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Abstract

In a constant stream of social media content, consumers have grown increas-
ingly sceptical of traditional advertising and sponsored content, making organic
user-generated content (UGC) an authentic source of brand information. This shift
is particularly visible on platforms like TikTok, where everyday users, especially
within beauty communities, play a growing role in shaping brand narratives. De-
spite the growing body of research on the influence of UGC, there remains a signif-
icant gap in understanding what motivates individuals to voluntarily create and en-
gage with brand-related content without commercial incentives.

This thesis explores the psychological, emotional, and social drivers behind or-
ganic brand-related UGC creation and engagement, with a specific focus on beauty
communities on TikTok. The study is guided by two research questions: (1) What
motivates consumers to create brand-related UGC on social media? and (2) What
characteristics of brand-related UGC increase engagement? The research adopts a
qualitative approach through ten semi-structured interviews with active TikTok us-
ers, including regular consumers, content creators, and social media professionals.

The findings reveal six key motivational categories for content creation: Product
performance, personal fulfilment, monetary incentives, altruism, community seek-
ing and social validation. In terms of engagement, six additional characteristics
were identified: Attention-capture, informational value, trendiness, authenticity,
exclusivity and uniqueness.

These insights highlight the growing importance of organic UGC as a persuasive
and trusted form of brand advocacy. They underscore the need for brands to under-
stand and support organic advocacy by fostering community and recognizing con-
sumer contributions. By centring consumer motivations, this research contributes
to both academic literature and practical marketing strategies in an era increasingly
defined by peer-driven influence.

Keywords User-generated content, brand advocacy, peer influence, engagement,
organic marketing, TikTok
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1 Introduction

1.1 Background

Imagine scrolling through your social media feed and stumbling upon a video
of a regular user, sharing an unfiltered video about how a small organic skin-
care brand changed their life. They document their personal skin journey
with raw before-and-after photos, demonstrating how the products trans-
formed their skin, and ends the video with a heartfelt recommendation.
Within days, that video goes viral, amassing millions of views and thou-sands
of comments from users sharing their own experiences or asking for product
recommendations. This is not an isolated incident, but a snapshot of how
modern consumers increasingly rely on each other, rather than traditional
advertising, to make purchasing decisions. Stories like this highlight the
power of organic user-generated content (UGC), content created voluntarily
without direct brand incentives, in shaping consumer behaviour and brand
perceptions (Dao et al., 2024).

In today’s digital age, consumers are more connected than ever, and their
reliance on peer recommendations has increased significantly (Otterbring,
2021). Word-of-mouth (WOM), whether offline or online, has always been a
powerful driver of consumer behaviour, but the rise of social media platforms
like TikTok, Instagram, and YouTube has amplified its impact. The virality
phenomenon, where content spreads rapidly and organically across net-
works, has turned everyday consumers into influential brand advocates. Ac-
cording to a 2021 Nielsen report, 88% of consumers trust recommendations
from people they know such as friends and family, making WOM one of the
most trusted forms of advertising (Nielsen, 2023). Trust levels vary across
generations, with Gen Z demonstrating the lowest levels of trust towards ad-
vertising. This shift underscores a broader trend: Consumers are increasingly
sceptical of traditional advertisements, which they often perceive as biased
or manipulative (Friestad & Wright, 1994).

This scepticism is explained in the Persuasion Knowledge Model (PKM),
which suggests that consumers develop an understanding of how marketers
attempt to influence them, leading to resistance against overt persuasion tac-
tics (Friestad & Wright, 1994). As a result, consumers are turning to UGC



such as reviews, shopping hauls, tutorials, and other social media posts as a
more authentic and relatable source of information. The demand for authen-
ticity is further fuelled by the growing preference for organic, unfiltered con-
tent over polished, brand-produced advertisements. A Stackla report re-
vealed that 79% of consumers say UGC highly impacts their purchasing de-
cisions, and 60% consider UGC to be the most authentic form of content
(Stackla, 2021). This preference reflects a broader cultural shift toward
transparency and peer-driven validation in consumer decision-making
(Labrecque et al., 2013).

Despite the extensive research on the role of social influence in consumer
behaviour and the effectiveness of UGC, there is a notable gap in understand-
ing what motivates consumers to create and share organic brand-related
UGC in the first place. Scholars have extensively explored how UGC influ-
ences purchasing decisions, brand loyalty, and consumer trust (Muntinga et
al., 2011; Cheung & Thadani, 2012; Kotler et al., 2017), but less attention has
been paid to the underlying drivers that prompt individuals to voluntarily
create content about brands. Why do some consumers feel compelled to post
detailed reviews, or share their experiences on social media, while others re-
main passive observers? This question remains underexplored, particularly
in the context of TikTok and beauty communities present there.

Furthermore, while brands are increasingly leveraging UGC as a marketing
tool, they of-ten lack a deep understanding of the psychological and emo-
tional factors that inspire consumers to engage in content creation. Brands
should understand these motivations because UGC is a form of earned me-
dia, which is the most influential form of media for its organic nature.
(Zerfass et al., 2016; Vasan et al., 2024). By exploring the motivations be-
hind organic brand-related UGC, this study aims to provide valuable insights
for both academics and practitioners, shedding light on the factors that drive
consumers to become active participants in the digital marketplace.

1.2 Research Objectives and scope

To address the gap in the literature regarding consumer motivations for cre-
ating and sharing organic brand-related UGC, this study seeks to explore the
underlying factors that drive individuals to engage in such behaviours, par-
ticularly within the context of beauty communities on TikTok. By focusing on
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organic brand-related UGC, this research aims to uncover the psychological,
emotional, and social drivers that inspire consumers to advocate for brands
and share their experiences with others. The study is guided by the following
research question and sub-questions:

¢ Research question 1 (RQ1): What motivates consumers to create
brand-related UGC on social media?

¢ Research question 2 (RQ2): What are the specific characteristics
of brand-related UGC that increase engagement?

RQ1 delves into the core motivations behind organic brand advocacy and
UGC creation, exploring both intrinsic factors (e.g., personal satisfaction,
self-expression) and extrinsic factors (e.g., social validation, community
building). The concept of brand advocacy examines, why some consumers
feel compelled to promote brands they love, even without direct incentives.
This sub-question aligns with existing research on brand loyalty and cus-
tomer-brand relationships but extends the discussion to the context of UGC
creation. RQ2 investigates the characteristics of UGC that resonate most with
audiences, such as authenticity, uniqueness, and trendiness, and how these
elements contribute to higher engagement rates.

To answer these questions, this study employs a qualitative research design
centred on semi-structured interviews with active TikTok users who create
and engage with beauty-related content. These in-depth interviews will ex-
plore participants’ motivations, experiences, and perceptions of organic
brand-related UGC, providing rich insights into the "why" behind content
creation and consumption. By focusing on firsthand accounts, the study cap-
tures the subjective drivers of UGC engagement, aligning with the research
aim of uncovering consumer motivations in an authentic context.

1.3 Outline of the thesis

Chapter 2 (Literature review) lays the groundwork by exploring three
key themes. First, it examines how social influence shapes consumer deci-
sions from the customer journey to the power of peer validation. Next, it dives
into the role of UGC in purchase decisions, including its defining features,
impact, and the unique dynamics of TikTok virality. Finally, it investigates



brand advocacy and brand communities, asking why and how ordinary cus-
tomers become passionate brand promoters.

Chapter 3 (Methodology) explains how this study tackles its research
questions through semi-structured interviews with active TikTok users. It
outlines why this approach was chosen to uncover the "why" behind organic
UGC creation and engagement. Chapter 4 (findings) presents the heart of
the research: insights from participants. It reveals why people share brand-
related content (personal fulfilment, community, social validation) and what
makes them engage with it (authenticity, trends, exclusivity). The chapter or-
ganizes these motivations into clear, actionable themes.

Chapter 5 (Discussion) ties these findings into theory and from there back
to the broader conversation. It highlights what they mean for brands trying
to harness organic UGC, acknowledges the study’s limitations, and suggests
where future research could dig deeper. And finally, chapter 6 (Conclu-
sions), wraps up the journey by distilling the key takeaways: No new data,
just clear, practical reflections on what motivates organic brand advocacy
and why it matters.



2 Literature Review

This chapter explores key theoretical concepts that acts as base for this study,
beginning with the customer journey, which maps the stages of consumer
decision-making from awareness to post-purchase evaluation. It then exam-
ines the influence of reference groups, which are social collectives that shape
attitudes and behaviours and highlight their role in consumer decision-mak-
ing. Finally, the literature review turns to social proof and validation, psycho-
logical phenomena where individuals rely on others’ actions and opinions to
guide their own choices. Together, these frameworks provide a foundation
for understanding how social dynamics and experiential pathways shape
consumer behaviour.

2.1 Social Influence in Consumer Decision-Making

2.1.1 Customer Journey

Consumer decision-making is a widely studied concept among marketers as
it provides valuable insights into how people evaluate, choose, and purchase
products and therefore essential for creating effective marketing strategies
(Bettman et al., 1991). Mapping a customer journey offers the unique ad-
vantage of revealing valuable insights into the customer experience that
might seem insignificant when evaluated using other approaches (Crosier &
Handford, 2012; Tuenrat et al., 2020). One of the earliest and influential
frameworks to demonstrate consumer decision-making is AIDA model
(awareness, interest, desire and action). AIDA model is still very widely used
in both marketing research and in practice although some scholars argue that
it’s outdated and in reality, more com-plex. (Kotler et al., 2017, p. 60; Ham-
ilton et al., 2021). The AIDA model fails to consider the multichannel aspects
of sales and, consequently, the various touchpoints in the customer journey.

Since the development of AIDA there has been several extensions and inter-
pretations incorporating additional stages both prior to and following the
purchase (Hamilton et al., 2021). These extensions have expanded the tradi-
tional linear model to reflect more dynamic, and often nonlinear customer
experiences. While numerous internal and external factors influence con-
sumer decision-making, social factors for example peer influence can be
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considered to have a significant impact. The idea that social factors influence
individual decision-making was a foundational principle in early research on
social influence (Wood & Hayes, 2012).

Traditional customer journey maps do not incorporate the social environ-
ment and to address this gap, Hamilton and others (2021) created the social
customer journey. The lack of focus to social influence within the customer
journey contrasts sharply with extensive research highlighting the numerous
ways social contexts shape customer decisions (Hamilton et al., 2021).

The social customer journey (Figure 1) is presented in six stages: Motivation,
information search, evaluation, decision, satisfaction, and post-decision
sharing. Each stage is shaped by social interactions, with proximal and distal
companions contributing in unique ways. For example, close friends might
provide emotional support, while online reviews or influencers offer valuable
information (Hamilton et al., 2021).

S
Mativation to share
brand-related UGC (RQ 1)

BD% Pre-decision Past-decision

. Information
(MotwatmnX Search Evaluatlcln Demsmn)@tlsfacn@ Sharing
Motivation to engage

with brand-related UGC
(RQ 2}

Figure 1 The Social Customer Journey (adapted from Hamilton et al., 2021)

Social others refer to individuals or groups who influence a person's deci-
sions, behaviours, or perceptions during their journey as a consumer or de-
cision-maker (Hamilton et al., 2021). These can be anyone within the con-
sumer's social context, including close friends, family, acquaintances, or even
strangers. Social others exert influence through their opinions, behaviours,
or shared experiences, and their impact can vary based on their social dis-
tance from the individual.

Proximal social others (individuals marked bigger in figure 1) are those who
are close to the individual, such as family or close friends (Hamilton et al.,
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2021). They typically provide direct, emotional, or personalized inputs that
can significantly shape decisions through trust and familiarity. Distal social
others (individuals marked smaller in figure 1) are individuals or groups who
are more removed, such as online reviewers, social media influencers, or so-
cietal norms. Their influence often comes indirectly, through aggregated
opinions, ratings, or norms, and may rely on perceived authority or credibil-
ity rather than personal relationships.

Social others can act as “traveling companions” in a consumer’s decision-
making process, influencing motivations, information search, evaluations,
decisions, and post-decision behaviours (Hamilton et al., 2021). For in-
stance, a friend might recommend a product based on personal experience
(proximal influence), while high online ratings from anonymous users might
steer the consumer toward a particular choice (distal influence). This study
extends the sharing part of the social customer journey by examining moti-
vations behind sharing and engaging with brand-related UGC.

According to MacLeod and Asch (1954) Social influence arises from consum-
ers’ motivations to align with others or to differentiate themselves from them.
Consumers align their opinions with the groups they themselves identify in
for example purchasing decisions, brand preferences, or lifestyle choices, as
a way to strengthen their sense of belonging and social identity. In consumer
psychology, there are three types of social influence, that that shape con-
sumer behaviour in different ways.

Wood and Hayes (2014) have categorized motives for social influence into
three types:

1. Informational concerns: Consumers are motivated to align with
others to understand reality. This involves assessing the reliability or
quality of a product or service, such as determining the best brand or
whether a product can be trusted.

2. Social concerns about relationships: Consumers seek to main-
tain positive relationships with others by agreeing with their prefer-
ences. This could involve decisions influenced by close friends, family
members, or significant others to foster rapport and harmony.

3. Social concerns about self: Consumers are driven by self-related
motivations, such as enhancing self-image or ensuring consistency
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with personal values. Decisions are influenced by the desire to project
an identity, such as choosing a brand that aligns with one's lifestyle or
values.

Similarly, Argo (2019) has categorized social influence accordingly: Utilitar-
ian influence occurs when individuals are motivated by rewards or the avoid-
ance of punishment from a social presence. This type of influence generally
operates through compliance with norms or expectations to gain acceptance
or avoid rejection. Consumers may comply with social norms to satisfy their
need to belong, maintain relationships, or align with group expectations. For
example, people often choose products or services that signal their affiliation
with a desirable social group or align with the expectations of their commu-
nity.

Value-expressive influence arises from the desire to enhance or maintain
one's self-concept (Argo, 2019). This type of influence focuses on identity and
self-expression, as individuals associate with groups or brands that reflect
their values and aspirations. Consumers often use their choices to project a
positive self-image, reinforce their identity, or signal their alignment with so-
cial values. For instance, purchasing eco-friendly products can serve as a way
to express concern for the environment while maintaining a positive self-
view

Informational influence involves accepting information from others as evi-
dence about reality (Argo, 2019) This type of influence operates through in-
ternalization, where individuals adopt others’ behaviours or beliefs because
they perceive them as accurate or beneficial for decision-making. Consumers
often rely on social cues, such as product recommendations, reviews, or visi-
ble choices by others, to guide their own decisions. For example, a long queue
outside a restaurant might be interpreted as a sign of high quality, influenc-
ing others to join.

