021) have used the correlational methodology and stated that the purchase intention and willingness of the customers are significantly evaluated using the theory of planned behaviour, and questionnaires were used for structural equation modelling. The research, therefore, explains that the nature of consumers can create an insight into ecological devastation, environmental degradation, and sustainability (Saut et al. 2021). Due to Gen Z consumers being mostly young, they have a knack for technological advancements, pragmatism, and financial stability in fashion companies for mitigating environmental issues. 
[image: ]
[bookmark: _heading=h.ads5gexbq4hb]Figure 2.1: Factors Influencing the Purchase Behaviours of Customers
(Source: Raja, 2026)
Figure 5 depicts the factors that influence consumer purchase behaviours in various sectors (Raja, 2026). However, due to the influence of social media platforms, it creates physical challenges for customers in not getting familiarised with the consumers. Therefore, Rini (2023) has stated that the development of the marketplace is significant for influencing the e-commerce industry. This research utilises the primary qualitative methodology for analysing consumers' behaviour between the ages of 20 and 40 (Rini, 2023). Gen Z is already mentioned to have realistic and analytical decisions for creating independence in purchase intention, while also communicating resolutions for conflict mitigation. Therefore, it is evident that both Saut et al. (2021) and Rini (2023) agree that factors such as technological advancements and sustainability are impactful for the customer behaviour among Gen Z, and it is also further proven by the factors described by Raja (2026). Thus, it helps consumers to focus on digital and social influence through convenience and experience in the purchasing process. 
[bookmark: _heading=h.3d1o4ivbko7s]2.4 Impact of TikTok Short-Form Video on Gen Z Purchase Intentions
The Short-form video on TikTok has been seen to be significant for purchase intentions of Gen Z consumers, and it creates both positive and negative impacts on the consumers. Nguyen et al. (2024), in this regard, have mentioned that purchase intention is significantly synonymous with the influencers and the Gen Z followers of TikTok. The use of a primary quantitative methodology with SPSS finds that the problem of TikTok Influencing among the Gen Z consumers (Nguyen et al. 2024). Figure 6 also depicts that 81% of followers on TikTok have the greatest number of views, mostly from short-form videos (Nrg, 2024). The purchasing behaviour of the Gen Z consumers can, therefore, be influenced by perceived enjoyment, information availability, and social proof for trend setting and peer validation. 
[image: ]
[bookmark: _heading=h.qq1z2j2uasma]Figure 2.2: Impact of Short-Form Videos among Gen Z Consumers
(Source: Nrg, 2024)
On the other hand, Sharabati et al. (2022) have acknowledged the positive influence of TikTok on the satisfaction of its consumers. The research utilises the positive influence of TikTok and its short-form video format by analysing its use of primary quantitative methodology, and the results indicate that 30.6% of the users have faced a positive impact from the social media app (Sharabati et al. 2022). Meanwhile, Bahatan et al. (2025) mentioned, through the descriptive-correlation quantitative research, that the influence on Gen Z is primarily based on in formativeness, entertainment, price discount, influencer bandwagon and its perception. Even if consumers can face massive changes in their purchase intention, along with improvement and innovation, the short-form videos on TikTok use marketing campaigns for advertising and attaining the target audience (Bahatan et al. 2025). However, the negative impacts of the social media platform can include overconsumption, impulse buying, trend fatigue, unauthentic content, and both financial and mental constraints.
Therefore, it is significant that even if short-form videos by TikTok have a positive impact, they can create a sense of repetition and fatigue for its consumers. Nguyen et al. (2024), Sharabati et al. (2022), and Bahatan et al. (2025) all have similar views on the positive and negative impacts of short-form videos on the purchase intention of their consumers. Thus, it can be said that TikTok is hyper-relevant for providing content based on the target audience it attains, and understanding the content its consumers want. 
[bookmark: _heading=h.rhds7q9j6yza]2.5 Peculiarities of TikTok Short-Form Video Marketing in Fashion Companies
Even though the consumers of TikTok short-form videos are seen to have a significantly positive impact, there are still several peculiarities that the marketing industry has a hard time understanding. The research by Basnet (2025) follows the secondary qualitative methodology, and according to it, in recent times, there has been a significant increase in short-form video marketing, most importantly among small brands and businesses. Even though TikTok does not have the same amount of reach to its customers as Instagram, it still gained almost 1 million users between 2020 and 2025 (Refer to Figure 7) (Basnet, 2025). Peculiarities in this social media platform are not relatively negative, as it can cause positive impacts such as raw and real content, algorithm-driven virility, community-led trends, and differences in content. 
[image: ]
[bookmark: _heading=h.k5s0179ioi10]Figure 2.3: Growth of TikTok and Instagram Users from 2020 to 2025
(Source: Basnet, 2025)
On the other hand, Slaton and Lee (2025) have stated that short-form videos on TikTok are a significant weapon for influencing the e-commerce and interactive marketing of the platform. This research utilises primary quantitative methodology with the analysis using confirmatory factor analysis and structural equation model, and analyses that short-form videos can evolve this strategy into a peripheral entertainment tool for driving consumer perception and retail engagement (Slaton and Lee, 2025). Meanwhile, Haron et al. (2025) have mentioned, through a secondary qualitative research, that short-form videos on TikTok create visual dynamics and easy-sharing content across its platform and assess this as a dominant strategy that can be used by other social media platforms as well (Haron et al. 2025). Thus, engagement by the consumers of the platform is a significant determining factor for digital marketing and audience interaction. 
Therefore, it is significant that all three articles have a massive focus on the positive impacts of short-form videos on TikTok, which also includes the peculiarities mentioned before. Slaton and Lee (2025) focus on the effectiveness of scrolling for shopping, Haron et al. (2025) explain its impact on marketing, and Basnet (2025) compares the peculiar factors with other social media platforms with the short-form video format. The factors mentioned can influence the fashion brands, since they can enhance their market presence, such as collaborating with diverse creators, creating communities for advertising and bringing cultural conversation.
[bookmark: _heading=h.wb2wxfg1u0nq]2.6 Effect of TikTok Content on the Attitude of Gen Z Consumers Towards Fashion and the Rationale Behind the Selection of TikTok
The attitudes of Gen Z consumers are significant, since they can create trend cycles, influencer-driven trust, and an overall positive impact on brand perception. In this regard, Pihkoluoma (2025) has utilised the primary qualitative research for investigating the influences and de-influences of Gen Z perception in the fashion industry. The Gen Z consumers are also known to have a focus on ethical consumption; thus, the short-form videos on TikTok broaden the perspectives of such customers (Pihkoluoma, 2025). Figure 4 also depicts the spending behaviours of the young consumers, presumably Gen Z, and explains that the spending habits decrease by age significantly (Refer to Figure 8) (Schneider and Lee, 2022). According to Pratiwi et al. (2025), TikTok creates a space where fashion trends are constantly evolving, representing the collective identity of Gen Z, especially in Denpasar. The author applied a descriptive qualitative approach to conclude the approach. Thus, this interaction about ethics creates in the consumers a desire for sustainability, for finding themselves caught between value and affordability, in platforms such as TikTok. 
[image: ]
[bookmark: _heading=h.bf9a72g1iryz]Figure 2.4: Spending Behaviours of Consumers in the Fashion Industry
(Source: Schneider and Lee, 2022)
Meanwhile, Rolando (2025) has utilised cross-sectional quantitative research and stated that the influence of TikTok exposes its consumers to influencer fashion, brand preferences, and complex behaviour for digital marketing. Due to the technology focus of this generation, it has the robust ability to connect with others, using social media and other digital media (Rolando, 2025). Therefore, it creates a significantly positive impact on the content of brand perception among consumers. It helps them to engage, inform, and gain emotional information about TikTok for fast fashion promotion on the platform. On the other hand, Sura and Halim (2026) have used a qualitative approach and stated that the purchase decision of Gen Z consumers is impacted by online fashion, and it is becoming more and more effective for the consumers. The participation of such consumers in technological advancements has created patterns for understanding the consumption and attitudes of the younger generation (Sura and Halim, 2026). 
Therefore, a comparison of all the articles provides a generalised effectiveness for understanding the attitude of Gen Z consumers in the fashion industry. Pihkoluoma (2025) focuses on both the influencing and the de-influencing of TikTok for exploring the perception regarding ethics in Gen Z. Meanwhile, Rolando (2025) discusses the impact of TikTok influencers on brand preferences, and finally, Sura and Halim (2026) discuss the effectiveness of consumer behaviour in the online fashion industry, regarding TikTok. 
[bookmark: _heading=h.1d3itotvlxsj]2.7 Connection Between TikTok Activity and Consumer Buying Intents and Process Followed by the Consumers to Make Purchasing Decisions 
One of the most significant connections between TikTok activities and the buying intentions of customers is the “TikTok Made Me Buy It” trend. Gale and Chapman (2022) have stated that the consumer buying decision focuses on problem recognition, researching, considering alternatives, selecting, and evaluating after purchasing. Therefore, Vire (2025) have used the qualitative research methodology and mentioned that social media created a significant trend of dominance in a platform, and it creates complex algorithmic outcomes in TikTok. The “TikTok Made Me Buy It” is a hashtag, and it creates a good illustration for catching and evaluating the trend (Vire, 2025). 90% of the global users have taken action to buy after watching a video, and 75% of Gen Z make purchases based on influencer recommendations. Figure 9 mentions several keywords significant for understanding the connection between TikTok activity and buying intent (Vire, 2025). Other than this hashtag, several other activities include impulse buying, high engagement, key drivers of intent, influencer trust, TikTok shop, and live commerce. 
[image: ]
[bookmark: _heading=h.jbkrv4r7g53j]Figure 2.5: Factors influencing the buying intention of TikTok Consumers
(Source: Vire, 2025)
According to the research using a systematic literature review (SLR) and meta-analysis using PRISMA, Damania et al. (2026), live streaming and influencer engagement are also some of the leading activities that enhance consumer intention in TikTok. Thus, it evolved the business interaction and combined marketing with entertainment. Influencers in streaming pose a significant fundamental influence on purchase intention (Damania et al. 2026). The evolved business interaction and combined marketing provide a significant impact on the purchase decision among customers, since it influences their behaviour, and reduces dissonance among them (Longwood University, 2024). TikTok is a platform that has a significantly unique ecosystem for distributing algorithm in the platform, and through a combination of creative content, it helps to create a two-way communication between the influencers and the followers. On the other hand, Putri et al. (2024) have utilised the mixed methodology and mentioned that even though the activities of TikTok and consumer buying have a significant connection, the consumers can also have a focus on trust and privacy among the Gen Z purchasing behaviours. The user interface (UI) of TikTok allows creators and influencers to add links and advertisements to their content, creating an impact on the e-commerce sector. 
Therefore, Vire (2025), Damania et al. (2026), and Putri et al. (2024) all have explained the connections between TikTok activities and consumer buying intention, and thus, the relations can be significantly positive. Vire (2025) focused on the hashtags of TikTok, Damania et al. (2026) evaluated the impact of TikTok live streaming and influencer engagement, and Putri et al. (2024) analysed the impact of trust and privacy on their purchasing behaviours. It can also include factors, such as the “For You Page”, visual content, and information experiences. 
[bookmark: _heading=h.1w32dz7ktxhs]2.8 Challenges Fashion Companies Face in Maintaining Attractive TikTok Videos for Promotion
Fashion companies are also having difficulties in keeping attractive TikTok promotions, and this is mainly because of the nature of TikTok. Several challenges, such as High Content Velocity and Trend Fatigue, The Authenticity vs. Production Quality Paradox, Algorithmic Competition and Overcoming "Noise", Balancing Sustainability with Fast-Fashion Demands, Managing Creator Partnerships at Scale, and Navigating TikTok's Shifting Algorithm (Maguire and Biondi, 2020). PRISMA-based review maps the trends and methods of fatigue with practical AI techniques used by Kakhi et al. (2025), and based on the result, the author mentioned that from subjective assessments to physiological signals, these techniques provide various but complementary approaches. Fatigue measurement methods, including behavioural-based model, subjective measures, bio-mathematical models, performance-related methods, and physiological signal-based method helps to determine fatigue (Refer to Figure 10). Mandarić et al (2022) discuss how, in the fashion market, more emphasis is given to factors such as price, value, size, quality, style, convenience of purchase, and others. Additionally, the role of the environmental factors is important only to a very small percentage of the population, based on the Google Forms tool for quantitative research in this study. Overall, it is important to integrate advanced fatigue assessment techniques and users’ priorities to achieve both analysis and practicality. 
[image: ]
[bookmark: _heading=h.bq7m8q6d8d29]Figure 2.6: Fatigue Measurement Methods
(Source: Kakhi et al., 2025)
Ru et al. (2025) argued that algorithm empowerment is not an abstract concept because algorithmic curation to establish social norms that meet users’ needs for recognition and AI-based decision-making fluidity to overcome barriers to action through large-scale Chinese users’ data. The visual representation shows theoretical evolution from social capital to algorithmic empowerment (Refer to Figure 11). Oliveira et al. (2022) carried out a quantitative and qualitative research process in three stages. According to the authors, fast fashion industries have been publishing that they are improving the sustainability of their production chain. This research demonstrates the ways in which algorithmic systems and industry narratives are influencing users, and thus, the importance of critically examining empowerment and sustainability practices within the digital and fast fashion spheres.
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[bookmark: _heading=h.cs43t19p7z4s]Figure 2.7: Algorithmic Empowerment
(Source: Ru et al. 2025)
According to Hofmann et al. (2022), collaboration has been identified as the overarching theme of overcoming the challenges of the three problem areas, as defined using the qualitative method. The synergy between the algorithm and the visual content on TikTok has a great role to play in the promotion of purchase decisions, especially among the Gen Z and Millennials generation, who are the main target of the fast beauty industry (Fitri and Ananta, 2025). The analysis has been conducted qualitatively, with the main sources of the data originating from the online world, including Google Scholar, Mendeley, various apps, and other relevant digital platforms. Fashion marketing in the TikTok era calls for a balance between speed, authenticity, and sustainability
[bookmark: _heading=h.dagcs8rvh7fe]2.9 Theoretical Framework
[bookmark: _heading=h.4120aibb0lao]2.9.1 Theory of Planned Behaviour
The Theory of Planned Behaviour (TPB) is a general theory of behaviour which describes the behaviour of individuals. The TPB suggests three main antecedents, such as attitudes, subjective norms, and perceived behavioural control, which influence the decision-making process of users (Jiao and Cao, 2024) (Refer to Figure 12). 
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[bookmark: _heading=h.fvivfk3cncf]Figure 2.8: Theory of Planned Behaviour
(Source: Jiao and Cao, 2024)
Attitude towards behaviour shows Gen Z’s positive or negative reactions towards the purchase of fashion items after being influenced by the content of TikTok. According to Slaton and Lee (2025), the excitement created through short videos of trending fashion items, fashion, or influencers in the content of TikTok can lead to the development of a favourable attitude towards behaviour. Thus, the increasing of the intention of the audience towards purchasing the fashion items.
Subjective norms of planned behaviour theory rely on peer or social group pressure. The interactive tools of TikTok, such as likes, comments, sharing, and duets, give users social credibility (Lin et al., 2023). Gen Z is influenced by peer groups and social credibility, and therefore, they buy products that they think their favourite social influencers or peer group support for some fashion trends.
Perceived Behavioural Control is related to how easy or hard it is to buy the product. Tran et al. (2024) stated that the availability of shopping links, in-app shopping, and brand partnerships makes users feel in control. The target group is Gen Z, and they are tech-savvy and comfortable with online shopping; with this, they feel capable of making the purchase.
Overall, it can be stated that the TPB model provides insights into how the fashion purchase decision of Gen Z can be influenced through the use of short video marketing on TikTok, as the use of attitude, influence, and control ensures that the purchase decision is made by Gen Z as a result of the short video marketing.
[bookmark: _heading=h.n35a5zvkh62v]2.9.2 Social Influence Theory
The Social Influence Theory (SIT) is an alteration of behaviour that can be influenced through social influence, which is derived from three levels of psychological attachment. These three factors are compliance, identification, and internalisation (Yi et al., 2021) (Refer to Figure 13). These three processes are considered as a unique set of antecedent conditions, which are associated with the individual’s responses, such as thoughts and feelings, in order to accept the behaviour.
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[bookmark: _heading=h.8e46jf8qnt3o]Figure 2.9: Social Influence Theory
(Source: Yi et al., 2021)
Compliance is an individual's act in a certain way to receive a certain reward or to avoid being disapproved by society. Relationship with Gen Z interacts and behaves with TikTok, for instance, Gen Z could be exposed to various forms of viral fashion trends, as well as peer engagement in various challenges, among other things (Theocharis, 2025). For this paper, Gen Z could be motivated to purchase various trending fashion items to "fit in" with society. 
Identification is a process in which one behaves in a certain way in a bid to form or sustain a relationship with a certain group of persons. Gen Z has a para-social relationship with a fashion influencer who may have a sense of style, personality, or lifestyle that they admire (Kyneshi et al., 2025). If they decide to flaunt their fashion or a certain brand, Gen Z may decide to do the same in a bid to identify or associate themselves with the influencer’s personality.
Internalisation is where individuals receive influence according to their value system and beliefs. According to Zhong et al. (2025), the value system and beliefs depicted in the brand’s TikTok, such as sustainability, inclusiveness, and responsible fashion, are in alignment with Gen Z’s value system and beliefs. The individuals receive marketing influence according to their beliefs, which would promote brand loyalty.
Overall, all three factors are enhanced by TikTok, and this makes it a powerful tool for influencing Gen Z’s fashion behaviour.
[bookmark: _heading=h.gqdvj0nheztw]2.10 Conceptual Framework
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[bookmark: _heading=h.218zy5q48g71]Figure 2.10: Conceptual Framework
(Source: Self-Created)
The Conceptual Framework in Figure 10 for this research depicts the relation between the independent variable and the dependent variable, with two mediating variables. The independent variable is TikTok short-form Video Content, and the dependent variables are Customer Engagement, Brand Attitude, and Purchasing Intention. It is evident from the above literature review that all the factors are significantly connected with the independent variable. This variable also has a somewhat major connection with the mediating factors, including Generation Z and the fashion industry. However, the mediating factors do not impact the dependent variable that much. 
[bookmark: _heading=h.7dli78oh7jwq]2.11 Literature Gap
Based on the literature review, there are several gaps in understanding the marketing of TikTok and the purchasing behaviour of Gen Z in the fashion industry. However, past research was conducted by Nguyen et al. (2024), Sharabati et al. (2022), and Bahatan et al. (2025) on the impact of short video marketing on the purchasing behaviour of Gen Z, this research is mainly based on the influencer aspect, entertainment, and following trends, but the psychological aspect is not deeply explored in this research paper. Similarly, the studies of Basnet (2025), Slaton & Lee (2025), and Haron et al. (2025) on the particularities and marketing opportunities of TikTok also cannot include the sustainability aspects. The values of ethical consumerism have become more and more important to this particular generation of consumers (Saut et al., 2021; and Pihkoluoma, 2025). 
Additionally, studies on consumer fatigue and content strategy are limited to the methods of measuring consumer fatigue but have failed to provide frameworks for the integration of algorithmic recommendations and marketing personalisation techniques (Maguire and Biondi, 2020; Kakhi et al., 2025). Therefore, this study has been conducted to evaluate the potential of TikTok's content strategy and address consumer fatigue and sustainable consumption in order to inform fashion marketing practice.
[bookmark: _heading=h.9t24n6xwtfx9]2.12 Chapter Summary
The chapter has discussed the existing literature regarding short video marketing in TikTok and its effect on Generation Z’s purchase intentions in the fashion industry. Additionally, it has been found that main factors that affect Generation Z’s purchase intentions, such as social influence and engagement. The negative and positive impacts of short video marketing on Generation Z’s purchase intentions are also discussed. The use of relevant theoretical frameworks, such as the theory of planned behaviour and Social Influence Theory, helped in determining the impact of marketing on consumer behaviour among young adults. Previous literature gaps were also discussed in this chapter, which are going to be solved with recommendations in this research. 
[bookmark: _heading=h.gv7cs9b0e9lu]Chapter 3: Research Methodology
[bookmark: _heading=h.u5s11drpvr1j]3.1 Introduction
The chapter outlines the methodology employed to explore the effect of Tik Tok short-form video marketing on the purchase intentions of Generation Z in the fashion sector (It describes the research design, sources of data, data collection method, method of analysis and ethical considerations that underpin the study (Vire,  2025). According to the principles specified in the dissertation structure guidelines, the methodology chapter should reveal an adequate explanation of research selection and make sure that the methods are relevant to the research aim and objectives. Since this research is exploratory and contemporary in terms of TikTok marketing, the approach of secondary research is used, which enables the synthesis of all available academic and industry data to make meaningful conclusions.
[bookmark: _heading=h.fut65harxdu1]Research onion 
This study is informed by the research onion model that organizes the methodological decisions in terms of philosophy up to data analysis . The philosophy of this research is the interpretivist one, as the authors attempt to comprehend how the generation Z understands TikTok marketing. Insights are developed based on existing data, not testing hypotheses in an inductive approach. The research plan relies on secondary archival research whereby scholarly and industry publications are emphasized. They use a mono qualitative approach based on thematic analysis. The research adheres to a cross-sectional time frame, examining the recent data (20192025). Lastly, the systematic collection and analysis of data is done to determine the patterns of consumer behaviour and marketing influence.
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[bookmark: _heading=h.nq8ho38nxeox]Figure 3.1: Research onion 
Source:15Writers (2024)