2.1.2 Reference Groups

Reference groups play a crucial role in shaping consumer decisions by
providing norms, attitudes, values, and aspirations that guide individual be-
haviour. Hyman (1960) introduced the concept of reference groups, which
has since been refined into two primary types: normative reference groups,
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offering personal norms and values, and comparative reference groups,
providing aspirational benchmarks (Kelley, 1947). Childers and Rao (1992)
further distinguished between familial and peer-based reference groups, em-
phasizing their differing degrees of influence on consumer choices.

Familial vs. Peer-Based Influences

Social influence can vary depending on the familiarity of the source. Childers
and Rao (1992) observed that familial reference groups, especially in ex-
tended family structures, exert strong intergenerational influence on brand
preferences, particularly for privately consumed necessities. For instance,
items such as mattresses or home essentials often reflect the brand choices
of previous generations. In contrast, peer groups tend to influence publicly
consumed luxuries, such as hobbies or branded clothing, where conspicuous
consumption plays a role.

This distinction is particularly relevant in cross-cultural contexts (Childers &
Rao, 1992). The study compared U.S. nuclear families with extended families
and found that family-based influences are more pronounced in cultures em-
phasizing communalism and familial cohesion, that can be seen in countries
such as Thailand. Conversely, individualistic societies like the U.S. show
stronger peer influences for public and luxury items due to the relative ab-
sence of family influence in decision-making for these categories.

Dimensions of Influence

The impact of reference groups varies based on the product’s conspicuous-
ness and necessity. Publicly consumed luxuries are most susceptible to peer
influence due to their visibility and aspirational nature. On the other hand,
privately consumed necessities are less likely to attract peer influence but
demonstrate strong familial impact, as decisions for such products often
stem from intergenerational norms and preferences (Childers & Rao, 1992).

The study also highlighted the mechanism of intergenerational influence,
which manifests through brand loyalty passed from parents to children. For
example, a family’s preference for a specific detergent or food brand often
continues across generations, reflecting deeply ingrained familial norms.
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Self-Brand Connections and Social Identity

Escalas and Bettman (2003) argue that brands serve as tools for consumers
to construct and express their self-concept. This process is influenced by the
associations consumers derive from the brand usage of their reference
groups. Reference groups contribute to “self-brand connections,” where a
brand becomes a meaningful part of an individual's self-representation. For
instance, consumers may associate brands used by their member or aspira-
tional groups with attributes they desire or align with, forging a deeper psy-
chological connection to these brands.

The degree of this connection depends on the consumer’s self-goals (Escalas
& Bettman, 2003): Consumers motivated by self-enhancement are more
likely to connect with brands linked to aspiration groups, as these groups
represent an ideal self-image they wish to project. For example, purchasing
luxury brands associated with high-status groups can help achieve the goal
of appearing affluent and successful. On the other hand, consumers with self-
verification goals tend to form connections with brands used by their mem-
ber groups. These consumers prioritize maintaining consistency with their
existing self-concept and value the predictability provided by familiar group
norms. The difference is that the former seeks social elevation, the latter con-
sistency. Consumers’ self-goals by Escalas and Bettman (2003) contrast with
Hayes (2014), which emphasize external social motives.

Ingroup and Outgroup Dynamics

Consumers form stronger self-brand connections with brands associated
with their ingroups, which are groups they identify with, compared to out-
groups, that are perceived as distinct or oppositional (Escalas & Bettman,
2005). Brands aligned with ingroup associations positively reinforce self-
brand connections by enhancing the consumer's social identity. Conversely,
brands aligned with outgroup identities are often rejected, particularly by in-
dividuals with independent self-construal. Independent consumers, more
motivated by differentiation, actively avoid outgroup-associated brands to
maintain distinctiveness, while interdependent consumers are less influ-
enced by outgroup dynamics (Escalas & Bettman, 2005).
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Reference groups not only guide consumer behaviour through aspirational
or normative influences but also shape decisions via dissociative mecha-
nisms. Dissociative reference groups are social groups from which consum-
ers wish to distance themselves, often rejecting behaviours, attitudes, and
brands associated with these groups (White & Dahl, 2006). Consumers ac-
tively avoid products and brands linked to dissociative groups to maintain
their self-identity. This avoidance is heightened when the symbolic meaning
of the brand is strongly associated with the dissociative group, particularly in
public consumption contexts where others can observe brand choices. For
example, consumers are less likely to choose a brand if they believe it aligns
them with a stigmatized or negatively perceived group (White & Dahl, 2006).

2.1.3 Social Proof and Validation

Social proof is a psychological mechanism where individuals look to the ac-
tions and behaviours of others to guide their own decisions, especially under
conditions of uncertainty (Cialdini, 2001). This principle is particularly influ-
ential in consumer behaviour, as people rely on social cues to evaluate the
desirability and quality of products and services. Social proof manifests in
various forms, including expert opinions, crowd behaviours, and user-gener-
ated content (UGC). When consumers observe others endorsing or using a
product, they perceive it as a reliable choice. Research highlights that re-
views, ratings, and testimonials serve as key indicators of product quality and
influence purchase decisions significantly (Cialdini, 2001; Amblee & Bui,
2011).

The prevalence of online interactions has amplified the impact of social
proof, making it a critical factor in shaping purchase behaviours. In online
shopping contexts, social proof is often embedded in reviews, ratings, and
purchase statistics. Research shows that prominently displayed metrics, such
as “X people are viewing this product” or "Y purchases in the last hour,” cre-
ate urgency and enhance perceived value (Arunkumar J. et al., 2023). This
form of real-time validation capitalizes on the herd mentality, encouraging
consumers to align their choices with those of others.

Online reviews have become a crucial part of the consumer purchasing pro-
cess, offering social validation and serve as a public reflection of consumer
satisfaction and trustworthiness (Saha & Verma, 2022; Patwa et al., 2024).
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Positive reviews contribute to a favourable perception of a brand, reinforcing
its credibility and reliability in the eyes of potential customers (Patwa et al.,
2024). Companies with consistently high ratings and favourable testimonials
are more likely to attract new buyers and retain existing ones, as their repu-
tation aligns with consumers’ expectations of quality and value. This align-
ment builds a strong reputation that can differentiate the company from
competitors in crowded marketplaces.

Conversely, negative reviews can pose significant challenges to a company’s
reputation. Poor feedback, especially when consistent or unresolved, under-
mines consumer confidence and can deter potential customers from engag-
ing with the brand (Patwa et al., 2024). However, companies that address
negative reviews promptly and transparently often mitigate these effects and
may even turn criticism into an opportunity for reputation enhancement. A
proactive response strategy not only demonstrates a commitment to cus-
tomer satisfaction but also signals accountability, which can foster trust
among a broader audience (Patwa et al., 2024).

Additionally, the sheer visibility of customer reviews means that they are of-
ten among the first touchpoints for prospective buyers. The cumulative im-
pact of reviews, whether positive or negative, influences not just individual
purchase decisions but also the broader perception of the brand’s value and
reliability. As a result, managing customer reviews effectively becomes essen-
tial for companies aiming to build and sustain a positive reputation in highly
competitive and digitally connected environments (Patwa et al., 2024).

The vital nature of reviews is apparent but a common dilemma that managers
face is how to encourage customers to leave a review or just feedback in gen-
eral. According to Hennig-Thurau and others (2004), businesses can encour-
age customers to leave reviews by understanding and tapping into the key
motivators that drive sharing experiences. Early research has identified some
motives for word-of-mouth communication such as product-involvement
(Dichter, 1966), self-enhancement (Engel et al., 1993); Sundaram et al.,
1998), Altruism and advice seeking (Sundaram et al., 1998). Additionally,
Hennig-Thurau and others (2004) highlight, social benefits, economic incen-
tives as well as concern for others.
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As consumer are not a unified group in terms of motivations for sharing their
thoughts online, they can be divided into segments depending on their dis-
tinct motivation (Hennig-Thurau et al., (2004). Given the presence of these
different segments, businesses should design tailored strategies that align
with the specific characteristics and needs of these segments, ensuring a
more targeted and impactful approach. By understanding consumer motiva-
tions, businesses can use these strategies to encourage authentic and con-
sistent feedback, which in turn helps them better understand the user expe-
rience and improve products or services (Li et al., 2022).

According to Saha and Varma (2022), businesses can encourage customers
to leave reviews by simplifying the review process and making it as straight-
forward as possible. Customers are more likely to engage when the steps re-
quired to provide feedback are minimal and user-friendly. Offering clear in-
structions and creating seamless interfaces reduce potential barriers, making
the process convenient and accessible for all customers.

Social proof extends beyond individual reviews and ratings to include
broader metrics, such as user counts and testimonials that signal popularity
and reliability (Poston, 2024). Businesses can use statements like “trusted by
over one million users” or “preferred by 90% of professionals” to build trust
and influence consumer behaviour. These statistics create a compelling nar-
rative of credibility, especially when paired with visible endorsements from
industry leaders or established organizations. Such tactics cater to both cog-
nitive validation and emotional assurance, fostering trust in a brand even be-
fore direct engagement with its products or services.

Poston (2024) also emphasizes the role of UGC in amplifying social proof.
Photos, videos, and personal stories shared by customers provide authentic,
relatable perspectives that resonate deeply with prospective buyers. Unlike
traditional marketing, UGC leverages the experiences of real users to create
a sense of community and trust around a brand. Encouraging customers to
share their positive experiences on social media or product pages can signif-
icantly enhance a brand’s credibility while simultaneously promoting en-
gagement. This approach aligns with the increasing consumer preference for
transparent and peer-driven content in their decision-making processes.
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2.2 The role of UGC in Guiding Purchase Decisions
2.2.1 Definition and characteristics

User-generated content (UGC) has revolutionized the way people share in-
formation and interact online, transforming both social and professional
landscapes. Over time, the term UGC has acquired many definitions across
different disciplines and periods. In the context of marketing, Kietzmann et
al. (2011) proposed UGC as the product of users’ creation. This encompasses
content generated by individuals on digital platforms, including text, images,
videos, and reviews, which reflect their personal experiences and perspec-
tives. Some authors (Cox et al., 2009; Ye et al., 2011; Smith et al., 2012) iden-
tify UGC as a branch under the word-of-mouth term and more specifically
electronic word-of-mouth (eWOM).

In the early 2000s, platforms like Wikipedia, Yelp, and YouTube emerged,
and demonstrated the power of crowd-sourced content to outpace tradi-
tional, expert-driven models (Luca, 2015). UGC platform is defined as an
online space, where end-users publicly contribute and share media content
such as texts, images, videos, or other digital artifacts, often within a com-
munity-driven environment (Kaplan & Haenlein, 2010). These platforms
thrived by enabling users to create and consume content simultaneously,
which redefined the role of everyday individuals in producing valuable infor-
mation. Unlike traditional media, where content creation was limited to pro-
fessionals, UGC platforms rely on their end-users to provide and validate
content, creating a participatory ecosystem (Luca, 2015).

Although creating socially relevant media content by non-professional users
is not a new concept, the term UGC has gained prominence recently due to
the rise of digital technologies, especially Web 2.0 and social media (Barbosa
dos Santos, 2024). These advancements encourage ordinary users to publish
and interact in various ways within easy-to-use online platforms.

2.2.2 Impact of UGC

The rise of user-generated content also presents opportunities to marketers
and commerecial practices. Customers are no longer passive recipients of in-
formation from marketers, such as advertisements or product listings on e-
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commerce platforms (Fader & Winer, 2012). Instead, they actively engage
with both the company and each other, shaping purchase decisions and even
influencing company strategies. As a result, brands can no longer fully con-
trol the messaging used to build their brand strategies, as consumers now
play a significant role in the narrative (Fader & Winer, 2012).

There is now broad access to valuable information about how consumers in-
teract with one another and the types of products or services they use (Fader
& Winer, 2012). Social media serves as a platform for the exchange of UGC
not only among consumers but also between consumers and marketers.
Commercial firms have recognized the potential of UGC and adopted it as an
innovative strategy to drive promotion and create engagement (Fader &
Winer).

UGC is particularly effective because the content does not come directly from
the brand itself. Consumers are more likely to trust referrals and recommen-
dations from others over self-promotional brand messages, making UGC a
powerful driver of brand loyalty and affinity (Piga, 2022). According to Om-
nichannel Holiday Study (2019), before making a purchase, more than half
of consumers seek advice about the product or service in question. Increas-
ingly, they rely on the opinions of digital influencers who showcase various
products and services in their everyday lives. These influencers often serve as
trusted sources, bridging the gap between brands and consumers (Piga,
2022). Some authors argue that advertising disclosures can trigger persua-
sion knowledge (van Reijmersdal et al. 2016; Evans et al. 2017).

UGC acts as a modern form of word-of-mouth advertising, which has always
played a significant role in consumer decision-making (Duke, 2023). People
trust other people including friends, family, or members of their professional
networks over marketers, turning to UGC as a reliable source of information.
According to a consumer content report (Stackla, 2017), 60% of consumers
say that content from a friend or family member significantly influences their
purchase decisions. When consumers see others excited about a product or
service, it generates a desire to participate, creating a ripple effect of engage-
ment, brand exposure, and conversion (Duke, 2023).

Digital content creator platforms in industries such as beauty, food, house-
hold goods, and fashion have become go-to tools for marketers, enabling
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them to strategically place products in front of the right audience at the right
time. This approach not only increases brand visibility but also fosters crea-
tive and diverse content that drives web traffic and user engagement (Piga,
2022). The growing reliance on UGC highlights the power of authentic con-
sumer experiences in shaping brand perception and influencing purchasing
behaviour. As more individuals share their satisfaction with products and
services, brands gain a valuable resource for expanding their reach and build-
ing lasting consumer trust (Duke, 2023).

Mayrhofer and others (2020) argue that that user-generated branded con-
tent significantly reduces viewers’ persuasion knowledge, meaning they are
less likely to recognize it as an advertisement. This lack of recognition dimin-
ishes their coping mechanisms, such as scepticism, leading to more favoura-
ble reactions and higher purchase intentions compared to brand-generated
posts. The study aligns with the Persuasion Knowledge Model (PKM)
(Friestad & Wright, 1994), which highlights the importance of source identi-
fication in triggering resistance to persuasive messages. While some authors
argue that advertising disclosures can trigger persuasion knowledge (van
Reijmersdal et al. 2016; Evans et al. 2017), Mayrhofer and others (2020)
found that, advertising disclosures were found ineffective in increasing per-
suasion knowledge for brand-generated content. This is potentially due to a
ceiling effect where viewers already recognize the content as promotional.

2.2.3 Brand-related UGC

Brand-related user-generated content is any consumer-created, publicly
shared content that focuses on a brand, product, or service, such as reviews,
recommendations, or personal experiences shared online. (Tang et al., 2014).
This type of content has grown in prominence, with large volumes of brand-
related UGC on social media, that increasingly influences consumer purchas-
ing decisions. Brand-related UGC has become a trusted source of information
for consumers, influencing their decisions more than traditional advertising
channels (Cheong & Mohammed-Baksh, 2021). Recognizing its power, mar-
keters have begun incorporating brand-related UGC into their strategies to
engage audiences and shape consumer behaviour (Rossmann et al., 2016).
Unlike traditional customer testimonials, which brands carefully review and
typically feature on official websites, brand-related UGC is often organic,
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informal, and shared on social media platforms rather than controlled by the
brand.

One of the key reasons for UGC’s impact is its perceived independence from
marketers. Organic UGC, created without direct influence or compensation
from marketers, is often viewed as more authentic and credible (Jeong and
Koo, 2015). However, not all UGC maintains this independence. A growing
number of marketers incentivize consumers to create and share UGC by of-
fering rewards, such as monetary compensation or free products, to promote
their brands to social circles or even to broader audiences (Wood and
Burkhalter, 2014; Kim & Lee, 2017). This practice blurs the line between or-
ganic and sponsored UGC, affecting consumer perceptions of authenticity
and trust. The role of sponsorship will be discussed in the next section of this
literature review.

The sources of brand-related UGC play a critical role in how consumers ac-
cept messages on social media (Boerman and Kruikemeier, 2016; Chiou et
al., 2014; Liu et al., 2012). Among these sources, friends are the most prom-
inent, as maintaining offline relationships is one of the primary reasons peo-
ple use social networking platforms (Ellison et al., 2007). Friends influence
purchase decisions through mechanisms like referent power, where people
align with their friends’ preferences; reward power, where friends are per-
ceived as capable of offering rewards; and coercive power, where friends’ dis-
approval might act as a deterrent (Goodrich and Mangleburg, 2010; Wang et
al., 2012). This aligns with social influence motives by Hayes (2014) dis-
cussed earlier.

The influence of close friends is even stronger than that of casual acquaint-
ances. Close friends share deeper, more intimate relationships, that are char-
acterized by frequent communication, shared personal experiences, and mu-
tual support across contexts (Bansal & Voyer, 2000; Stefanone & Jang,
2007). This relational closeness fosters greater trust, making people more
likely to value and act on recommendations from close friends compared to
casual friends (Ryu and Han, 2009). Additionally, close friends are more in-
clined to share promotional messages (Choi et al., 2017), further amplifying
their impact on consumer decisions. Due to this significant influence, the
study focuses exclusively on close friends as sources of brand-related UGC.
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One of the key strengths of brand-related UGC is its accessibility. Unlike
word-of-mouth recommendations shared in personal conversations, UGC re-
mains accessible online, reaching a broader audience and retaining its influ-
ence over time (Cheong & Mohammed-Baksh, 2021). This permanence al-
lows potential buyers to revisit and rely on these resources whenever they
make purchase decisions (Cheong & Mohammed-Baksh, 2021). Moreover,
UGC bridges the gap between traditional advertising and peer recommenda-
tions, providing a mix of personal opinion and informational content that
consumers actively seek during pre-purchase stages (Cheong & Mohammed-
Baksh, 2021).

Another important aspect of brand-related UGC is its ability to cater to both
utilitarian and emotional needs in decision-making. Consumers engaging in
rational, high-involvement purchases such as electronics or insurance, tend
to seek detailed, objective insights from UGC to evaluate functional attributes
(Cheong & Mohammed-Baksh, 2021). Meanwhile, even for emotional, low-
involvement purchases like luxury or sensory products, UGC offers subjec-
tive opinions that help buyers align their choices with personal values and
preferences (Cheong & Mohammed-Baksh, 2021). This dual utility under-
scores the versatility and importance of UGC in various buying contexts
(Cheong & Mohammed-Baksh, 2021).

The impact of advertising and brand-related marketing efforts on social me-
dia relies not only on the original message itself but also on the user-gener-
ated content that arises in response to that message within the specific social
media channel (Roma & Aloini, 2019). Each social media platforms have
their own unique technical attributes and therefore specific types of UGC ex-
change can vary depending on the platform.

The study by Smith et al. (2012) explores how brand-related UGC differs
across three prominent social media platforms: YouTube, Facebook, and
Twitter. Using a content analysis of 600 posts related to two retail apparel
brands, Lululemon and American Apparel, the research examines six key
content dimensions: promotional self-presentation, brand centrality, mar-
keter-directed communication, responses to marketer actions, factually in-
Jformative content, and brand sentiment. The findings reveal distinct pat-
terns of UGC behaviour on each platform.
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On YouTube, UGC tends to emphasize individual self-promotion, with
brands often playing a supporting rather than central role (Smith et al.,
2012). This aligns with YouTube’s culture of self-expression and its “broad-
cast yourself” element. Twitter, in contrast, sees the highest focus on brands,
as its concise format promotes direct, brand-centric communication. Users
are less focused on promoting themselves and instead engage in sharing in-
formation and discussing brand-related topics. Facebook falls between these
two, showing moderate levels of self-promotion and brand centrality, which
are influenced by how actively brands engage with their audience on the plat-
form.

While Smith and others (2012) found differences in how UGC was generated
and shared, particularly noting that Facebook hosted less informative con-
tent, extended study by Roma and Aloini (2019) demonstrates that Facebook
has evolved to host factually informative UGC at levels comparable to Twitter
and YouTube. This shift reflects Facebook’s move toward richer, more visu-
ally engaging, and interactive features. Roma and Aloini (2019) study high-
light a homogenization of UGC characteristics across platforms, as Facebook
and Twitter increasingly adopt features that were once distinct to YouTube,
such as visual and interactive elements, narrowing behavioural differences in
self-presentation and brand centrality.

The latter study builds on Smith et al.’s (2012) observation that brand senti-
ment varies across platforms but adds new insights by highlighting the im-
pact of socio-technological changes on these differences. It also reinforces the
idea that YouTube is less effective at facilitating interactive communication
between brands and users compared to Facebook and Twitter, due to its fo-
cus on one-way content sharing. Moreover, the study uncovers emerging
trends in UGC, such as geo-localized posts and content shared during brand
use or personal events, which are significantly more prevalent on Facebook
and Twitter.

2.2.4 The Role of Sponsorships and Endorsements

As mentioned in the previous sub-chapter UGC can be broadly categorized
into organic and sponsored content. Organic UGC arises naturally without
marketer influence or incentives, and it is generally perceived as more au-
thentic and credible by consumers (Jeong and Koo, 2015). This credibility
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leads to stronger positive attributions, such as the belief that the content is
shared with the intent of providing useful information rather than for finan-
cial gain. The information-sharing motive implies that individuals creating
brand-related UGC aim to assist other consumers in making informed pur-
chasing decisions (Hennig-Thurau et al., 2004).

Conversely, sponsored UGC, which is created by users in exchange for com-
pensation such as money or free products, often raises consumer scepticism.
The benefits of sponsored UGC lie in its potential to reduce annoyance and
mitigate scepticism toward brand-related content on social media (Kim &
Song, 2018). However, such content is more likely to evoke monetary-gain
attributions, leading consumers to question the motives behind the recom-
mendation and reducing trust in both the content and the brand (Moore et
al., 1994; Wood & Burkhalter, 2014). Studies have shown that this perceived
bias can negatively affect consumer attitudes toward the brand and their in-
tention to follow the recommendation. The presence of sponsorship reduces
the impact of even trusted sources like close friends, aligning their perceived
credibility closer to that of paid endorsers, such as celebrities (Kim & Lee,
2017).

Content sponsorships are especially prevalent in the world of influencer mar-
keting. Social media influencer (SMI) marketing is a strategy that relies on
the notable influence of social media influencers such as internet personali-
ties, third-party endorsers, content creators, and celebrities to drive commer-
cial value (Musiyiwa & Jacobson, 2023). Social media influencers are indi-
viduals who have gained a following on social media platforms because of
their knowledge, expertise, or passion for a particular subject (Geyser, 2021).
Influencers essentially create social media content for various brands and
therefore are helping brands build a positive brand reputation online by pro-
moting a product or service and endorsing it to their audience (Geyser, 2021).
It comes as a no surprise that many brands have started to incorporate influ-
encer marketing into their marketing strategy due to its beneficial consumer
responses (Vrontis et al., 2021).

Celebrity endorsements have long been a popular strategy for marketers to
promote their brands, products, and services (Schouten et al., 2020). These
endorsements rely on the positive image and recognition of celebrities, who
have gained public fame due to their professional talents, such as acting,
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sports, or music. However, the rise of social media has introduced a new cat-
egory of endorsers: Influencers.

Unlike traditional celebrities, influencers gain fame by establishing them-
selves as experts in specific domains on social media platforms (Khamis et
al., 2017). By sharing curated and relatable content, they cultivate a dedicated
follower base, positioning themselves as credible voices within their niche.
This ability to connect directly with their audience distinguishes influencers
from celebrities, making them particularly effective in advertising.

The effectiveness of endorsements, whether by celebrities or influencers, of-
ten depends on the perceived connection between the consumer and the en-
dorser. Consumers are more likely to adopt the beliefs, attitudes, and behav-
iours of an endorser when they perceive shared interests, values, or charac-
teristics (Kelman, 2006; Cialdini, 2007; Schouten et al., 2020). Influencers
excel in creating this sense of relatability, leading to higher trust and stronger
consumer identification with their endorsements.

Wishful identification, similarity, and trust are critical factors in the success
of endorsements. Influencers outperform celebrities in these areas, particu-
larly when promoting products aligned with their niche expertise (Schouten
et al., 2020). This combination of trustworthiness and relatability explains
why influencer endorsements have become an increasingly effective and pop-
ular advertising strategy.

Influencer posts are particularly effective in generating greater admiration
among adolescents due to their aspirational and relatable nature (De Jans et
al., 2020). Adolescents admire influencers for their perceived lifestyles,
which creates a strong emotional connection. However, these posts are often
seen as less credible compared to brand posts. In contrast, brand posts are
viewed as more credible sources, especially by adolescents with higher levels
of advertising recognition.

Brand posts and influencer posts serve different purposes in social media ad-
vertising. Brand posts are effective for increasing credibility and awareness,
making them suitable for campaigns focused on building recognition (De
Jans et al., 2020). On the other hand, influencer posts excel at creating posi-
tive emotional connections and admiration, which translates to higher brand
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liking (De Jans et al., 2020). Brands may use these strategies for different
purposes as they are perceived differently by the audience.

Marketing must be easily identifiable as marketing, regardless of its presen-
tation style or advertising medium. The clear identification of marketing is
important so that consumers know when they are being subjected to com-
mercial influence. (Kilpailu- ja kuluttajavirasto, 2024). Clear disclosures,
such as hashtags like #Sponsored, improve consumers’ ability to recognize
posts as advertising, which can activate scepticism (De Veirman & Hudders,
2019). On the other hand, non-sponsorship disclosures (e.g., #NotSpon-
sored) improve consumer attitudes by reinforcing the authenticity of en-
dorsements. According to Boerman and others (2017), disclosures do not
harm posts shared directly by brands, as consumers already expect commer-
cial intent from brands.

2.2.5 TikTok and Virality

In the digital marketing era, the constant exposure to brand advertisements
has led to “attention fatigue” among consumers and social media users
(Wang, 2024). This overload of information results in stress, fatigue, and de-
sensitization to brand messages, diminishing the effectiveness of traditional
advertising strategies. To address this challenge, brands are increasingly
turning to innovative approaches to capture attention in a competitive mar-
ket (Wang, 2024). One such approach is the use of UGC, where brands utilize
the content posted by their customers to

TikTok has emerged as one of the most significant platforms for short-form
video content, particularly among younger demographics (Ling, 2022). It’s
one of the fastest-growing social media platforms globally, with a user base
exceeding 1,56 billion monthly active users (Statista, 2024). Unlike tradi-
tional social media platforms, TikTok is uniquely designed to be mobile-first,
providing an immersive and immediate user experience through short videos
that do not require prolonged viewer attention (Ling, 2022).

TikTok has become a hub for UGC marketing, where brands encourage their
users or fans to create content promoting products, services, or experiences
(Wang, 2024). Its immense popularity has drawn significant attention from
companies, leading to substantial investments in advertising. The success is
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largely attributed to TikTok’s optimization of short video quality and its
strong emphasis on fostering user interaction, which makes UGC marketing
highly effective on the platform (Wang, 2024).

TikTok’s user engagement is centred around its “For You” page, a personal-
ized feed selected by an algorithm that adapts to user behaviour, making it
the primary driver of content discovery on the platform (Ling, 2022). This
recommendation algorithm is designed to quickly elevate videos to "viral sta-
tus" while introducing users to topics that align with their interests or content
based on browsing behaviour (Roostika & Yumna, 2023). High level of en-
gagement boosts the visibility of user-generated content, giving all users the
opportunity for significant exposure (Wang, 2024).

The platform’s impact extends beyond entertainment, shaping online culture
through interactive and viral content (Ling et al., 2022). Viral trends such as
dance challenges, humorous skits, and remixed audio clips dominate TikTok,
encouraging users to actively engage with and contribute to trending themes.
This participatory culture is further reinforced by TikTok’s affordances, such
as the ability to add hashtags, sounds, and effects, enabling creators to align
their content with trending topics. This dynamic and interactive environment
makes TikTok distinct from earlier social media platforms, positioning it as
both a cultural phenomenon and a powerful tool for digital engagement (Ling
et al., 2022).