[bookmark: _heading=h.l3ul71tdwnkt]3.2 Research Design
The current research is based on the qualitative secondary research design that aims at the critical analysis and synthesis of the literature that exists with regards to Tik Tok marketing and consumer behaviour. In this regard, secondary research would be especially suitable, as Tik Tok has become a digital platform in a short time and these have created a massive amount of available research, reports and market analyses (Van Nguyen and Tran, 2024).Secondary data allows access to extensive data sets and already proven results that would be hard to achieve during the time- and resource-limited MBA dissertation.
More importantly, through secondary research it is possible to integrate various theoretical perspectives, such as the Theory of Planned Behaviour and Social Influence Theory which are crucial to the understanding of the consumer decision-making process. Nevertheless, there are limitations to this method. The dependency on the available data implies that the researcher cannot control the quality of the data, its scope and context. Moreover, most of the studies are carried out in various geographical settings, thus they might not be applicable to the UK fashion industry. In spite of the aforementioned shortcomings, secondary research is not an unwarranted approach to study since it allows capturing a wider and deeper picture of the research issue, especially in a rapidly changing digital world where a primary data gathering process might soon become obsolete. The ethics form also confirms that the study will be based on secondary data only, and there will be no direct contact with the participants (Nii Laryeafio and Ogbewe, 2023),which will minimise the risk of ethics issues.
[bookmark: _heading=h.mxruwrqw2kkp]3.3 Data Sources
The research is based on extensive pools of secondary data, such as scholarly peer-reviewed journals, industry reports, and other market research publications (Olipp,Woschank and Hoffelner, 2024).The academic sources were mostly found using databases like Google Scholar, ScienceDirect, Emerald Insight and Scopus, which provides assurance that the research is based on credible and scholarly literature. These sources are theoretical in nature with regards to consumer behaviour, digital marketing strategies and engagement of social media.
The study also uses academic sources, as well as industry data, including Statista, Deloitte, and McKinsey, which offer recent statistics and information about the use of Tik Tok, Gen Z behaviour, and trends in the fashion industry. As an example, industry reports show that more than 60 percent of Gen Z consumers are using TikTok as a key source of learning about new fashion items, and about 70 percent are affected by social media content when deciding on purchasing (Boas et al., 2024). Moreover, the average time spent on TikTok is allegedly 90 minutes a day, which emphasizes its tremendous impact on consumer interaction and behaviour.
Critically, although academic sources are rich in methodological rigour and in theoretical depth, they might not be timely as digital platforms evolve fast. On the other hand, industry reports are timely and practical but might lack transparency in the methodology and might be commercially biased. In order to overcome the problems, the present study will be conducted in the form of a triangulation, i.e. comparing the results of various sources to increase the reliability and validity. This practice is in line with Level 7 academic requirements of interacting with various and authoritative sources.
[bookmark: _heading=h.vaa90h97qt5u]3.4 Data Collection Procedure
The systematic literature review was used as a method of data collection (Paul and Barari, 2022), which guaranteed that those sources were selected and incorporated into the study when they were relevant and of high quality. A structured search strategy was used based on the keywords of TikTok marketing, short-form video content, Generation Z consumer behaviour, and fashion industry digital marketing. Only the studies published in the last two years (2019-2025) were included in the search to make sure that the data are up-to-date and represent the latest trends and advances in digital marketing.
The inclusion criteria were limited to peer-reviewed articles, authoritative industry reports, and research that is directly related to Tik Tok and Gen Z consumer behaviour. Conversely, the outdated, lacked credibility, and sources that were not directly related to the research objectives were not included. The outcome of this process was a refined dataset that records the most pertinent and up-to-date information on the topic of the research.
Nevertheless, there are some limitations of the data collection process. The dependency on the use of key words can lead to the omission of other studies that are relevant (Vaithilingam et al., 2024), but use other terminologies. Also, the researcher may be biased in the selection process, because the decision concerning inclusion and exclusion is subjective. The systematic approach increases the clarity and repeatability of research process despite these challenges.
Search table 
Note: The table below presents the databases searched and the keywords used during the systematic literature review process. The final articles selected from each database were drawn from relevant pages and sections within each source. Specific page numbers and paragraph references for each article used in the thematic analysis are cited inline throughout Chapter 4, in accordance with Harvard referencing conventions.