TikTok’s recommendation system is a critical component of its virality model
and heavily influences what content gains visibility (Ling et al., 2022). Crea-
tors strategically use trending and generic hashtags, such as #fyp (For You
Page), to increase the likelihood of their videos being featured in users’ per-
sonalized feeds (Ling et al., 2022). This algorithmic design creates a compet-
itive environment where timing and strategic content placement play a piv-
otal role in achieving virality. Unlike platforms like YouTube, where fan bases
and in-links often dictate popularity, TikTok’s algorithm provides opportu-
nities for lesser-known creators to gain significant exposure if they align with
current trends and platform dynamics (Ling et al., 2022).

TikTok will only grow and broaden its appeal for several reasons (Greenwald,
2021). Greenwald (2021) explains that TikTok’s algorithm, which is already
unmatched in its capabilities, continues to evolve, making it one of the easiest
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platforms for users to train to deliver content they genuinely enjoy. The plat-
form prioritizes authentic, unfiltered moments over high production value,
creating a space where real-life experiences take centre stage. Its precision in
targeting connects micro-cultures with the content they crave, enhancing
personalization and engagement. For creators, TikTok offers a low barrier to
entry, allowing them to build a following faster than on any other platform.

2.3 Brand Advocacy

2.3.1 Customers as Brand Advocates

Brand advocacy, which is largely driven by WOM, is considered one of the
most effective types of WOM (Keller, 2007). It enhances consumer engage-
ment and trust more than traditional marketing methods. Research under-
scores that strong customer advocacy is a reliable predictor of top-line
growth, as seen in the practices of leading companies such as Procter & Gam-
ble, Apple, and Starbucks (Keller, 2007). Unlike traditional marketing ap-
proaches that rely on one-way communication, brand advocacy leverages
consumer trust and the natural inclination to share positive experiences, cre-
ating an organic and influential dialogue about brands (Keller, 2007).

Studies reveal that consumers overwhelmingly share favourable opinions
about brands, with positive mentions outnumbering negative ones by a mar-
gin of more than six to one (Keller, 2007). This positivity reflects a supportive
consumer mindset aimed at helping others make informed purchasing deci-
sions (Keller, 2007). Additionally, the credibility of WOM stems from the
trusted relationships between conversational partners, with nearly half of
WOM recipients expressing a strong intent to purchase based on these rec-
ommendations (Keller, 2007). Marketing strategies that stimulate WOM,
whether through traditional media or targeted campaigns, amplify its impact
by reinforcing conversations that enhance brand advocacy (Keller, 2007).

Online Brand Advocacy (OBA) represents a powerful driver in digital mar-
keting, functioning as a purposeful and influential online expression of sup-
port for brands by experienced customers (Wilk et al., 2019). OBA signifi-
cantly impacts brand loyalty and purchase intent, creating a reciprocal rela-
tionship that strengthens consumer-brand connections (Wilk et al., 2021).
Unlike offline advocacy, OBA’s digital nature allows for global reach,
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permanence, and the use of virtual visual cues like emojis and images, which
enhance emotional engagement (Wilk et al., 2019).

Recent research suggests that online brand advocacy is a multifaceted con-
cept closely linked to offline brand advocacy, but it possesses unique online
communication characteristics attributed to brand-experienced consumers
(Wilk et al., 2019). Four key dimensions of OBA have been identified:

1. Brand knowledge: This encompasses detailed, intimate, and in-
sightful brand-related information that only experienced consumers
can provide.

2. Brand defence: This involves actions such as “standing up for,”
“speaking on behalf of,” or “defending” the brand. It includes counter-
ing negative brand information online in ways that demonstrate pro-
tective behaviour towards the brand.

3. Brand positivity: This refers to favourable and positive communi-
cation about the brand, including explicit endorsements.

4. Positive virtual visual cues: These are visual elements in the
online environment that express support for the brand, such as emo-
jis, emoticons, exclamation marks, bold text, and in-context brand
photos.

Brand advocates often unintentionally act as marketers for a brand by pro-
ducing user-generated content that provides free publicity (Ntloko, 2024).
Through activities like creating product review videos or writing blog posts
about the brand, these advocates contribute to increasing brand visibility. In-
corporating such organic support into public relations campaigns not only
enhances brand awareness but also generates valuable user-driven content
that reinforces the brand's presence and credibility (Ntloko, 2024). Brands
can facilitate brand advocacy through different programs that encourages
customers to advocate and share their positive experiences with others.

The best brand advocates typically come from key groups such as executive
leadership, company partners, employees, and loyal customers (Influencer
Marketing Hub, 2024). These individuals play a vital role in enhancing a
company’s reputation, expanding its brand reach, and driving sales. Effective
advocates are often highly active online, possess significant social influence,
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and represent the company positively (Influencer Marketing Hub, June 24th,
2024). A strong brand advocacy strategy leverages the influence of these ad-
vocates to connect with a wider audience both online and in person.

There are some practical ways brands can maximize the number of customers
that advocates for their brands. Brands should show customers appreciation
by offering them perks and additional benefits (Tariq, 2020). Appreciating
your customers with rewards, discounts, promotions, and special events
highlights that your relationship extends beyond mere transactions (Tariq,
2020). It’s important to give customers something to talk about through
sharing exiting news or offering personal discounts. Being active on social
media is great way to reach a large audience and engage directly with cus-
tomers. Many brands encourage customers to contribute their own content
such as sharing a picture featuring brands product (Tariq, October 29th,
2020). Referral programs are also one way to encourage customers to talk
about a brand to their networks (Tariq, 2020).

An effective brand advocacy program requires strategic planning and con-
sistent efforts to build genuine relationships with a brand's most loyal sup-
porters. Key steps include identifying potential advocates, such as loyal cus-
tomers, employees, or partners, through data analysis of social media en-
gagement and customer interactions (Influencity, 2024). Once identified, ad-
vocates should be engaged with exclusive insights, tools, and shareable con-
tent to amplify their communication about the brand (Influencity, 2024).
Recognizing and rewarding their efforts through public acknowledgment, or
special access reinforces their commitment and motivates further advocacy.
Lastly, setting measurable performance indicators and adapting strategies
based on feedback and outcomes ensures the program remains impactful and
aligned with its goals (Influencity, 2024).

2.3.2 Brand Communities

Brand communities are specialized, non-geographically bound social struc-
tures that foster connections among individuals who share an interest in a
particular brand (Muniz & O’Guinn, 2001). These communities create a plat-
form for consumers to engage in discussions, share ideas, and express their
admiration for the brand, thus reinforcing relationships between the brand
and its customers (McAlexander et al., 2002). Research emphasizes that
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brand communities are instrumental in cultivating emotional connections,
such as brand love, which mediates outcomes like word-of-mouth, advocacy,
and loyalty (Carroll & Ahuvia, 2006). Furthermore, brand community par-
ticipation strengthens consumers' identification with the brand, enhancing
their commitment and encouraging long-term loyalty (Dholakia et al., 2004).
This dynamic underscore the importance of brand communities as a strategic
tool for reinforcing brand-customer relationships.

The focus of an online brand community (OBC) can range from being centred
on the brand itself (e.g., Apple, Nike) to encompassing broader shared inter-
ests related to the brand (e.g., baking communities). The orientation deter-
mines how the community members engage with the brand and its associated
activities (Wirtz et al., 2013). OBCs may be fully funded by the brand, fully
supported by community members, or a mix of both. The source of funding
influences the resources available for community activities and the degree of
independence the community has from the brand (Wirtz et al., 2013). Gov-
ernance can range from being entirely controlled by the brand to being man-
aged by community members (Wirtz et al., 2013)

OBCs offer numerous advantages to consumers by providing functional, so-
cial, and emotional benefits (Wirtz et al., 2013). Functionally, OBCs serve as
reliable sources of information, offering insights into product usage, trouble-
shooting, and recommendations from experienced community members
(Dholakia et al., 2009). These interactions reduce uncertainty in purchasing
decisions, as consumers can seek reassurance and validate their choices
through discussions within the community (Adjei et al., 2010). Additionally,
OBCs empower consumers by providing a collaborative space to share
knowledge, co-create value, and engage directly with the brand and other
members.

Socially, OBCs foster a sense of community by allowing consumers to connect
with like-minded individuals who share similar interests or brand prefer-
ences (Wirtz et al., 2013). Connecting with these individuals builds a sense of
belonging and identity within the group, which enhances emotional satisfac-
tion (Muniz & O’Guinn, 2001). For many participants, the relationships
formed within these communities contribute significantly to their overall
brand experience, creating a deeper emotional bond. Through a combination
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of functional and social benefits, OBCs not only enhance consumer satisfac-
tion but also contribute to a more enriching and engaging brand experience.

From a brand perspective, OBCs are valuable tools for fostering consumer
engagement, loyalty, and advocacy. Active participation in OBCs strengthens
emotional ties with the brand, leading to higher levels of customer loyalty
and an increased likelihood of positive word-of-mouth advocacy (Alge-
sheimer et al., 2005). By promoting interaction and engagement within these
communities, brands can build stronger relationships with their customers,
contributing to long-term retention and satisfaction.

OBCs also provide brands with a wealth of consumer insights. They serve as
platforms for gathering feedback, understanding consumer preferences, and
identifying trends that can guide product development and innovation
(Kozinets, 2002). Additionally, OBCs enhance brand equity by fostering
trust, satisfaction, and commitment among community members (Kim et al.,
2008). These benefits translate into improved sales, as community partici-
pants are more likely to adopt new products and exhibit resistance to switch-
ing to competitors (Thompson & Sinha, 2008). Moreover, OBCs allow for
cost-efficient market research and customer engagement compared to tradi-
tional methods, making them an attractive strategy for brands to cultivate
customer relationships and drive growth.

Wirtz and others (2013) emphasize the importance of balancing control and
flexibility in OBC governance, which ensures high-quality information ex-
change and the maintenance of consistent communication between online
and offline brand efforts. While OBCs present opportunities to enhance
brand equity, customer insights, and sales, they also pose challenges, includ-
ing handling negative sentiment and maintaining active consumer participa-
tion (Wirtz et al., 2013). Successful management of OBCs depends on align-
ing their strategies with organizational goals, empowering consumers to co-
create value, and sustaining engagement through meaningful interactions.
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3 Methodology

This chapter of the thesis details the research approach used to investigate
consumer motivations for creating organic brand-related content on TikTok.
It begins by establishing why this specific context was chosen, followed by a
thorough explanation of the semi-structured interview methodology. The
chapter then outlines the data collection and analysis processes, by demon-
strating how qualitative insights were systematically derived from partici-
pant responses. By transparently presenting these methodological choices,
this section provides the foundation for understanding the study’s subse-
quent findings.

3.1 Context

The beauty community on TikTok provides an interesting context for study-
ing organic brand-related UGC. As one of the platform’s most active niches,
beauty content thrives on TikTok’s unique ecosystem, where authentic peer
recommendations often carry more weight than traditional advertising. The
#BeautyTok hashtag alone has amassed over 85 billion views, demonstrating
the immense reach and engagement potential of this space. This environ-
ment proves particularly valuable for research because it combines three key
elements: a culture of authenticity that encourages unfiltered content,
growth of niche communities, and a user base that actively participates in
content creation rather than passive consumption.

To explore this phenomenon, the study employed semi-structured in-depth
interviews as the primary research method. This approach was selected for
its ability to uncover the layered motivations behind UGC creation while
maintaining enough structure to address the core research questions. The
flexible nature of semi-structured interviews allowed participants to share
personal experiences organically, while predetermined themes ensured cov-
erage of critical areas like community influence and content creation drivers.

3.2 Data Collection

The research began with targeted social media fieldwork to identify suitable
participants within TikTok’s beauty community. Three different user types
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were selected to provide diverse perspectives: Active content creators who
regularly post beauty-related UGC, casual consumers who occasionally share
brand experiences, and social media specialists who possess expertise in
brand-related UGC. The varying viewpoints of informants helped capturing
a comprehensive picture of UGC motivations across different levels of en-
gagement. Informant profiles can be found in appendix 1 of this thesis.

Potential informants were contacted through personalized emails explaining
the study's purpose and confidentiality measures. Ten individuals ultimately
participated in around 45-minute interviews conducted via Microsoft Teams,
with sessions recorded for accuracy after obtaining consent. The interview
guide can be found in appendix 2, please note that questions may have varied
during the process based on each informants’ responses and the flow of the
conversations. The recordings were initially processed through Teams’ auto-
mated transcription tool, followed by manual review to correct any errors and
ensure truthful representation of participants’ words. The reviewed tran-
scripts were then imported into ATLAS.ti Web (version 9.15.3) to facilitate
systematic analysis.

3.3 Data Analysis

The analysis used a flexible qualitative coding approach that matched the
study's exploratory nature. Rather than separating open coding and thematic
development into distinct phases, the analysis employed immediate thematic
identification during initial review. When encountering significant state-
ments like “T only post about products I've used for months,” researcher sim-
ultaneously coded them for both specific content (“long-term product use”)
and broader thematic relevance (“authenticity”). This hybrid approach-
maintained connection to raw data while accelerating pattern recognition.

As coding progressed, emergent themes were refined through iterative com-
parison across interviews. Please find the themes along with the codes in ap-
pendix 3 and example quotes in appendix 4. The researcher identified the
primary motivators for UGC creation and for engagement behaviour, with
particular attention to how frequently and emphatically themes appeared
across different participant types. Throughout this process, researcher regu-
larly returned to original transcripts to verify that developed themes accu-
rately reflected participant experiences, while also noting exceptional cases
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that complicated or contradicted dominant patterns. The quotes featured in
the thesis were translated to English (from Finnish) using Deepseek, to which
author confirmed accuracy.

3.4 Considerations

This methodology was particularly suited to investigating organic UGC be-
cause it focuses on gaining a deep understanding, capturing the subjective
experiences and reasoning behind content creation decisions. The interview
format allowed exploration of motivations that might remain hidden in sur-
vey data, while the multi-perspective participant selection helped mitigate
individual bias. The modified coding approach addressed a common chal-
lenge in qualitative research by maintaining clear links between raw data and
analytical conclusions throughout the process.

By combining TikTok's distinctive beauty community context with this tai-
lored methodological approach, the study was positioned to generate mean-
ingful insights about organic UGC that balance theoretical relevance with au-
thentic user perspectives. The following Findings section presents the rich
patterns that emerged from this careful investigative process. Unlike quanti-
tative studies that focus on broad trends, this qualitative exploration high-
lights the individual stories and motivations behind UGC, offering a more
intimate look at the consumer-brand relationship in the digital age (Belk et
al., 2013, chapter 3).
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4 Findings

This chapter presents the findings of the study, which seeks to uncover the
motivations behind consumers’ creation and sharing of organic brand-re-
lated user-generated content on social media, with a particular focus on
beauty communities on TikTok. The findings are organized into four the-
matic sections, each addressing a core aspect of the research questions:

1. Significance of organic content: This introductory section delves
into the importance and impact of organic UGC in today’s digital land-
scape, particularly within beauty communities on platforms like Tik-
Tok.

2. Motivations for creating organic UGC: This part explores the
psychological, emotional, and social drivers that inspire consumers to
create and share UGC.

3. Characteristics of engaging brand-related UGC: This final sec-
tion examines the content features (e.g., authenticity, creativity, sto-
rytelling) that make UGC more likely to resonate with audiences and
gain viral status.

By presenting the findings in this way, the study not only answers the re-
search questions but also provides actionable insights for brands looking to
foster genuine consumer advocacy and leverage UGC effectively. The voices
of content creators, regular consumers, and social media experts come to-
gether to paint a comprehensive picture of the UGC landscape, offering both
theoretical and practical contributions to the field of digital marketing.

4.1 Significance of Organic Content

As the social media landscape continues to evolve and brands increasingly
establish their presence, consumers have become more cautious of overtly
persuasive messaging, such as direct advertising or influencer campaigns.
While paid ads remain widely used across various social media platforms,
sponsorships can sometimes evoke negative reactions from consumers, lead-
ing to unfavourable associations with the brand. Given that authenticity is a
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critical factor in consumer decision-making, there is a growing demand for
organic content that feels genuine and relatable.

“In my opinion, consumers question everything commercial, so
as soon as there’s even the slightest indication that something
might be an advertisement or commercial, it immediately
raises a little red flag—is this genuine or not? If someone posts
something completely organically, like, “I Googled and found
this useful,” let’s just say I'd much rather watch that. Nowa-
days, there’s so much commercial content out there, and every-
one has some kind of commercial motive. So, when there are
still individuals in this world who create content purely out of
their own passion, I find that truly wonderful.” (Informant 2)

“Well, I think it’s pretty clear that, of course, UGC (user-gener-
ated content) that isn’t labelled as a commercial collaboration
is likely skipped less often than content that is marked as a com-
mercial partnership.” (Informant 1)

The quotes above highlight how organic content is perceived as more authen-
tic compared to sponsored content. One of the underlying factors explaining
this is the perceived intent of the content creator. Sponsored content is asso-
ciated with financial incentives or brand obligations, which can create scep-
ticism among audiences. Consumers can view sponsored posts as inherently
biased, assuming the creator is being compensated to promote the brand, re-
gardless of their genuine opinion.

In contrast, organic content is seen as self-motivated and voluntary, driven
by the creator’s personal experiences, emotions, or enthusiasm for the brand.
This type of content is associated with purer intentions. Naturally, creators
with smaller followings who post sponsored content are more likely to receive
better reactions from consumers. With platforms like TikTok gaining popu-
larity, there has been a clear increase in small creators producing mostly non-
commercial content within specific niches. These smaller content creators
also called micro-influencers build authentic connections with their audience
by sharing personal stories and providing in-depth product reviews or rec-
ommendations (Mantz, 2024). The rise of smaller creators has also intensi-
fied the competition as explained by interviewee 1.
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“From there (TikTok), a huge number of these new, small-scale
influencers have emerged, which has also intensified competi-
tion and raised the stakes in the game enormously. In recent
years, we haven't seen the rise of any megastars there; instead,
there are tens of thousands of mid-tier influencers. And no mat-
ter the topic—whether it’s cosmetics, Asian food, or cleaning—
there’s something for everyone.” (Informant 1).

So, what exactly makes organic UGC so important? As established earlier,
content that isn’t tied to financial incentives tends to resonate more with con-
sumers and is more persuasive. When everyday consumers share posts about
products that have genuinely worked for them as explained by informant 1,
it becomes incredibly valuable for brands, especially on platforms like Tik-
Tok, which offer high visibility and the potential for virality to anyone. Addi-
tionally, creators with dedicated audiences have a strong influence over their
followers, often swaying their purchase decisions or sparking trends.

“Yeah, and then there are those UGC guys, you know? Theyre
the ones who kind of define what the brand or product—or the
brand as a whole—really is. It’s through their voices that the
story gets told, and they reflect it in a way that comes from their
own genuine desire and enthusiasm. They want to showcase
and talk about the product, and that’s like an incredible asset
for the brand.” (Informant 1).

“In my opinion, TikTok stands out from other platforms be-
cause of its element of randomness—everyone has a chance to
go viral. Everyone has the opportunity to start creating content
and get views. If you compare it to YouTube, for example, the
audience there is very committed, and I don’t even know how
the algorithm works, but it’s much harder to grow your visibil-
ity and follower count there.”. (Informant 2).

While TikTok and the content posted there is used for entertainment pur-
poses it’s also used as a source of information, Users there might search for
suitable product for themselves and due to short-video formatting, users can
get the information they are seeking, fast without using too much time on
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searching. Informant 4 points out that, watching the videos also gives the
user an opportunity to see the product in action, that you wouldn’t probably
get to experience using search engines as Google. Due to organic nature of
most videos posted on TikTok, and especially those that contains something
informational, users are more likely to trust that content.

“Yeah, um, a lot of our clients, especially when starting a col-
laboration, say that TikTok is like a search engine—but not
Google, where so many people go, for example, to look for a
store in a new city. For everyone in my age group, basically
millennials, and all my friends too, we go to TikTok to search
because there you can find videos that are actually filmed on
location. You can see the vibe, what the atmosphere is like, what
the products look like. So, you get honest opinions about the
place. Because, well, a video tells you so much more than just a
photo.” (Informant 4)

“Over the years, people have started posting more and more
opinions about things, like recommendations for different
places—not just information about products, but things like,
'Hey, I had an amazing experience at this place,’ or "This prod-
uct worked really well for me.' I also enjoy following what other
people think about certain products.” (Informant 6)

Quotes above only confirm that there is lot of discussion about different
brands and products on social media platforms usually initiated by consum-
ers themselves. Although brands can no longer completely control narratives
going around about them, it’s important that they establish a strong presence
and take part in discussions to not only increase engagement but also shape
the conversation in a positive and meaningful way.

By actively participating in these discussions, brands can build trust, foster
loyalty, and humanize their image. For instance, responding to user-gener-
ated content, whether it’s a positive review, a question or even a complaint,
shows that the brand values its customers and is willing to listen. This type
of customer feedback is also valuable for the brands as it provides direct in-
sights into consumer preferences, pain points, and expectations that can later
be used in product development.
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“Absolutely, the fact that people, especially on TikTok, post and talk about
things regardless of whether the companies are present there. If you, as a
company, are not there, you have no way of influencing how your company
is discussed online, and this has a significant impact on brand image." (In-
formant 6)

“As a brand I would show gratitude by, for example, comment-
ing on the video on behalf of the brand, saying thank you.
Thank you for this review. Whether it’s negative or positive,
there should be that sense of community.” (Informant 2)

When it comes to credibility, it’s no surprise that consumers tend to trust
other consumers more. In fact, a consumer is more likely to trust a friend’s
recommendation over that of a content creator or influencer, as the emo-
tional connection between friends naturally harbours greater trust. This
aligns with Hamilton et al., (2021) theory about proximal influence (close
companions) and distal influence (content creator or influencer).

“People tend to trust the word of someone like that more. For
example, if I tell my friends that something is really good, they
are likely to trust my word significantly more than that of an
influencer, because we have an emotional connection.” (In-
formant 6)

Contrary to the quote above, influencers can also build credibility and even
take a friend’s role when sharing recommendations or other content. Inform-
ant 2 emphasizes that there are certain social media influencers (SMIs) such
as Jeffree Star that have earned their place as a key opinion leader through
his honestly. She explains that people often tag on his posts brands that need
“Jeffree Star review”, which he then reviews. Therefore, it’s possible for big-
ger influencers to establish themselves as a trusted source of information.

“If it's a specific influencer—for example, I follow Jeffree Star,
who is a really big makeup influencer. He has this ‘Jeffree Star
Review' thing where people tag products and brands in his
comments, saying, 'This needs a Jeffree Star review.' Then, as
far as I know, he reviews that product for free. Also, he’s such a
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big influencer that he doesn’t really need those kinds of collab-
orations where he would get paid to do the review. As far as I
know, he’s very honest about these things. I've learned to inter-
pret it myself because I watch a lot of social media. Not every-
one notices whether it’s paid or not.” (Informant 2).

The increasing amount of commercial content on social media combined
with critical consumers highlights the need for authentic organic content.
There is also an ethical issue where it’s difficult to recognize the difference
between commercial and organic unpaid content. This distinction is a critical
component of consumer decision-making, which relies heavily on trust and
transparency. When consumers cannot easily discern whether content is
sponsored or genuine, it undermines their ability to make informed choices.
According to the Consumer Protection Act, marketing must clearly disclose
its commercial purpose as well as on whose behalf the marketing is being
conducted (Kilpailu- ja kuluttajavirasto, 2025).

“Yes, and that’s exactly why the Council of Ethics in Advertising
emphasizes transparency, because brands send out a lot of var-
ious products to people, and now there’s a big discussion about
where the line is between a private individual and an influencer
or whether content is an ad or not.” (Informant 1).

"If there’s a PR event, what they post from it has to be marked
as an advertisement, and this has traditionally been a bit chal-
lenging for them. It feels nicer to label it as a PR event because
it doesn’t seem as heavy-handed." (Informant 1)

The rise of commercial content on social media, coupled with heightened
consumer scepticism and increased regulatory scrutiny, underscores the
growing importance of organic content. As platforms become saturated with
paid promotions and sponsored posts, consumers are increasingly seeking
authenticity and transparency in the content they engage with. This is exactly
why it’s important to understand what drives organic content and what fac-
tors contribute to consumers’ willingness to share brand experiences that in-
fluences others.
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4.2 Motivations to Share Organic Brand-Related UGC

To understand why people share their brand experiences online, you have to
explore the emotional, social, and psychological drivers that inspire them to
create and post content. While some motivations stem from personal satis-
faction or self-expression, others are rooted in a desire to connect with oth-
ers, advocate for brands they love or influence purchasing decisions. Either
way there has to be some added value that makes the consumer want to cre-
ate such content as explained by informant 1:

“Yes, in that situation, both the consumer and the influencer
usually think about what the added value is—why do I want to
tell my followers about this? Whether it’s about finding their
own community or a collaboration partner. (Informant 1)

The next sub-section delves into the key reasons why consumers share or-
ganic brand-related UGC, highlighting the personal and communal factors.
Based on the findings of the interviews, motivators contributing to why con-
sumers share their brand experiences are divided into these categories: Per-
formance, personal fulfilment, monetary incentive, altruism, community
seeking and social validation. These categories emerged from the coding pro-
cess with some aligning with previous research (will be analysed in the dis-
cussion).

4.2.1 Performance

A major motivator for sharing organic brand-related UGC is the quality and
performance of the product itself. When a product exceeds expectations or
delivers excellent results, consumers feel compelled to share their positive
experiences with others. Interview findings suggest that a good product is a
base condition for sharing brand-related UGC, meaning that unless the prod-
uct performs exceptionally, consumers don’t feel the need talk about that
brand. Average performance does not encourage brand-related UGC, as it’s
not remarkable enough to inspire consumers to take the time and effort to
create content.

“It has to be good. And I'm very quick to judge... I think a prod-
uct is good when it works the first time. Then I might take it
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back if I have an allergic reaction, like, ‘Be careful before you
buy this,” but I'm very quick to decide. If I buy something and it
even just looks good on my face, I'm immediately like, ‘This is
good.” So, yeah, and then I recommend these products to my
friends or followers without hesitation.” (Informant 1)

Informant 1 highlights how immediate satisfaction with a product can drive
consumers to share their experiences. When a product delivers on its prom-
ises right away, it creates a sense of excitement and enthusiasm that moti-
vates consumers to spread the word. However, for some, the bar for sharing
a product is set higher. It’s not enough for a product to simply be good, it
needs to be exceptional or have a lasting impact as explained below:

“If I think about a product, the reason for sharing is just that I
like it. But liking something isn’t enough because I probably use
50 products every day that I like. It has to be either a new prod-
uct that I really enjoy, or it has to be extra, extra good—like, I've
used three bottles of it, and that’s why I want to mention it.”
(Informant 9).

“If a brand has surprised me somehow such as releasing a foun-
dation with inclusive shade range or just a good product over-
all, I'm more likely to share and advocate that brand in my so-
cial media.” (Informant 10).

Informants 9 and 10 underscore the importance of long-term satisfaction and
repeated use as a motivator for sharing. When a product proves its value over
time, it becomes worthy of recommendation, as the consumer has developed
a strong trust in its quality. Some interviewees even shared that their moti-
vation to create content about a product stems from a genuine love for the
brand and its offerings. Even without formal collaborations, their enthusi-
asm for the brand drives them to share their experiences organically:

“Unfortunately, no beauty brand has approached me yet for a
collaboration, but when I've created content on my own initia-
tive, it’s usually because I really like the brand overall. Maybe
it’s something I've used a bit more, or I genuinely like their
products.” (Informant 8)
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In contrast, if the brand or its products perform poorly, that can also motivate
individuals to express their negative experiences on social media. By doing
this, consumers can warn others to avoid the product or seek peer support to
see if anyone else has had similar experiences. As seen in the quotes below,
public criticism is reserved for extreme failures (e.g., defective packaging,
skin reactions, or hygiene risks), suggesting that the threshold for expressing
discontent is high unless the experience is severe or emotionally charged:

“If I were to share something negative, it would have to be
something really extreme—Ilike a terrible customer service ex-
perience somewhere, or a product that was, say, full of worms
or something like that. Or maybe if, for example, some kind of
cream had a ton of impurities and caused bad reactions for all
my friends or something like that. Maybe then it would work as
a warning, like, ‘You wouldn’t even want your best friend to fall
into that trap.” (Informant 5)

“For example, I once bought this organic makeup product, and
when I opened it, the product just spilled out everywhere—all
over the sink. So, if 've had an extreme negative experience like
that, I'm like, ‘No no no, don’t even try it.” I also have products I
might comment on, like a concealer that didn’t suit my skin at
all—it dried out my under-eye area and everything. Yeah, I've
told my friends, ‘This one didn’t work for me.” (Informant 2)

In summary, consumers are most likely to recommend a brand or product if
it performs exceptionally well or warn others about it if it performs very
poorly. Average experiences rarely inspire strong reactions or word-of-
mouth sharing.