	Database
	Keywords Used
	Results Found
	Final Articles Used

	Google Scholar
	“TikTok marketing AND Gen Z fashion”
	120
	18

	ScienceDirect
	“Short-form video marketing”
	75
	10

	Emerald Insight
	“TikTok purchase intention”
	42
	7

	Scopus
	“Gen Z consumer behaviour TikTok”
	51
	9


[bookmark: _heading=h.cxbdvur9y9id]Table 3.1: Search Table
The literature search process involved several stages to ensure the selection of reliable and relevant sources. Initially, duplicate articles identified across multiple databases were removed to avoid repetition and maintain consistency in the review process. Following duplicate removal, relevance screening was conducted by reviewing article titles and keywords to determine alignment with the research objectives related to TikTok marketing, Generation Z consumer behaviour, and the fashion industry.
After the relevance screening stage, abstracts of the shortlisted studies were carefully read to assess their theoretical contribution, methodological quality, and applicability to the research topic. Studies that lacked direct relevance or sufficient academic credibility were excluded at this stage. Finally, a full-text review of the remaining articles was conducted to evaluate the depth of findings, research reliability, and alignment with the study objectives. This systematic screening and review process ensured that only the
[bookmark: _heading=h.x07i2uk7food]3.4.1 Systematic Literature Review Process
A systematic literature review (SLR) process was adopted in this research to ensure transparency, reliability, and relevance in the selection of secondary data sources. The review process involved searching academic databases including Google Scholar, ScienceDirect, Emerald Insight, and Scopus to identify peer-reviewed journal articles and industry reports related to TikTok marketing and Generation Z consumer behaviour. Keywords used during the search included “TikTok marketing”, “short-form video marketing”, “Gen Z purchase intention”, “fashion industry digital marketing”, “consumer behaviour on TikTok”, and “social media influencer marketing”.
The initial database search generated approximately 280 articles and reports. Duplicate studies and irrelevant publications were removed during the screening stage. Abstracts and titles were then reviewed to determine relevance to the research objectives. Studies that focused on unrelated industries, lacked academic credibility, or were published before 2019 were excluded from the review. Full-text analysis was conducted on the remaining studies to assess methodological quality and relevance.
Following the PRISMA-style screening approach, 25 final articles and reports were selected for thematic analysis. This structured process improved the validity and reliability of the research by ensuring that only credible, recent, and relevant studies were included in the final analysis.
[bookmark: _heading=h.bednmhulgofq]Inclusion Criteria
	Inclusion Criteria
	Exclusion Criteria

	Peer-reviewed journal articles and credible industry reports
	Non-academic blogs, opinion pieces, and unreliable websites

	Studies published between 2019–2025
	Articles published before 2019

	Research focused on TikTok marketing and Generation Z consumers
	Studies unrelated to TikTok or Gen Z

	Studies related to fashion industry, social media marketing, and consumer behaviour
	Research conducted in unrelated industries

	English language publications
	Non-English studies

	Studies providing theoretical or practical insights into purchase intention and digital marketing
	Sources lacking relevance to the research objectives

	Full-text accessible articles and reports
	Incomplete or inaccessible studies

	Research containing reliable methodological approaches
	Studies with unclear or weak methodology


[bookmark: _heading=h.is7azrqm7k29]Table 3.2: Inclusion and Exclusion Criteria
[bookmark: _heading=h.i9s7gzkrnt8k]3.5 Data Analysis Method
The analysis of secondary data collected in the study uses thematic analysis as the major approach of analysing the data (Kushnir,  2025).Thematic analysis is a qualitative methodology that entails the identification, analysis and interpretation of patterns or themes in the data. This approach is best adapted to the current study because it will be possible to combine the results of various sources and obtain a holistic picture of the factors affecting how Gen Z will make purchases.
The analysis procedure consisted of a number of phases, encompassing familiarisation with data, coding, theme development and interpretation. In this process, some major themes were observed including the impact of short-form video content, the impact of the credibility of the influencers, the impact of user-generated content, and the role of social proof in influencing consumer behaviour. To illustrate, the credibility of the influencers, according to several studies, can increase the trust of Gen Z consumers to a certain extent, and authentic and relatable influencers are more effective than classic celebrity endorsement. On the same note, user-generated content has been found to enhance engagement and purchase intention through social validation and authenticity.
Critically, thematic analysis is flexible and in-depth, as the process of interpreting data is subjective and is determined by the researcher (Braun and Clarke, 2024). It also lacks statistical validation, and this could restrict generalisability of results. However, it is suitable to this study because it allows exploring complex behavioural patterns nuanced and fits the qualitative nature of the research.
[bookmark: _heading=h.1rzfx98ujqkh]3.6 Reliability and Validity
It is necessary to ensure reliability and validity of research, especially in a secondary research (Hossan,Wolfs and Petkovic, 2025). The consistency in data collection procedures and the use of reputable sources help in attaining reliability. The fact that a set of academic databases has been used and various studies cross-referenced also assists in making sure that the results are both coherent and reliable.
The sources will be chosen based on their direct relevance to the objectives of the research and the analysis will be grounded on the existing theoretical frameworks, which will ensure validity. The use of the recent data also adds to the validity of the study as it is the representation of the current trends in digital marketing and consumer behaviour.
Nonetheless, secondary data has its disadvantages in terms of validity with the possibility that the original studies could have been done in a different environment or in different methodology. This can restrict the degree to which the results can be generalised. To deal with this, the paper critically reviews each of the sources and puts them in context and limitation in interpreting the findings.
[bookmark: _heading=h.cg2phgvjzls1]3.7 Ethical Considerations
The research has complied with the ethical requirements of research as given by the university. As the study relies solely on secondary data, there will be no direct contact with human subjects, and thus, such concerns as informed consent and confidentiality are not relevant. The ethics form confirms that the research is low-risk, and it is based only on data that is publicly available (Hao et al., 2025).
However, the issue of ethics cannot be ignored in academic integrity. All of the sources are referenced appropriately in accordance with the Harvard referencing style and the attempts are made to reflect the results of the previous studies accurately. This prevents plagiarism by paraphrasing and synthesising information instead of repetition that would result in copying information.
Critically, ethical issues associated with secondary research could comprise biased reporting and misinterpretation of information. To eliminate them, the research is quite balanced and transparent, showing both positive and opposing results.
[bookmark: _heading=h.mpao7f8a7kd4]3.8 Limitations of the Methodology
Although it has its advantages, the selected methodology has numerous weaknesses. The use of secondary data implies that the research does not consider the first-hand information of Gen Z consumers, which may be more specific and provide more contextual data. Also, global data usage might not be able to completely reflect the peculiarities of the UK fashion industry (Fu, 2026).
The other limitation is that there is a possibility of data bias since the study relies on already published research, which can be biased by the original authors. Moreover, the swift development of the digital environment, such as TikTok, implies that certain findings might lose their relevance in the near future.
These shortcomings demonstrate the necessity to conduct future studies based on primary data, surveys, or even interviews to support the results of the current research and expand them.
[bookmark: _heading=h.bn26w5ig9w8h]3.9 Chapter Summary
This chapter has given a detailed description of the research methodology employed in this study. The systematic data collection and thematic analysis were the instruments that aided in the qualitative secondary research design. Although this method allows a general and comprehensive perception of TikTok marketing and Gen Z consumer behaviour, it has certain constraints connected with the specificity and subjectivity of data. In general, the methodology is suitable to answer the research objectives and is a good basis for the following data analysis and discussion chapters.