4.2.2 Personal Fulfilment
A clear motivation that arose from the interviews was the need to express
one’s identity and creativity through sharing content with others. For many,

creating and posting content is not just about showcasing products or expe-
riences, it’s a way to tell their story, share their passions and communicate
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their unique perspective. This desire for self-expression often drives individ-
uals to create content that reflects their personality and style.

“T've always loved creating—I feel like I'm quite creative, and
it’s been a great way to channel that creativity, even though I'm
not good at drawing or anything like that. But really, it all
started from my own desire to express myself.” (Informant 5)

“Creating social media content in general—I'm talking about
making social media content overall—it’s like a space for self-
expression, you know? I love it precisely because it allows me
to showcase that creative side of myself, which I might not get
to express elsewhere."” (Informant 6)

“I enjoy it (making content). I'm a pretty visual person, so I like
that you can see your own touch in it, you know? It’s about try-
ing to make it visually appealing or nice in some way. I love
that it allows me to express myself in that way.” (Informant 7)

For some, sharing content and expressing creativity can be like therapy such
as described by informant 5. The process of creating and posting content pro-
vides a sense of emotional release and fulfilment, which allows the individual
to channel their thoughts, feelings, and ideas into something tangible.

“I think it’s the creativity—it allows you to focus on just one
thing. It’s kind of therapeutic, even when you’re editing. And I
generally enjoy planning things, so it’s like having some personal
time. It’s much better to create content nowadays than just con-
sume it.” (Informant 5).

Informant 5’s experience suggests that the process of creation is more re-
warding and meaningful than passively engaging with content made by oth-
ers. This insight underscores the emotional and psychological benefits of
content creation, making it a valuable outlet for self-expression and creativ-

ity.
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4.2.3 Monetary Incentive

It is natural for individuals who create organic UGC, especially branded con-
tent, to aspire to become professional content creators getting paid for their
work. This category of motivations is particularly highlighted when inter-
viewing content creators, who frequently view their channels as a gateway to
professional opportunities. However, interview findings suggest that even
regular consumers can share these aspirations. While they may not yet have
the follower count or influence of established creators, many are motivated
by the possibility of turning their passion for content creation into a viable
career or side hustle.

“Sometimes, just a year ago, I started taking it (content crea-
tion) more seriously and set a goal for last year to start earning
some money through social media. I set up a sole proprietor-
ship and gave myself a clear target. I think my goal was to
reach ten thousand followers, which I achieved. Since then, I've
been working with various brands during this time, and it’s
been really fun. And it’s kind of absurd that you can earn 500
euros from just one video—right now, I'm here at the office
working, and I wouldn’t even make that much in a month. Es-
pecially since I'm working as a student.” (Informant 5)

“I'd say there are several motivating factors here. Maybe, well,

from a content creator’s perspective, financial benefit is proba-
bly one of them. It’s also nice to receive PR gifts and test out new
releases” (Informant 6).

“Another motivation is that you want to become an influencer
or a professional content creator someday, and you're starting
from scratch. You need to gain followers and recognition. (In-
formant 2).

Although getting views is often linked to monetary values, the quote below
demonstrates well that receiving views can also have a significant emotional
and psychological impact. For many creators, the act of seeing their content
resonate with a wider audience, whether through views, comments, or shares
can create a sense of validation, accomplishment, and connection.
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“Well, the best part is definitely the views, especially on TikTok.
I don’t have a huge number of followers—just 1,500—but when
a video catches on the For You Page, thanks to the algorithm,
and starts getting views, comments—whether positive or nega-
tive—and people notice my video, save it, and share it, it feels
really good”. (Informant 2)

The desire for professional growth is also a significant motive according to
the interview findings. In addition to using content creation as a means of
self-expression or growing a follower base, it also works as a portfolio. A con-
tent creator can use their portfolio to showcase their creative side and, in a
way, use it as a sample of their work. Content can thus serve as a reference,
for example, for potential brand collaborations. It could also be a way to test
your own skills such as explained by informant 5.

“Then maybe you also want to grow your portfolio even if it
means doing things for free, for example, because you want to
find collaboration partners. And if a potential client comes
along, you can show them, ‘Hey, I can do this kind of thing too,’
and through that, showcase your skills.” (Informant 5)

It’s safe to say that although the creation of organic UGC is voluntary, there
can still be a motive to secure brand deals and, more broadly, to attract the
attention of brands. For example, making content about your favourite brand
that you're passionate about can serve as a way to showcase your enthusiasm
and creativity, potentially catching the brand’s eye. This happened to one of
the informants of this study that got contacted by their favourite brand just
by showing genuine appreciation for their product.

“The biggest example is that I absolutely loved Clinique’s Black
Honey lip gloss, so I made a couple of videos about it. They
ended up emailing me, saying, ‘Hey, can we use your videos?
They’re really cool.’ I didn’t really think about getting their at-
tention, but of course, I sometimes thought, ‘Hey, it would be
nice if they saw my videos.” But that’s not really the main point
of my content—I mostly do it for fun. I won’t deny that I
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sometimes think it would be nice to tag them so they’d see it and
who knows maybe even collab in the future” (Informant 3).

4.2.4 Altruism

If a brand proves to perform well, as social beings, consumers tend to share
that with their friends or network. Many interviewees linked their motivation
to share to a desire to help others, as it made them feel good. This altruistic
drive reflects the natural human tendency to share positive experiences, es-
pecially when they believe it can help others make more informed purchasing
decisions (Keller, 2007). One interviewee explained how their excitement
about a product’s performance led them to share it on TikTok:

“Mostly, I'd say if it’s a really good product, I feel like it’s the
same as recommending it to a friend. I'm like, ‘Hey, wow, I've
been using this hair product, and it’s super good.’ I get the same
feeling, like, ‘Wow, I want to post this on TikTok so maybe
someone else can benefit from it too. Maybe I can get something
out of it, so I want to buy it and share it there.” (Informant 9)

This demonstrates how personal satisfaction with a product can translate
into a desire to help others discover it. The interviewee’s enthusiasm stems
from their own positive experience, which they want to share with their au-
dience, creating a sense of community and mutual benefit. For some, the act
of sharing helpful content is deeply fulfilling, as it allows them to make a pos-
itive impact on others’ lives. As one interviewee explained:

“I share tutorials and beauty tips purely out of my genuine in-
terest in beauty and because it brings me joy to share some-
thing with my group and viewers that they might also find
amazing.” (Informant 2)

The quote above highlights how the joy of helping others can be a powerful
motivator. The interviewee derives happiness not just from creating content
but from knowing that their reccommendations or advice might benefit some-
one else. Similarly, couple of interviewees described the sense of accomplish-
ment they feel when their content resonates with others:
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“Yeah, it feels really good, especially if 've come up with a con-
tent idea myself and it’s genuinely my own—not copied from
anywhere—and I've shared it because it’s good. It gives me a
sense that I've done something meaningful, and then people talk
about it in a positive way.” (Informant 2)

“If I've seen a product that works well for me, I'm always eager
to recommend it to my friends or even share it on social media
with my followers. Something about helping others find a good
product makes me feel good. When someone tells me, ‘Thank
you so much for telling me about this product,’ I always get ex-
cited and happy.” (Informant 10)

The sense of making a difference is a recurring theme among interviewees.
When their recommendations lead to positive outcomes, such as someone
trying and loving a product, it reinforces their motivation to continue shar-
ing. Receiving positive feedback and being talked about in a positive way can
have a validating effect and even be addictive as one informant noted:

“I'm surprised, but it often gives me a really good feeling or
maybe even boosts my motivation. Like, I genuinely recom-
mend something, and someone actually buys it or does some-
thing based on that recommendation. Maybe I can keep recom-
mending things in the future because it really has an impact.
It’s kind of addictive in a way.” (Informant 6)

The emotional reward of helping others is further emphasized by the inter-
viewees’ reactions to positive feedback. Knowing that their recommendations
have made a difference creates a sense of responsibility and pride. The moti-
vation to help others is deeply personal and rooted in their own experiences.
As one interviewee explained, their recommendations come from a place of
genuine enthusiasm and a desire to share what has worked for them:

“It feels really good—I don’t know, it’s just nice because when
you recommend a product, and someone comments on my
video saying, ‘No way, I'm going to try this,’ it gives me a bit of
a feeling like, ‘Now I'm responsible for someone spending their
money on this.” (Informant 9)
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“It feels like it comes directly from the fact that I have a sincere
intention—I like this, and if someone is looking for a specific
product and I know I have something that has worked for me,
naturally, I want to recommend it. I also like to ask afterward
if it worked, and maybe if they mention that it was really good,
it feels like I've succeeded.” (Informant 3)

In summary, the social aspect of helping others cannot be overlooked.
Whether driven by the joy of making a positive impact, the satisfaction of
receiving gratitude, or the sense of responsibility that comes with influencing
others’ choices, this altruistic drive reflects the human need to connect and
contribute. As informant 8 insightfully summarized:

“Like with regular consumers, it’s just that I think this is a nice
product, and I want to show it or say, I tried this new lipstick.
Have you noticed this?’ And then there’s that social aspect to it.”
(Informant 8)

4.2.5 Community Seeking

It’s quite common for people to share their passion for something online to
find similar like-minded individuals. It could be a hobby, a specific interest,
or a shared love for a particular brand or product. For many, social media
platforms like TikTok serve as a digital meeting place where they can connect
with others who share their enthusiasm. The sense of belonging to a commu-
nity not only validates their interests but also encourages them to create and
share content that resonates with others. Communities are important for
brands as they provide valuable insights to what community members are
talking about and what’s important for them at a given time. By actively en-
gaging with community members, brands can further increase brand loyalty
and create meaningful connections. One of the expert interviewees articu-
lated the importance of community members as follows:

“So, community is what we always emphasize—that people
want to belong to something and be part of something. That’s
the driving force behind being an active participant, and it's es-
sentially how all Facebook groups get started. There’s one
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person who creates the group, starts generating content, and
initiates discussions. Gradually, it evolves to the point where
you no longer have to be the one constantly asking questions.
When people start commenting, and you have a good commu-
nity, an active community, it becomes self-sustaining. That's
why we prefer talking about communities rather than custom-
ers or consumers. Because it's the community members who
comment on your TikTok videos when you ask them, well, any-
thing—like, ‘How do you like to eat your food?’ or ‘What's your
favorite thing?’ They are the ones engaging with your content;
they’re your community members, not necessarily the people
who come in daily as customers” (Informant 4).

Another expert informant highlighted how consumers are tired of seeing tra-
ditional advertisements and have lost their appeal, prompting a shift toward
more meaningful, community-driven interactions. The importance of com-
munity is emphasized, particularly in the context of social media and content
creation. In the current global state of recession, uncertainty and political in-
stability, people increasingly seek sources of happiness and a sense of belong-
ing, even if it’s through digital platforms like social media. This desire for
community is not only a motivator for consumers but also for creators of UGC
as the feeling of being part of a group inspires them to produce content that
resonates with and strengthens these connections.

“So, it's really significant (communities), especially nowadays,
as the sense of community is being sought after more and more.
As you mentioned earlier, people are so tired of regular adver-
tisements and don’t bother watching them anymore. Instead,
there’s a growing desire for something more, especially in the
current global situation and state of the world. People want to
feel like they’re part of a community in some way. And even if
it’s not physically, at least on social media, we’re part of this
kind of group. So, the sense of community is a really important
aspect there. And also, for those who create user-generated
content, the sense of community is the very motivation to create
it.” (Informant 8)
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Shared interests and passions serve as a foundation for community-seeking
behaviour. Informant 1 emphasizes the two-way nature of content creation:
People share content not only because they enjoy the topic but also because
they recognize its value to their audience. This mutual interest creates a sense
of belonging and connection, as both the creator and the audience feel un-
derstood and supported within the community. The act of sharing becomes a
way to strengthen these bonds, reinforcing the idea that community-seeking
is deeply tied to shared identities and interests.

“For example, I really enjoy sauna and ice swimming, so I know
that my followers are very interested in that, and they also
want to hear about all the new, beautiful ice saunas. In the same
way, I also like to publish content related to it because I know I
can help others with it, and I know there are many among my
followers who are interested in the same topic.” (Informant 1)

Relatability is also a strong factor affecting the need to seek a community.
Informant 3 highlights how common interests and cultural context (e.g., be-
ing from a small country like Finland) create a sense of unity and belonging.
The desire to “belong somewhere” is a powerful motivator, as it not only sat-
isfies a social need but also strengthens personal connections. The inform-
ant’s experience of making friends through shared interests further illus-
trates how community-seeking transcends mere content consumption,
evolving into meaningful relationships:

“Yeah, and then I feel like others can relate, not just to fashion
stuff but in general, to someone who likes similar things. That
you find people like me. I feel like Finland, in particular, con-
nects people a lot because it’s a small country. And I've actually
made a lot of friends from people who are interested in the same
things as me, which is really nice because they share the same
ways of thinking. It’s just nice to belong somewhere.” (Inform-
ant 3).

Most informants emphasize the social benefits of content creation, particu-
larly the ability to build and maintain relationships. Sharing content is not
just about self-expression but also about creating opportunities for interac-
tion and connection. The informant 6’s focus on "engagement" and
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"relationships" suggests that the social validation and sense of belonging de-
rived from these interactions are key motivators. This aligns with the idea
that community-seeking is driven by the desire for social recognition and
connection. The act of creating content is linked to the broader goal of build-
ing a community, highlighting how social connections and the sense of con-
tributing to a collective identity drive participation:

“Maybe from a social perspective, there’s the experience behind
it that by sharing content, youve gained engagement or, in
some way, created something. Connections, or so-called rela-
tionships with certain people, who might then be connected to
me.” (Informant 6)

“In some way, it has perhaps strengthened certain kinds of so-
cial relationships, so definitely the social aspect, the social ben-
efit. Connections, creating a community, that’s a motivator
there.” (Informant 6)

Seeking a community can happen in different ways. In the context of social
media, it can happen systematically through posting certain type of content
and therefore attracting people interested in this specific content due to rec-
ommendation algorithm. Informant 5 emphasizes the importance of aligning
content with the interests and needs of a specific group, in this case, young
women. The feedback loop, where audience engagement and positive mes-
sages validate the creator’s efforts, demonstrates how community-seeking is
not just about building an audience but also about creating meaningful im-
pact. Helping and receiving gratitude underscores the emotional and social
rewards of a community that shares common values and interests. This aligns
with the idea that targeted content creation strengthens the bond between
creators and their audiences, making the community feel more personal:

“I want young women to be my target audience, and I defined
this by publishing a certain type of content. When I achieved
this, it felt really nice, and when I get questions and such, I re-
ally enjoy feeling like I've somehow been able to help improve
someone’s life. Some people have even sent me messages say-
ing, ‘Hey, this helped me,” and that’s really rewarding.” (In-
formant 5)
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A loyal community can act as a safety net during challenges, defending the
creator and maintaining trust. This protective aspect of community under-
scores its practical value, as it provides creators with resilience in the face of
criticism or mistakes. Informant 4 highlights this and points out the snowball
effect of engagement, where even small interactions (e.g., comments) can
lead to greater visibility and growth. This illustrates how community mem-
bers are not just passive consumers but active participants who drive the suc-
cess and sustainability of content. The informant’s focus on the ripple effect
of engagement also highlights the importance of a responsive and interactive
community, as it can lead to organic growth and deeper brand loyalty.

“When you have a community that comments, tags, and shares
your content, and then something bad happens, like a setback
or a major mistake in your products, it’s your community that
defends and justifies you.” (Informant 4)

“It also makes a huge difference whether you get 2 or 20 com-
ments on your content because it creates a snowball effect that
just keeps growing. If you don’t have a community, you don’t
have people who will react to your stories or comment on your
posts, and that’s how things move forward step by step. It’s also
likely that people will start creating content with the brand’s
products.” (Informant 4)

TikTok has a unique ability to facilitate a sense of community and connection
among users. Informant 9 emphasizes the platform’s unparalleled capacity
for engagement and feedback, suggesting that TikTok’s interactive features
create a more dynamic and responsive environment compared to other plat-
forms. Informant 10 expands on this by illustrating how TikTok facilitates
connections between like-minded individuals, even leading to real-life
friendships. The informant’s observation that people post content to find a
community rather than simply for self-expression underscores the platform’s
role in fulfilling the human need for belonging. Together, these insights re-
veal how TikTok’s algorithm and community-driven culture enable users to
form meaningful connections, making it a powerful tool for both personal
and brand-related content.
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"I haven'’t experienced the same sense of community or received
as much feedback on any other social media platform as I have
on TikTok." (Informant 9)

"It's amazing how platforms such as TikTok connect like-
minded individuals. Because I mostly enjoy watching beauty,
fashion, and lifestyle content, I also like to connect with people
who share these interests. Last year, I found a friend through a
shared passion for one brand, which is absolutely crazy, but
you can see the power of social media there. I think people post
content not just for the sake of posting but to find a community."
(Informant 10)

4.2.6 Social Validation

Social validation is an important factor that motivates consumers to create
brand-related UGC on social media. People naturally seek confirmation from
others when making decisions, which makes peer opinions highly influential.
When consumers post about brands, whether sharing positive experiences or
complaints, they are often looking to connect with others, validate their own
opinions, or influence their social networks. Interviews reveal that individu-
als seek emotional gratification from peer approval, as evidenced by the pos-
itive effect generated when others relate or express their shared experiences.
Informants 2 and 6 explain how seeing positive reactions and feedback from
others makes them feel good:

“Well, I'd be lying if I claimed otherwise - of course it gives you
a good feeling when you realize 'oh okay, others liked this too.’
That's always nice.” (Informant 6)

“Another motivation is that of course I hope for positive reac-
tions - if my video does well, I want people to comment that they
tried my recipe and it worked for them. That's really reward-
ing. And since I'm this type of content creator, I notice when
bigger influencers like my videos or mention me - like when one
bigger creator once made a video based on my content, that
was pretty cool.” (Informant 2)
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Informant 7 emphasizes the need to prove to others their ‘trendy’ status by
buying certain products that are associated with being cool and trendy. This
behaviour reflects a strategic form of impression management, where con-
sumption choices serve as social signals to reinforce desired group affilia-
tions. The informant’ admission of deliberately showcasing trendy purchases
suggests that brand-related UGC functions not merely as personal expres-
sion, but as a performative act designed to cultivate a specific social identity.

“As someone who's admittedly a bit self-centered, I might want
to think 'hey look, I'm trendy too, I like this product’ and basi-
cally position myself as that kind of trendy person, so to speak.”
(Informant 7)

Sometimes people participate in trends simply because others are doing so.
This type of social pressure also occurs in the context of brand-related UGC
within beauty communities. Informant 4 reveals the psychological barrier to
being first movers, highlighting how people hesitate to create content until
they see others doing so, mirroring real-world reluctance to stand out in
group settings. Informant 7 exemplifies trend-based participation, where ob-
serving multiple users engaging with a product (like the NYX lip tint) creates
perceived social permission to join the trend. Both responses underscore how
consumers rely on observable peer behaviour as social validation before par-
ticipating, suggesting that perceived popularity lowers psychological barriers
to content creation.

“Few people dare to be the first and only one to do something.
Like if you're asked to go to the front row during a group exer-
cise class or demonstrate moves with the instructor - hardly an-
yone goes if nobody else has gone first. The same applies to eve-
rything, even social media. If your post is the only one of its kind
that someone shares in their stories all month, you might feel
too awkward to do it.” (Informant 4)

“And you can really see it on TikTok too - when you notice some
product has become a trend because so many others are using
it. Like right now, there's this NYX Lip Lingerie tint that I've
been seeing everywhere in content. I bought it myself, and
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today I was actually thinking - should I make a video about it
too?” (Informant 7).

Some responses also exhibit aspirational group behaviour such as wanting to
be associated with certain lifestyle or people. The quotes below reveal how
brand choices function as social signals for group belonging and identity con-
struction. Informant 1 explicitly links brand preference to lifestyle affiliation,
demonstrating conscious awareness of using consumption to access desired
social circles. Informant 5’s reflection shows a more subconscious process,
where admiration for influencers’ lifestyles translates into mimicking their
product choices, with purchases serving as psychological tests of social inclu-
sion (“am I cool now t00?”). Both responses highlight the role of brands as
both practical products and symbolic markers of group membership, partic-
ularly in visually driven communities like beauty and lifestyle. The language
of “belonging” and “categories” underscores how consumption decisions are
sometimes less about product utility and more about stating social position
within aspirational reference groups.

“You can see that sense of belonging to a group there too - how
the brand represents a certain lifestyle. And the consumer
wants to belong to that. Then there's also that aspect of why
people use certain brands in the first place.” (Informant 1)

“For example, there are many girls whose videos I enjoy watch-
ing and whose lifestyles I admire for inspiration. So, when they
use certain products, if I buy those same products, I subcon-
sciously think - am I cool now too? Do I belong to this category
of people?” (Informant 5)

4.3 Motivations to Engage with Brand-Related UGC

This section of the findings explores the motivations behind consumer en-
gagement with brand-related UGC on TikTok, with a specific focus on beauty
communities. It addresses the sub-question: What are the specific character-
istics of brand-related UGC that increase engagement? Engagement encom-
passes metrics such as likes, comments, shares, and reposts, which reflect the
level of interaction of the content. The motivators are split into following cat-
egories that emerged from the interview data: Attention capture,
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informational value, authenticity, trendiness, exclusivity, and uniqueness,
each of which plays a distinct role in driving consumer interaction. By ana-
lysing these categories, this section sheds light on how specific characteristics
of UGC captivate audiences, foster connections, and amplify engagement
within the dynamic and fast-paced environment of TikTok’s beauty commu-
nities.

4.3.1 Attention Capture

On TikTok, content must immediately demonstrate its value to capture users’
attention as they scroll and offer something genuinely worthwhile. Due to
fast-paced nature of the platform mostly facilitating short-video formats, it’s
very easy for users to swipe away, which only emphasizes the importance of
standing out. Informants highlight how the traditional “build-up” approach
fails in this environment, replaced by a need for what Informant 2 calls “fast
paced and straight to the point” delivery. This reflects TikTok's unique con-
tent consumption patterns where users make split-second decisions about
continuing to watch, making the initial hook more crucial than on any other
platform. Both informants 10 and 5 further suggest that standing out visually
has become as important as the actual content message in capturing atten-
tion.

“What I've learned is that every video needs this kind of hook -
the video starts by either moving closer to the camera or taking
the camera in hand and getting straight to the point. That
wavy, calm content doesn’t necessarily work anymore. It needs
to be really fast paced and straight to the point. Let’s say it's
largely about getting straight to the point and presenting
things directly.” (Informant 2)

“Nobody likes to watch boring content, especially on TikTok
where it's so easy to swipe away. My attention span is so short
and I usually watch videos that quickly go to the point or some-
how captures my attention right away. It's also nice to see vid-
eos that are edited somehow in a cool way that you wouldn't
typically see on your For You -page.” (Informant 10)
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“Yeah, well there has to be at least some hook at the beginning
explaining why the viewer should watch. The statistic was
something like - within just a few seconds, people decide
whether to keep watching or swipe away. So, for example,
something visual or audio-based, or multiple things at once, or
even really aesthetic content works well in beauty content. That
certain type of aesthetic definitely appeals to women too.” (In-
formant 5)

4.3.2 Informational

The most important value adding element of brand-related content is infor-
mation. Informants highlight how they find insightful content more appeal-
ing compared to other elements such as humour, relatability etc. Especially
in beauty community’s context, people want a solution to a problem whether
it’s how to apply foundation or which product to choose for certain purpose.
The problem-solving motivation reveals a fundamental truth about beauty
content engagement: Solutions to universal pain points generate dispropor-
tionate engagement. Informants 10 and 9 identify two key factors for success-
ful problem-solving content: 1) addressing widespread, specific concerns
(clumping mascara, under-eye lines), and 2) presenting the product as a de-
finitive solution. Informant 9’s comment is particularly interesting - content
addressing niche problems with no broad appeal rarely gains traction, sug-
gesting an implicit understanding of algorithmic distribution where mass ap-
peal matters. Informant 10 mentions the crucial element of demonstration,
highlighting how TikTok’s visual format allows for immediate proof-of-con-
cept that text-based platforms can't match.

“Some product that many people might have the same problem
with. You know, like some mascara that clumps or something.
You know, something where many people have that same prob-
lem or have been looking for some specific product, and then
this is like the answer to that. If it were something nobody
needs, I don't believe it would go viral.” (Informant 9)

“I think the types of videos that actually contain some useful in-
formation do well on TikTok. For example, some people might
struggle with fine lines under their eyes, and I know for a fact
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that not many products address this problem well. If I were to
make a video saying that this product removes my fine lines
and showcasing how it works on my skin, it would probably
receive lots of views.” (Informant 10)

Additionally, the before-and-after format emerges as a particularly potent
engagement driver in beauty content. Informant 9's responses reveal that it
provides immediate structure that satisfies TikTok users’ preference for clear
value (the “hook” mentioned earlier), and it delivers visual proof of efficacy
within the platform's short-form constraints. What's particularly interesting
is the implied understanding that even this straightforward format benefits
from strategic presentation - the suggestion to ‘hook at the beginning’ indi-
cates that simply showing results isn't enough; they must be framed in an
attention-grabbing way. This aligns with TikTok’s broader content dynamics
where even proven formats require platform-specific adaptation to maximize
engagement. The format's success likely stems from its ability to deliver both
aspirational transformation and concrete product proof within seconds.

“And then I'd say those videos that show before and after re-
sults. Of course, there are those that start the video like ‘here's
before, here's after’ - if they have that kind of hook at the begin-
ning, then they work well in my opinion.” (Informant 9)

Informant 2 also emphasizes the importance of sufficient authority when
sharing brand-related content, arguing that product endorsements alone
(“this is good”) lack credibility without demonstrated expertise. The distinc-
tion between trusting friends (“close friends”) versus online creators high-
lights a trust hierarchy in UGC, where personal relationships outweigh anon-
ymous digital opinions unless backed by visible expertise. This also aligns
with proximal and distal influence theory by Hamilton et al., (2021).

“When I consider these content creators - the ones I follow on
TikTok, for instance - I would genuinely hope that if they claim
to have any authority in this field, they would actually do their
homework about the brand in question. They should know
which skin types the products suit before making recommenda-
tions. You see, I wouldn't trust such recommendations from just
anyone except maybe my close friends. If someone simply says
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‘this product is good’ while I'm watching videos online, that's
not enough for me. There needs to be proper expertise behind it
for me to trust the recommendation.” (Informant 2)

The response underscores a growing expectation for creators to
combine influence with substantive research to maintain credi-

bility.
4.3.3 Trendiness

Trends serve as a powerful engine for engagement in brand-related UGC.
Findings highlight how TikTok’s demographic of young, novelty-seeking us-
ers shape engagement. Informant 1 discusses the sharp contrast between
younger audiences, who actively pursue trends, and older consumers, who
exhibit brand loyalty. This distinction is particularly relevant for industries
where innovation and novelty are key selling points (e.g., cosmetics, bever-
ages). The implicit suggestion is that brands targeting Gen Z must prioritize
trend-aligned content to capture this audience’s attention, as their openness
to experimentation drives engagement with new products.