[bookmark: _heading=h.z07x9zqz81rn]Chapter 4: Data Analysis
[bookmark: _heading=h.ej9isfupof13]4.1 Introduction
The data analysis chapter of this specific research study aims to present findings to answer research questions and meet key objectives. The chapter will focus on interpreting secondary collected data, leveraging different themes corresponding to the core research concept. The chapter will typically focus on the thematic interpretation of data in terms of critically analysing the impact of TikTok short-form video marketing on Generation Z purchase intentions in the fashion industry from an array of perspectives. Secondary databases, including articles, journals, and statistical information, will be relied on in this specific chapter. The chapter will clearly justify research questions and research objectives through thematic analysis. 
[bookmark: _heading=h.ttcxv5njeolk]4.2 Secondary Thematic Analysis
The thematic analysis conducted in this research followed the six-step framework developed by Virginia Braun and Victoria Clarke. The approach was used to identify, analyse, and interpret recurring patterns within the selected secondary data sources related to TikTok short-form video marketing and Generation Z purchase intentions in the fashion industry. Through repeated reading and familiarisation with the selected articles, reports, and academic studies, significant ideas and recurring concepts were identified and systematically coded.
Initial coding focused on concepts such as influencer credibility, authenticity, consumer engagement, fear of missing out (FOMO), viral trends, impulse buying, brand trust, and social proof. These repeated codes were then grouped into broader categories to generate meaningful themes. The themes emerged through continuous comparison of findings across different studies and by identifying similarities and contradictions within the literature.
The final themes were carefully refined and aligned with the research aim, objectives, and research questions. Each theme directly addressed the key objectives of the study, including the analysis of TikTok marketing strategies used by fashion companies, the impact of TikTok content on Gen Z attitudes, the relationship between TikTok activity and purchase intentions, and strategic recommendations for improving marketing performance. This thematic analysis process enhanced the depth, consistency, and credibility of the research findings.
Six-Step Braun and Clarke (2006) Thematic Analysis Process Applied in This Study
Step 1: Familiarising Yourself with the Data – In this step, the researcher immersed in the secondary data by thoroughly reading and re-reading all selected articles, reports, and academic studies. Notes were taken on initial observations regarding TikTok marketing, Gen Z consumer behaviour, and purchase intentions. Sources included peer-reviewed journals from Google Scholar, ScienceDirect, Emerald Insight, and Scopus, as well as industry reports from Statista, Deloitte, and McKinsey. This deep familiarisation allowed the researcher to gain an active understanding of the breadth and depth of the dataset before any formal coding began.
Step 2: Generating Initial Codes – Having familiarised with the data, the researcher systematically generated initial codes across the dataset. Significant phrases, concepts, and patterns were labelled, producing codes such as: influencer credibility, short-form video engagement, FOMO and impulse buying, brand trust, user-generated content, algorithmic amplification, social proof, Gen Z purchasing behaviour, and TikTok marketing strategies. Each code was applied consistently across all 44 sources to ensure rigour. This step produced a comprehensive list of coded features relevant to the research objectives.
Step 3: Searching for Themes – At this stage, all coded data were sorted into potential themes by grouping related codes together. Codes relating to brand strategy, virality, and short-form video adoption were grouped under the theme of TikTok marketing by fashion companies. Codes relating to algorithm-driven discovery, impulse purchasing, and consumer psychology were clustered under TikTok activity and buying intentions. Codes about influencer content, brand image, and attitude formation were grouped under TikTok content impact on Gen Z attitudes. Codes pertaining to purchase frequency, conversion rates, and video marketing impact were placed under a theme on fashion industry purchase intentions. Finally, codes addressing recommendations, live streaming, influencer collaboration, and content optimisation formed the strategic suggestions theme. This sorting process was iterative and involved constant comparison across sources.
Step 4: Reviewing Themes – Each candidate theme was reviewed at two levels. First, the coded extracts assigned to each theme were checked to ensure they formed a coherent pattern. Second, the themes were reviewed in relation to the entire dataset to confirm they accurately reflected the overall picture. During this stage, one initial theme relating to platform comparison (TikTok versus Instagram) was merged into Theme 1, as it was more appropriately contextualised within the discussion of TikTok marketing peculiarities. The five final themes were confirmed as internally consistent and externally distinct from one another, clearly mapping onto the research aim and objectives.
Step 5: Defining and Naming Themes – Each theme was defined by identifying its essence and the aspect of data it captured. Clear, descriptive names were assigned to reflect the scope of each theme: (1) TikTok short-form video marketing adopted by fashion companies; (2) Connection between TikTok activity and consumer buying intentions; (3) TikTok content impact on the attitude of Gen Z consumers towards fashion brands; (4) TikTok short-form video marketing impact on fashion industry Gen Z purchase intentions; and (5) Strategic suggestions to fashion companies to enhance TikTok marketing performance. These names were purposefully aligned with the research questions and objectives to ensure analytical coherence.
Step 6: Producing the Report – The final step involved writing up the thematic analysis in the form of a coherent analytic narrative. For each theme, the researcher selected vivid and compelling examples from the literature to illustrate the themes, discussed contradictions and nuances within themes, and connected the findings back to the research questions and objectives. The write-up moves beyond simply summarising source content, instead providing an interpretation that contributes to understanding the impact of TikTok short-form video marketing on Generation Z purchase intentions in the fashion industry. The five themes are presented in detail in Sections 4.2.1 to 4.2.5 below.
[bookmark: _heading=h.36um7nidw1yu]4.2.1 Theme 1: TikTok short-form video marketing adopted by fashion companies
TikTok short video is seen as a credible tool in driving business value through the mode of entertainment and social interaction. Moreover, towards the pursuit of effective marketing communications and enhancing brand awareness, TikTok's short video platform is being highly relied upon across industries, including fashion, to drive substantial traffic and add commercial value. TikTok short video is showing a strong commercial potential in the contemporary process of advertising, and innovating commercial realisation abilities of companies (Fan, 2024). In this regard, Garza (2025) evidenced that popular fashion brands such as Marc Jacobs and Fendi, in addition to the fast fashion global e-commerce platform Shein, use a social media marketing strategy that is driven through the short-form video format.  In this instance, Marc Jacobs Branded Hashtag Challenges #PerfectAsIAm, in summer 2020, and the #PerfectAsWeAre campaign in June 2021 on TikTok received 10.4B views and 13.7 billion views, respectively.  
Simultaneously, TikTok short videos are being seen as a valuable tool in terms of driving great brand communication value by fashion company marketers. As a result, fashion brands and businesses tend to use social media to transmit and share the brand content, particularly gaining the attention of short-sighted customers, thereby increasing traffic across social media platforms. 	Moreover, the short video platform in relevance to TikTok cultivates loyalty of target users, eventually enabling fashion brands to establish a sound marketing relationship with customers (Peng et al., 2023). The market statistics report has highlighted that TikTok is dominating in response to the short video platform market by capturing 40% of market share in comparison to other social media platforms (David Ch, 2026). Different industries, including fashion, are leveraging TikTok for the purpose of marketing and advertising fashion products. 
From the study conducted among fashion brands, Fatimah and Nasir (2026) found that TikTok short form of video content has potential in increasing brand engagement and visibility. According to the study, short video marketing is used by fashion brands in terms of driving higher engagement of consumers practically, Gen Z by complying with their emotional dimension and purchase intention. 
The global fashion market is being reshaped by TikTok, and creative short-form video is being recognised by fashion brands and markets in support of instant social commerce. Besides, eminent and popular fashion brands, Small and medium (SMB) fashion brands effectively leverage TikTok short-form video to gain engagement of potential consumer base (CJ, 2025). In this instance, fashion marketers are viewing TikTok as a marketing goldmine. It is evident that high visual and mobile-first content blend with an algorithm. As a result, more than 50% of Gen X are relying on TikTok for browsing fashion products, and 70% make use of style advice provided by smaller fashion creators (CJ, 2025). Hence, this implies that TikTok short-form video marketing offers users a strong emotional connection, allowing brands to enhance engagement in terms of in-app purchases.
[bookmark: _heading=h.u2n3mnw6x4b4]4.2.2 Theme 2: Connection between TikTok activity and consumer buying intentions
According to Grabowska et al. (2025), TikTok is significantly leading by recording an increase of 95% users between 2020 and 2023. TikTok activity has a massive impact on consumers' behaviour, and the psychological dimension is highly leveraged for accessing personalised content. The perceived usefulness of TikTok is highlighting a direct influence on customer attitude, where positive attitudes are shaped by the belief that TikTok delivers useful product information, eventually leading to stronger purchase intention. Nevertheless, perceived usefulness and perceived enjoyment as a result of TikTok activity also lead to impulsive buying behaviour among consumers. In this regard, the study of Zheng (2024 found that TikTok live-streaming short videos significantly leads to impulsive buying behaviour. The significant relationship between TikTok activity and consumer intention is noted, indicating practical benefits and enjoyment in terms of discovering better product-related deals.
The social media engagement pertaining to TikTok usage directly contributes to various interactions, characterised by a deeper connection between consumer and medium. TikTok activity is being seen by consumers as a potential platform for offering a new experience, where short videos are often seen to be instrumental in driving their purchase intentions. The study has found that approximately 92% consumer interacts with brands, particularly fashion, after being exposed through interactive content gained by means of TikTok activity (Santos-Corrada et al., 2026). This highlights a link of this specific social media platform in fostering connection and a high engagement rate, enabling fashion companies to accelerate brand-user bonds.
Investigating the buying intention of Gen Z, Bulazo et al. (2025) found that TikTok is gaining a higher surge in this specific generation. The innovative and fast-moving algorithm of TikTok is found to appeal to young minds through short-form videos, in comparison to other social media sites. In this instance, from the study of Morning Consult, it can be found that nearly 72% of Gen-Z users have reported that their purchasing decisions are influenced by TikTok activity (Bulazo et al., 2025). The algorithm-driven content and viral trends delivered by TikTok through short-form videos are shaping buying intention by recommending products and brands that match their needs and preferences. 
This highlights that TikTok is procuring a massive influence on consumer buying behaviour. Particularly among the Gen-Z consumer demographics, TikTok trends are shaping decision making process, highlighting a direct link between TikTok and the actual purchasing intention of consumers.  TikTok trends, especially short-form videos is influencing Gen-Z buying intentions, and it extends to various segment, including fashion, allowing brands and businesses to showcase creative and impactful production terms of driving attention and interest of consumers. Thus, TikTok can be seen as a prime social media platform in influencing purchasing decisions and intention, showing an effective link to engage consumers and fashion brands. 
[bookmark: _heading=h.6vbhinbn9cw7]4.2.3 Theme 3: TikTok content impact on the attitude of Gen Z consumers towards fashion brands
The social media marketing strategies in terms of TikTok content highlights to be a mediator between brands and consumer purchasing decisions. In this instance, the customer segment from demographics, particularly Gen Z, is viewing TikTok content and feels it favours unique and appealing preferences concerning fashion products (Arifin et al., 2024). Moreover, the combination of short videos with appealing music allows fashion marketers and advertisers to share engaging and creative content. Beyond including purchasing decisions of Gen Z, TikTok is being highlighted as an effective social media medium for enhancing brand image. TikTok allows fashion brands and businesses to focus on the delivery of inspiration-based content in relevance to the latest fashion trends (Arifin et al., 2024). As a result, leveraging the platform, fashion brands are able to significantly shape consumer perceptions and trust, thereby influencing purchasing intention. TikTok is recognised as a mediator in harnessing brand image among the Gen Z consumer segment. 
The 2024 Social Media Platform Usage report has highlighted that approximately TikTok users are from the Gen Z demographic. In this regard, TikTok content is being seen as a powerhouse of marketing and advertising, with an estimated projection of $14 billion in revenue by 2023 (Aprilaba, 2025). Fashion brands are increasingly valuing this platform for gaming the reach of target demographics. Additionally, TikTok is determined to project an increase of 2.2 billion users by 2027 (Aprilaba, 2025). This indicates growth trajectory and market penetration for fashion brands in terms of securing relevant growth and substantial earnings. Besides, the fashion market statistics concerning the usage of TikTok by Gen Z customers evidences to encourage direct purchase. In this instance, 2024 indicates that Gen Z TikTok has spent 26% on the apparel wallet (Feger, 2024). This has supported fast-fashion e-commerce brands, such as Shein, to witness a rise in TikTok shopping by around 28% (Feger, 2024). This determines the credible role of TikTok content for fashion brands in shaping consumer attitudes. 
The study of Viñals et al. (2024) has evidenced the reliance of leading global fashion brands, such as Zara, on TikTok marketing strategy. The diversification of fashion-related content by Zara is enhancing proactive interaction among users. Zara's context is seen by the majority of TikTok users as a source for obtaining detailed and accurate information in response to upcoming fashion trends. Besides, the social media fashion industry report 2026 highlighted that 25% of fashion brands rely on TikTok content, in addition to which 74% of fashion marketers state that video is important for driving engagement rate, and 65% states massive utilisation of short-form video for the promotion of fashion products (Rawshot Statistics, 2026). 
TikTok short-form videos are found to receive a higher engagement rate of 26.86%, as Gen Z users showcase an interaction with brand content at least once per day. This means that Gen Z audience fashion product purchasing is massively inspired by TikTok, where short-form videos record a growth in user interaction by 60% in 2026 (Zote, 2026). From the study of Trissetianto and Ali (2025), it can be analysed that TikTok is found to be impactful in driving brand loyalty and shaping of consumer buying habits. The platform is supporting brands to connect with the younger customer segment by driving their engagement levels and influencing purchasing decisions in alignment with their fashion preferences and trends. As the Gen Z consumer segment is profoundly altered by internet expertise and preference for authenticity, the new marketing pertaining to the TikTok context, particularly short-form video, aims to interact with Gen Z by effectively aligning with the tactics of influencer marketing and user-generated content (Trissetianto and Ali, 2025). TikTok is offering an ideal space for brands to gain engagement of Gen Z, as short videos are crucial for fashion brands and businesses, thereby ensuring contexts that are personalised and offer interactive experiences. 
From the analysis, it can be found that the prioritisation of TikTok content by fashion brands is pivotal for shaping Gen Z consumer attitude, particularly short-form videos over traditional advertisements. Thus, fashion brands are leveraging TikTok short-form video for driving Gen Z loyalty and influencing trust with the pursuit of reliable and authentic recommendations, at a time leading to direct platform purchase. 
[bookmark: _heading=h.jv86roqtmg07]4.2.4 Theme 4: TikTok short-form video marketing impact on the fashion industry‎ Gen Z purchase intentions
Consumer demographics, particularly Gen Z, are highly digital natives and showcase higher reliance on social media platforms, such as TikTok, in support of their purchasing decisions. Moreover, the short and engaging videos are seen as a powerful tool by the marketers of the fashion industry in shaping Gen Z behaviour. The TikTok affiliate videos align with the emotional dimensions of targeted audiences, enabling brands to positively influence purchase decisions and resonate with authenticity and the reliable requirements of Gen Z. Additionally, TikTok short-form videos are found to be crucial in influencing online purchase intentions, as video is generally indicated to drive positive attitude (Valeza and Soriano, 2024). In this instance, the 2025 market research shows that over 90% of Gen Z TikTok users showcase an interest in watching short-form videos (O’Connor, 2025). The video watching view is highly strong with Gen Z, reflecting the popularity of the TikTok platform among specific demographics.
The fashion industry customer segment from Generation Z, as per Macwan et al. (2024)  is showcasing higher preferences towards TikTok short videos, reflecting their preference to engage with brands across social media platforms. The emergence of short-form content, particularly in the form of short video is dramatically impacting the engagement of Gen Z with fashion brands and businesses. Moreover, the captivating short videos procure a massive influence on consumer behaviour and purchase intentions, as it emphasises on preferred trends and lifestyle, including consumption habits of this specific demographic. The presence of interactive short videos that align with styles, preferences and responses with an enjoyable experience of Gen Z is significant for nurturing their engagement with fashion brands. In addition, Pandey and Sachan (2025) also evidenced that the short-video is profoundly influencing the buying patterns of Gen Z, as it offers valuable insights to marketers pertaining to their habits, engagement, preferences and others. In this instance, social media platforms, such as TikTok, are gaining a surge among Gen Z by proliferating brand awareness in response to short-form video content. As a result, brands across the industry, including fashion are gaining an opportunity of expanding their potential audience base as TikTok tends to offer greater discoverability and innovative creative tools in substantially facilitating audience engagement. 
The viewing of short videos on TikTok by Gen Z is characterised by fashion marketers to significant levels, including consuming, contributing, and creating. This infers the utilisation of TikTok short videos across the fashion industry in gaining high interactivity, thereby encouraging demographics to participate in popular fashion trends. Moreover, the commencement of short video interaction trends by fashion brands and businesses across TikTok is being seen as an appropriate medium for the formulation of content-driven marketing strategies to enhance customer engagement and drive loyalty. The TikTok short videos that typically range from 5 to 90 seconds are highly preferred by fashion industry markers to showcase brand creativity (Dung et al., 2024). In this regard, the Influencer Marketing Hub 2024 report has additionally evidenced that 71% of consumers show a higher preference towards short-form video delivered within a few seconds (O’Rourke, 2025). The short video content delivery format of TikTok allows fashion marketers to quickly gain attention and enhance the popularity of brands among specific demographics, particularly Gen Z.
The rise of TikTok marketing within the fashion industry is gaining popularity for gaining consumer engagement and sales conversion. Social media platforms, particularly TikTok, are reshaping the aspects of fashion marketing in the form of short-form video content, particularly in influencing the purchasing decisions of the targeted consumer base. It is found that nearly 72% of consumers from Gen Z demographics enhance buying decisions by leveraging influencer recommendations in the form of short video content across TikTok (Burns, 2025). This approach of marketing is visualised across the fashion landscape as an effective parameter in terms of building trust and brand credibility, with the delivery of relatable and authentic information that resonates with Gen Z interests and preferences. In this instance, the 2025 fashion industry market report highlights the rising focus towards algorithm amplified short-form videos in terms of gaining the reach of Gen Z consumers. The higher focus on the fashion industry in TikTok trend-driven video form of content delivery is supporting the growth of $41.5 Billion by 2033. Such a trajectory of the fashion segment is driven by catering to consumer preferences, particularly effectively securing the engagement of Gen Z demographics (Market Intelligence, 2025) 
With the development of short-form video content, TikTok enables fashion brands to thrive on creativity and authenticity without the potential of being viral, especially among Gen Z. Hence, fashion brands are successfully tapping into video format content, leveraging the rising popularity of TikTok trends in terms of enhancing visibility as per target customer interests. 
[bookmark: _heading=h.j031hwe7ivbg]4.2.5 Theme 5: Strategic suggestions to fashion companies to enhance TikTok marketing performance
The study by Koneti et al. (2025) suggested a focus on micro- and nano-influencers in terms of enhancing engagement rates, managing trust, and fostering conversion efficiency. For fashion companies, this means the social media platform, such as TikTok, can be additionally leveraged for fostering their marketing performance by collaborating with influencers, especially micro and nano influencers. Despite their small size, they highlight the presence of highly engaged followers who rely on them for product recommendations. As a result, leveraging influencers on TikTok will enable fashion brands to foster conversion and delve into the interests and preferences of consumer demographics, preferably, Gen Z. 
In boosting the response of Gen Z to the short-form video, Parisi (2025) recommended a focus on digital natives to boost marketing communication across TikTok. As video content delivered leveraging an algorithm often lacks the feeling of being native, making Gen Z lose attention and having an impact on brand conversion rate. In this instance, the immersion of true digital natives will showcase distinct consumption patterns and communication preferences as per the needs of generations who demand authenticity from brands and businesses. This will lead to engagement of Generation Z, thereby addressing the gap posed by algorithm-driven short-form video content. 
The impact of TikTok short-form video marketing on Gen Z purchase intentions in the fashion industry. Additionally, in improving TikTok relevance marketing performance, Sonda and Balqiah (2023) suggested driving conversion through live shopping and live streaming. In relation to this, fashion beds can effectively increase word of mouth in terms of gaining positive consumer experiences and social proof to repeat brands. The addition of these new forms of selling methods in TikTok marketing efforts will help brands to offer a space to consumers to interact with streamers and other viewers in real time, and eventually gain an opportunity to retain consumers. In relevance to the study of Zhou (2024), fashion brands are suggested to optimise algorithm-driven user engagement through TikTok. In the process of content discovery, TikTok’s recommendation algorithms are crucial for the personalisation of consumer experience, eventually driving visibility and engagement. Thus, brands will be able to effectively predict user preferences with the utilisation of content-based filtering by offering similar product recommendations.
[bookmark: _heading=h.l63htchnv4ay]4.3 Chapter Summary
The chapter has effectively focused on the thematic analysis of data with the consideration of secondary datasets. The chapter has ensured to address the research question and meet key objectives by analysing the impact of TikTok short-form video marketing on Generation Z purchase intentions in the fashion industry. Hence, the chapter has complied with the objectives of data analysis and interpretation. The upcoming chapter will concentrate on the discussion of key research findings. 



Chapter 5: Conclusions and Recommendations
5.1 Introduction
In this final chapter, the main findings of this dissertation on how TikTok short-form video marketing influences the purchase intention of Generation Z in the fashion industry are synthesized. In line with the thematic analysis from chapter 4 the chapter reiterates the research aim and objectives, discusses the degree of attainment of the research questions and their implications in the broader frame of the research. The chapter ends with a set of strategic suggestions for fashion companies interested in improving their marketing efforts on TikTok, along with a discussion of the limitations of the research and future directions for research.
5.2 Summary of Key Findings
The study has revealed that TikTok short video marketing has a strong and complex effect on fashion industry generation Z consumers' purchasing intentions. The five themes that emerged from the Braun and Clarke (2006) thematic analysis framework all validate TikTok as a powerful and unique marketing channel, and one that changes the way consumers make their buying decisions for this group.
Theme 1 identified the leading fashion brands that have successfully implemented the short-form video format of TikTok into their marketing strategies, utilising ‘hashtag challenges' with a branded hashtag, ‘collaborative posts' with influencers, and content being distributed through the platform's algorithm to achieve ‘viral exposure' or significant brand awareness. TikTok now accounts for around 40% of the short video platform market (David Ch, 2026), which makes it the key channel for fashion-oriented digital marketing marketing to the younger generation.
Theme 2 validated a significant and direct link between TikTok usage and consumer purchases. TikTok posts were shown to be a significant factor in approximately 72% of Gen Z users' purchasing decisions (Bulazo et al., 2025) and approximately 92% of consumers interacted with fashion brands after seeing their content on TikTok (Santos-Corrada et al., 2026). One key facilitator of spontaneous and impulsive purchasing behaviour identified was the algorithmic curation of the personalised ‘For You Page' on TikTok.
The TikTok content has a significant impact on the consumer mindset of Gen Z regarding fashion brands, which is being discussed in Theme 3.It is highlighted in Theme 3 that tiktok content has a very strong influence on the attitude of Gen Z towards fashion brands, in terms of trust, authenticity, as well as aspirational look. Its forecasted growth to 2.2 billion users by 2027 (Aprilaba, 2025) and expected to generate an estimated $14 billion in revenue by 2023 further highlight its commercial significance. TikTok's direct commercial impact on fashion consumption is demonstrated by the fact that the Gen Z consumer allocates 26% of his/her apparel wallet to browsing on TikTok (Feger, 2024).
The above findings in Theme 4 highlighted the fact that TikTok short-form video marketing has a direct effect on fashion industry Gen Z's purchase intentions, with high conversion rates, viral trend cycles and the FOMO effect. More than 90% of Gen Z TikTok users are interested in viewing short-form videos (O'Connor, 2025), and the platform's impact will drive $41.5 billion in growth for the fashion industry by 2033 (Market Intelligence, 2025). Both the Theory of Planned Behaviour and the Social Influence Theory offer substantial models to explain how attitude formation and subjective norms and perceived behavioural control act as mediators between TikTok and Gen Z purchase decision.
Through Theme 5, key strategic points were identified for fashion companies to pursue to optimize their TikTok presence, such as using micro and nano influencers, investing in live shopping and live streaming, using TikTok's recommendation algorithms, and creating authentic and digitally native content in line with Gen Z preferences.
5.3 Conclusions
Based on the overall findings of this study, it can be concluded that TikTok short-form video marketing has significantly changed how Gen-Z consumers discover, assess, and buy fashion products. TikTok is more than just a marketing platform, it's a revolution in fashion marketing that brings entertainment, authenticity, peer influence and algorithmic personalisation together to create very powerful purchase triggers! Its distinctive creator-consumer interaction, viral trend amplification and in-app commerce have given rise to a new social commerce channel that's uniquely at home with the values, digital lifestyle and buying habits of Gen Z.
This study finds that fashion companies are more inclined to use TikTok short videos for marketing strategy than other social media platforms because it has a unique algorithm that creates virality, the platform has a user base more aligned with Gen Z, and it has a combination of entertainment and social commerce functions that other platforms lack. With its “For You Page” algorithm, TikTok has made it possible for even smaller fashion brands to get mass organic reach with minimal advertising investment and make it a most democratic and lucrative platform.
This study found that the unique factors in Gen Z's purchase behaviour in the fashion industry compared to other age groups are being raised as digital natives, their tendency to succumb to FOMO, their greater preference for engaging with authentic content over advertising, and their ease with in-app purchases, all of which can make them more susceptible to the marketing mechanisms of TikTok. Older generations like Millennials and Gen X are not as into influencer content and are not as deeply integrated into TikTok's culture.
This research finally addresses the third question: how significant is TikTok short-form video marketing on Gen Z's purchase intentions in the fashion industry? This research is finding that there's a significant, measurable, and increasing impact. TikTok is by far the most effective digital marketing channel to engage today's Gen Z fashion consumers, as it cuts consumer decision making in half by combining content discovery, desire building, social validation, and purchases into one platform.
5.4 Recommendations
The conclusions and results of this study provide the following strategic recommendations for fashion businesses looking to improve their TikTok marketing efforts and boost their impact on the purchase intentions of Generation Z.
Recommendation 1: Invest strategically in Micro- and Nano-Influencer Partnerships – Fashion brands should focus on working with micro influencers (10K - 100K followers) and nano influencers (1K - 10K followers) instead of celebrities for better results. These creators will produce more engagement, trust and convincing content that will fit Gen Z's need for relatability. Brands need to create structured ambassador programs, giving micro-creators creative freedom with the added context of brand values and aesthetic identity.
Recommendation 2: Go raw and real with a dedicated TikTok Content Strategy – Fashion brands should steer clear of traditional ads and focus on a gen Z-centric strategy that is raw, behind the scenes, and participatory. Content should capitalize on trends, challenges and cultural events and opportunities to improve organic reach. Brands should recruit or collaborate with content creators who are born into the digital world and can naturally share their content culture. Content should be native to TikTok and not be a remake from another platform.
Recommendation 3: Leverage TikTok Live Shopping and TikTok Shop within the Marketing Mix – Fashion brands should adopt TikTok's built-in commerce tools like TikTok Shop and live shopping to make the purchasing process easier. The ability to purchase products during live streams and to include product links within video content can help brands take advantage of FOMO and impulse buying among Gen Z consumers. Product launches, limited edition drops and real-time influencer styling sessions are especially recommended for investment in live stream events.
Recommendation 4: Use TikTok's algorithm based on data-driven content optimization – Fashion brands can leverage the capabilities of TikTok analytics to gain insights into the performance of their content, user behavior, and algorithm trends. Through systematic testing, brands can optimize their content to ensure it reaches the widest audience possible organically on TikTok's recommendation engine by testing out content formats, posting frequency, hashtag usage, and engagement strategies. Regularly checking metrics of engagement and A/B testing creative formats should be part of the brand's TikTok marketing workflows.
Recommendation 5: Connect TikTok Marketing with Gen Z Values of Sustainability and Ethical Consumption – As sustainability and ethical consumerism become more important for Gen Z in fashion, brands should leverage TikTok to promote their sustainability efforts in a clear and captivating manner. Ethical production, material sourcing and circular fashion can foster long-term brand loyalty of a social-aware Gen-Z audience that is more and more considering the brand values when purchasing.
5.5 Limitations of the Research
The study has a few limitations that are noted. First, the findings are based on secondary information which includes information already published by studies and/or reports, not on first-hand information from Gen Z consumers themselves. This is restrictive in terms of the richness of the context and exploration of specific motives for consumers. Secondly, the research covers the entire global market and fails to consider the particular characteristics of the UK fashion market, which could have different cultural, regulatory, and consumer behaviour features. Thirdly, TikTok has changed so much as a platform, some results might become outdated as the algorithms and features build up, and users evolve. This study would be greatly enhanced and extended by future research using primary data collection techniques (survey or focus group) with Gen Z fashion consumers in the UK setting.
5.6 Chapter Summary
This chapter has compiled the main findings of the dissertation, and reached conclusions with respect to each of the three research questions and the overall research aim. The data collected through the five themes clearly shows that TikTok short-form video marketing is making a significant and ever increasing effect on Generation Z purchase intentions within the fashion industry. Fashion brands have been offered five strategic suggestions to help them improve their TikTok performance and get the best business outcomes from this channel. Despite the constraints of secondary research, this dissertation contributes to the knowledge of TikTok as a fashion marketing transformative factor in modern times.
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	Familiarisation with Data
	Repeated reading of journal articles, industry reports, and academic studies related to TikTok marketing and Gen Z purchasing behaviour
	Initial understanding of recurring concepts

	Generating Initial Codes
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	List of preliminary codes

	Searching for Themes
	Similar codes grouped together according to common meanings and relationships
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	Reviewing Themes
	Comparison and refinement of themes across all selected studies
	Validated theme structure
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	Themes aligned with research objectives and research questions
	Five final themes identified

	Producing the Report
	Interpretation and discussion of themes in Chapter 4
	Final thematic analysis findings
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	Short-form video content, viral challenges, algorithm-driven content, live streaming, user-generated content, trend participation
	TikTok marketing techniques adopted by fashion brands
	Theme 1: TikTok Short-Form Video Marketing Adopted by Fashion Companies
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	FOMO, impulse buying, influencer recommendations, TikTok Shop, live commerce, consumer engagement, social validation
	Consumer buying behaviour and purchase drivers
	Theme 2: Connection Between TikTok Activity and Consumer Buying Intentions
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	Influencer credibility, authenticity, emotional connection, brand trust, social proof, relatability
	Consumer attitudes and brand perception
	Theme 3: TikTok Content Impact on the Attitude of Gen Z Consumers Towards Fashion Brands
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	Purchase intention, behavioural intention, peer influence, trend culture, social influence, purchasing decisions
	TikTok influence on consumer decision-making
	Theme 4: TikTok Short-Form Video Marketing Impact on the Fashion Industry and Gen Z Purchase Intentions
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	Content personalisation, sustainability, creator partnerships, audience engagement, authentic communication, strategic content development
	Marketing improvement and performance enhancement strategies
	Theme 5: Strategic Suggestions to Fashion Companies to Enhance TikTok Marketing Performance
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	Will you tell participants that their participation is voluntary?
	☐
	☐
	✅

	15
	Will you obtain written consent for participation?
	☐
	☐
	✅

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	✅

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	✅

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	✅

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	✅

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☐
	☐
	✅

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	✅

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☐
	✅

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	✅

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	✅

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	✅

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.

(this box should expand as you type)



SECTION F: Anticipated Risks

	
	Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	N/A – This study does not involve human participants as it relies solely on secondary data sources.
	How you will mitigate the risk to participants:

No participant interaction will occur. All information used in the research will come from publicly available academic and industry sources.



	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	
N/A

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:

The researcher may face minor risks such as data management challenges or potential misinterpretation of responses.
	How you will mitigate the risk to the investigator:


All data will be carefully stored, analysed objectively, and handled according to university research guidelines.


	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
There is minimal risk to the university because the research does not involve sensitive topics or controversial subject areas.

	How you will mitigate the risk to the University:

The research will comply with the university’s ethical guidelines, data protection policies, and academic integrity standards.


	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

There are no environmental risks, as the study is conducted entirely online.
	How you will mitigate the risk to environment:



(this box should expand as you type)



SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	N/A

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	N/A

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	N/A



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	 ✅

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

The study may collect general demographic information such as age group and gender but will not collect names, addresses, or contact details.

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
❎

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



(this box should expand as you type)



	
	Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	✅

	6
	University computers?
	☐
	✅

	7
	Private company computers?
	☐
	✅

	8
	Home or other personal computers?
	☐
	✅

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	✅

	10
	“Cloud” storage or websites?
	☐
	✅

	11
	Other – specify:

	☐
	✅

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.

All data will be kept in password protected cloud storage on the University Office 365 system which
will not be shared. Audio/visual data will be transcribed and would be shown to participants to
check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 


(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	❎

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	❎

	15
	Sharing of data with other organisations?
	☐
	❎

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	❎

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	❎

	18
	Publication of data that might allow identification of individuals?
	☐
	❎

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.

All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.

(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	· Principal researcher (student)

· Dissertation supervisor

· University examiners (if required for academic assessment)


	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	N/A

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	N/A

(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	✅

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	✅




SECTION I: Use of AI tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	✅
	☐

	2
	Generate and/or edit text?
	☐
	✅
	☐

	3
	Generate graphics?
	☐
	✅
	☐

	4
	Generate video?
	☐
	✅
	☐

	5
	Generate sound/music?
	☐
	✅
	☐

	6
	Generate code?
	☐
	✅
	☐

	7
	Generate synthetic data?
	☐
	✅
	☐

	8
	Analyse data?
	☐
	✅
	☐

	9
	Analyse personal or sensitive data?
	☐
	✅
	☐

	10
	Classify data?
	☐
	✅
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	✅
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.

AI tools such as ChatGPT may be used to assist with grammar checking, editing text, and organising written content. However, all research design, data collection, analysis, and interpretation will be conducted by the researcher. AI tools will not be used to generate research data or fabricate results.
AI Tool Used:
ChatGPT (OpenAI – cloud based service).




SECTION J: Declaration
	
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	
	1
	Signature of applicant:
	D.S.Patel
	Date: 14/03/26


	2
	Supervisor:
	Shahrukh Irfan
	Date: 19/03/26

	3
	Signature:
	[image: ]

	




0
1
image17.png
2O Prifysgol Cymru
N ¥ 0rncos Dot sart
) University of Wales

Trinky Saint David




image18.png
Time Spent Among Gen Z Adults on TikTok Is
Catching Up With Their TV Time

average minutes per day on each platform among US
users or viewers ages 18-24, 2021-2025

102 100
94
90
86
74 75 76 7
64
52 53 54
45 47
2021 2022 2023 2024 2025

B TikTok [l Instagram | Linear TV

Note: ages 18-24; internet users who access their Instagram and TikTok accounts via
any device at least once per month; includes all time spent on Instagram and TikTok;
includes usage via any device; individuals who watch live or recorded video on a TV set
at least once per month; includes live, DVR, and other prerecorded video (such as video
downloaded from the internet but saved locally); includes all time spent watching TV;
excludes digital

Source: Insider Intelligence | eMarketer Forecast, Feb 2024

350915 Insider Intelligence | eMarketer




image19.png
GEN Z DAILY SOCIAL MEDIA USAGE

PATTERNS
35% Sk
30%
25%
20%
2 17% 18%
15%
10%
3 .
<1hour 1hour 2 hours 3 hours 4 hours > 4 hours

Source: SQ Magazine




image20.png
DIGITAL MARKETING TOOLS

|
T T
I
Contextual advertising QS Targeted advertising
1
Search Engine Optimization ~ Media advertising
I
Affiliate programs T Company website

Email marketing




image21.png
Share of consumers who browsed,
considered purchasing or purchased
goods or services through social media

Sample 28,7 % 139%

Seniors and baby boomers U EAER]

Gen X 292% 1,9%
Millennials 42,4% 21,5%
Gen Z 45,9 % 223%
0,0% 17,5% 35,0% 52,5% 70,0 %

W Browsing or looking for reviews M Made a purchase

Source: PYMNTS Tracking the Digital Payments Takeover: Monetizing Social Media,
July 2023 N = 2,976: Whole sample, fielded May 5, 2023 — May 15, 2023




image22.png
CUSTOMER KNOWLEDGE

CELEBRETY ENDORSEMENT

PRODUCT QUALITY

CUSTOMER RATING AND

PERCEIVED VALUE/TRUST

SOCIAL MEDIA EFFECT

INNOVATIVENESS

LIFESTYLE

VISUAL ATTRACTION/ONLINE

BRAND CONSCIOUSNESSS

SOCIAL COMPARISON

FEEDBACK & REVIEW





image23.png
Gen Z spends 2x as much time @
on social video than with any
other entertainment

CONTENT VIEWERSHIP BY GENERATION (% DAILY)

@ SOCIAL MEDIA PLATFORMS @ VIDEO GAMES @ TV SERIES  MOVIE

Data from NRG’s syndicated study Future of Social Video, conducted in September 2023
among over 5,000 social video viewers across US, UK, Germany, Korea, and Brazil.




image24.png
Users (Millions)

Growth of TikTok and Instagram Users (2020-2025)

— TikTok
1400 | = Instagram (Reels/Users)

1200

000

800

600

2020 2021 2022 2023 2024 2025
Year




image25.png
01. Overview Gen-Z and Fashion in the Age of Realism — October 2022 B@F

Young consumers are key to the industry: shoppers spend less on fashion as they get older

Aggregate spending on apparel slows after the age of 34, and declines after the age of 44 and 54, respectively
US consumer units in millions by age versus aggregate spending in $

" Number of Consumer Units = Spending on Apparel ~ Spending on Footwear

Number of Aggregate
consumer units. annual spendin
(millions) ($ billions)
25 60
20 50
40
15
30
10
20
5 10
o 0
Under 25 25-34 35-44 45-54 55-64 65-74 75+

Note: Spending on Apparel aho inchudes relstad services. such ss taikring and slteeatiorn. Sowce: U.S. Bureau of Labor Statistics Coneumar Expenditurs Surveys, 2021
BoF INSIGHTS ©2022




image26.png
Promotion
eWom

Buying incentives

Targeted
advertising

Non-monetary
sales promotion
tools

Shared
experiences

Peer Product
endorsements recommendations
Influencers and reviews

Monetary sales
promotion tools

Influencer
#TikTokMadeMeBuylt!

marketing





image27.png
Behavioral-based Subjective
Models Measures

Fatigue
Measurement
Methods
siomathematical Performance
Models Related Methods

Physiological
Signal-based
Method





image28.png
‘The Paradigm Shift from Human-to-Human to Human-to-Algorithm Interaction

Social Capital Theory Ner e Algorithmic Empowerment
“Transfomation

Structural Capital rithmic Connect
[me—

o Newories iy ST e

« Information Access et oo + Effcien Access

Human-Agent

Relational Capital m——
et ymbiotic Trust

+ ntepersona Tust e oy b bl y
SR © HumanAl T

+ Social Bonds
+ Relational Confidence.

Algorithmic Value

“ Value Congruence
* ldenity Resonance

Cognitive Capital =

© Shared Values hcurtd vaue sl
 Common Vision

Key SifFrom -t Homan socil capal ling o epesonl neworks)
o Humano-Algrin” cmpormet (g mpoered by Al ssens)




image29.png
Attitude
towards the

behavior

Subjective behavioral

Norm [——» Intention

behavior

Perceived

Behavioral
Control





image30.png
Compliance

Identification

Behavioural
intention

Internalization





image31.png
Philosophies

Experiment
Approaches

Mono method

Cross-sectional
Strategies
Data
collection
and data
analysis Choices
Grounded
Longitudinal

Time
horizons

Archival research
Techniques and

procedures





image32.png