“On TikTok, it's clear there are many early adopters and young
audiences. Young people love novelty. They use and try new
products most frequently because their consumption habits
aren't as established yet, unlike older consumers who stick to
familiar brands and are harder to convince to try innovations.
Of course, this applies especially to trend-driven industries like
beverages, energy drinks, cosmetics, or food products.” (In-
formant 1).

Informant 2 on the other hand emphasizes the dual function of trends: they
create shared cultural references (e.g., inside jokes, recognizable formats)
and participatory engagement (users replicating trends). This aligns with
TikTok’s “remix culture,” where virality depends on mass participation. The
key insight is that trend-driven content doesn’t just attract attention—it in-
vites interaction, as users feel compelled to contribute to the larger narrative.
For brands, this means leveraging trends isn’t just about visibility; it’s about
embedding their content into communal creativity.
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“The role of trends is massive, whether it's a trending sound, a
meme, or a specific video style. It fosters this sense of commu-
nity where everyone gets the joke you're telling. Or when others
have made similar videos with the same sound—it absolutely
boosts engagement.” (Informant 2)

Additionally, informant 8 refines the idea of trendiness by distinguishing be-
tween prevalent trends (what’s broadly popular) and niche trends (what mat-
ters to specific communities). The informant suggests that for beauty-related
UGC, success hinges on either cultural timing, aligning with what’s already
viral, or gap-filling, which is introducing something unprecedented (e.g., a
disruptive product).

“One of the biggest factors is trendiness—how well something
fits the current moment. Especially on TikTok, where there are
so many niche communities (like beauty enthusiasts deeply in-
vested in skincare). Content must either tap into something hy-
per-relevant or address an unmet need. For example, a revolu-
tionary new product, like one that transforms hair styling.” (In-
formant 8)

4.3.4 Authenticity

Authenticity is seen as an important factor that increases engagement and
overall success of brand-related UGC. Informant 8 notes that while product
recommendations perform well, audiences reject content that feels “too ob-
viously like an ad,” and favour formats mimicking organic TikTok trends.
This suggests viewers engage in a constant authenticity calculus, that reward
content that minimizes its promotional intent within native platform aesthet-
ics. Informant 4 strengthens this observation by emphasizing the premium
placed on practical testing footage, where visible consumer use (“someone
genuinely tested this”) serves as social proof. Both responses reveal a para-
dox: audiences knowingly consume promotional content but demand it ad-
here to the unwritten rules of peer-to-peer sharing rather than traditional
advertising conventions. The success metrics here depend less on production
polish and more on perceived authenticity markers.

63



“Yeah, I do believe people enjoy watching all kinds of product
recommendations or showcases. But if it feels too much like an
obvious ad, I think those don’t land well. The ones that feel more
authentic—or just resemble reqular TikTok content—are the
ones that tend to perform better.” (Informant 8).

“Practical experiences, absolutely. That’s what people care
about. If it genuinely looks like an actual consumer tested the
product, that’s always the best kind of content.” (Informant 4)

The quotes below collectively define authenticity through technical and emo-
tional immediacy. Informant 9’s description of viral-worthy content high-
lights how raw, unedited formats create intimacy, with viewers likening the
experience to a FaceTime call. This mirrors Informant 2’s praise for “rough-
ness” in UGC, where minimal editing and filters enhance credibility by strip-
ping away fakeness. The preference for “just a person and a camera” under-
scores a shift where production values no longer correlate with trustworthi-
ness in beauty communities. Notably, both informants frame authenticity as
a sensory experience (“feels like they're recommending just to you”), suggest-
ing successful UGC mimics the parasocial dynamics of friendship rather than
the hierarchical broadcaster-audience relationship.

“You just set up the camera like this, hit play, and start talking
about the product—like, ‘Wow, I had to come tell you how good
this was!’ That kind of raw approach works way better. Those
videos go viral more easily than over-edited ones with tons of
cuts. I've noticed people, even internationally, comment things
like, ‘This feels like we’re FaceTiming!” That personal vibe, es-
pecially in beauty content, where it feels like the creator is rec-
ommending it just to you—that’s what gets traction. (Informant

9)

“What I've noticed is that roundedness and roughness resonate
right now. Not too much editing, no excessive filters—especially
in UGC. It’s usually just the person and the camera. Nothing
more.” (Informant 2)
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The statement by informant 2 below captures a central tension in UGC strat-
egies, where brands attempt to balance commercial objectives with audience
expectations of authenticity. The informant positions relatability (“down-to-
earth”) as the core value proposition of UGC, emphasizing how brands lever-
age "real people" to humanize their messaging. However, they introduce a
critical caveat: creator credibility diminishes when partnerships become ex-
cessive (“too many brands”), suggesting audiences perceive sponsorship vol-
ume as inversely proportional to trustworthiness.

“To me, UGC is all about brands wanting to feel relatable and
authentic, down-to-earth. That’s why they feature real people.
But when it comes to creators who review or share products,
authenticity is still key. It circles back to what I said earlier: if
you collaborate with too many brands, you lose that sense of
genuineness.” (Informant 2)

4.3.5 Exclusivity

Exclusivity arose as one element of engaging brand-related UGC. Informant
1 highlights how consumers enjoy sharing products that aren’t widely availa-
ble yet, like items purchased abroad before their local release. There’s a clear
excitement in being first to try something, with the novelty itself creating so-
cial value. People feel a sense of pride in showcasing exclusive access, as it
positions them as trendsetters rather than followers.

“You can show something really interesting that others don’t
have yet—like a product you bought abroad that isn’t available
here. It feels cool to be the first to try it.” (Informant 1)

Informant 1 continues to highlight that, luxury and hard-to-find products
carry special weight in social sharing. Simply owning something scarce or
high-end becomes a way to signal status. The psychology here is straightfor-
ward: Having what others can’t easily get makes the owner appear more dis-
cerning or connected. This works particularly well for premium brands where
exclusivity is part of their appeal.
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“It’s totally psychological—especially with luxury or hard-to-
get brands. Having access to rare products lets you show off
your status.” (Informant 1)

Successful UGC about new products needs to blend three elements: the ex-
citement of exclusivity, the status of premium ownership, and the substance
of practical information. As explained by informant 4 posts work best when
they make viewers feel they’re getting special access while also learning
something useful. This approach turns casual viewers into engaged followers
who value both the novelty and the knowledge being shared.

“People are curious. If your video is the only way to see some-
thing—like a factory tour or how a product is made—that
works. But we also balance it with real-use videos, not just
flashy ads.” (Informant 4)

4.3.6 Uniqueness

Uniqueness of the brand-related UGC can also determine the success of the
content in terms of engagement. As social media users get flooded with large
amounts of content every day, they are more likely to engage with posts that
stand out through originality, creativity, or a fresh perspective. Informant 8
highlights the tension between polished, platform-native aesthetics and
transparent advertising. The quote below shows appreciation when spon-
sored content adopts TikTok's informal style (quick cuts, captions) but still
values clear disclosure. This reflects audiences’ dual desire for seamless en-
tertainment and ethical transparency for example in influencer marketing.

“The common practice on TikTok is that content follows certain

formats — it's edited a specific way, maybe with text or cap-
tions, so it doesn't scream 'obvious ad.' That said, it's good that
you can still tell if something is an ad or not. When I use TikTok,
I prefer that even ads blend in naturally.” (Informant 8)

Informant 2 emphasizes that authenticity stems from stylistic consistency,

not production value. The contrast between curated and spontaneous con-
tent suggests audiences accept both approaches if they align with a creator's
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established persona. This challenges the assumption that “authentic” must
mean “unpolished.”

“I think it's crucial to maintain your own recognizable style —
not too many variations, or you lose that distinctiveness. Videos
should feel natural and easy to produce. But depending on the
creator, I've seen highly edited clips alongside completely raw
ones where they just talk and post quickly.” (Informant 2)

The quotes below establish individual creativity as a key engagement driver
and reveal how creators consciously modulate their presentation across con-
tent types. Informant 5 distinguishes between platform trends (TikTok's
high-energy style) and personal/brand identity, noting that even “quiet” ap-
proaches can work if framed strategically.

“TikTok content is often loud and explosive, but for my brand
work, I avoid being over-the-top. Personally, I prefer a calmer
tone — softer voice, slower pacing. But for 'my day' videos, you
need a narrative hook upfront, not just 'Hi I'm Anna, here's my
day' — people skip those now.” (Informant 5)

“Everyone has their own way of creating content. Some make
Jfunny videos; others focus on quality. I personally love certain
filming styles — how they angle the phone, for example. It's cool
and makes me keep watching.” (Informant 3)

The emphasis on narrative structure underscores evolving audience expecta-
tions for storytelling. Informant 3 in turn values distinctive technical flour-
ishes (camera movements, editing quirks) over generic trends. This suggests
that in saturated platforms, unique execution, whether humorous or aes-
thetic, cuts through basic algorithm by offering fresh sensory experiences.
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5 Discussion

In this section of the thesis, the key findings will be summarized and critically
analysed in relation to existing literature. The discussion will delve into the
theoretical and practical implications of the findings, addressing how they
advance current understanding or challenge established perspectives. Prac-
tical recommendations will be given on how brands can increase brand ad-
vocacy based on the results of the findings. Finally, the section will under-
score the unique contributions of this research, emphasizing its significance
for future studies and real-world applications in the field.

5.1 Key Findings

The findings reveal an interesting interplay of motivations driving consumers
to create or engage with organic brand-related content (See figure 2 below).
In terms of UGC creation, motivators can be categorized into social and non-
social factors. These motivations operate simultaneously, often reinforcing
each other in content creation decisions.

Brand-related UGC

motivators

Base condition: Brand
performance either excellent

or poor
UGC Engagement UGC Creation
Non-social Social
s Attention-grabbing
s Informational I I
* Trendiness Altrui
L. « Altruism
* AUtlher,“.'c'ty + Self-expression =« Community
* EX? usivity + Monetary value seeking
¢ Uniqueness « Social validation

Figure 2 Brand-related UGC motivators
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The findings show that product performance serves a base condition for
driving organic brand-related UGC and engagement. Consumers only create
content when products are either exceptionally good or noticeably bad. Av-
erage-performing products rarely inspire people to share because they don't
stand out enough. People share about outstanding products they love or ter-
rible experiences they want to warn others about. This performance thresh-
old effect extends Hamilton et al.'s (2021) social customer journey model by
specifying the conditions that trigger post-decision sharing behaviours.

Non-Social Motivations centre around personal fulfilment and financial
considerations. Creative self-expression serves as one driver, with many cre-
ators describing content production as intrinsically rewarding, providing
both an outlet for creativity and therapeutic benefits. The potential for pro-
fessional advancement and financial gain also motivates UGC creation, par-
ticularly among aspiring influencers who view content as both portfolio
building and potential income source.

Social Motivations demonstrate how UGC functions as social currency
within digital communities. Altruism appears as a powerful driver, with cre-
ators deriving satisfaction from helping others make informed purchase de-
cisions. This aligns with the observed community-seeking behaviour, where
users create content to connect with like-minded individuals and strengthen
group affiliations. The community-seeking behaviours observed align closely
with Escalas and Bettman's (2003) self-brand connection theory, where con-
sumers use shared brand experiences to strengthen ingroup ties. The plat-
form architecture of TikTok particularly facilitates these connections through
its recommendation algorithms. Social validation operates as both motiva-
tion and reward, with creators seeking peer approval and using content to
signal group membership or trend awareness.

The findings also reveal distinct characteristics that drive engagement with
brand-related UGC on TikTok. These engagement drivers reflect both plat-
form-specific dynamics and deeper psychological mechanisms that explain
user behaviour in digital spaces.

Attention capture emerges as a fundamental prerequisite, with the plat-
form’s scroll-based interface creating intense competition for user focus.
Successful content employs immediate value propositions through visual
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hooks and concise messaging, adapting to TikTok’s limited attention nature.
This aligns with the platform’s algorithmic preference for high-retention con-
tent, creating a self-reinforcing cycle where attention-grabbing formats re-
ceive more visibility.

Informational value operates as the most consistent engagement driver,
particularly when content addresses specific consumer pain points. The ef-
fectiveness of problem-solution frameworks and before-after results partic-
ularly exemplifies informational influence (Argo, 2019). In this context, it
demonstrates that users approach beauty content with utilitarian intentions,
seeking actionable insights rather than passive entertainment. This practical
orientation is further evidenced by the premium placed on creator expertise,
where surface-level endorsements fail to generate meaningful engagement
without substantive product knowledge.

Trendiness functions as both content strategy and social currency on Tik-
Tok. The platform’s remix culture encourages mass participation in trending
formats, sounds, and challenges, creating networked engagement patterns.
Notably, trend participation is linked to social validations that stems from
normative social influence (Argo, 2019; Cialdini, 2001), where users adopt
trending content to conform to group expectations.

Authenticity markers significantly influence engagement, though the find-
ings complicate traditional notions of “authentic” content. Users demon-
strate sophisticated discernment, rewarding content that balances produc-
tion quality with perceived genuineness. The tension between authenticity
and commercial content reflects the reference group dynamics described by
Childers and Rao (1992), where consumers distrust distal commercial influ-
ences while valuing proximal peer recommendations. The most engaging
UGC employs platform-native aesthetics while maintaining transparency
about commercial relationships, suggesting audiences accept sponsored con-
tent that respects community norms.

Exclusivity and uniqueness drive engagement through different mecha-
nisms. Exclusive content leverages scarcity and early access as value propo-
sitions, while unique content breaks through platform saturation via distinc-
tive creative execution. Both approaches tap into users’ desire for novel ex-
periences and social distinction within their peer networks.
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5.2 Research Implications

This study makes three key contributions to consumer behaviour and digital
marketing literature: First, it introduces the performance threshold effect in
organic UGC creation, demonstrating that consumers only share content
when products evoke strong reactions that are either exceptionally positive
or negative. This key finding challenges conventional models of word-of-
mouth that assume a linear relationship between satisfaction and sharing,
instead revealing a polarized response pattern where mediocre experiences
are systematically excluded from digital advocacy.

Second, the research advances understanding of platform-native engage-
ment by identifying TikTok-specific behaviours that drive interaction. The
emphasis on immediate value, raw authenticity, and trend participation as
engagement drivers extends beyond traditional social proof mechanisms,
highlighting how algorithmic platforms reshape social validation processes.

Third, the study refines the concept of community-driven brand advocacy by
showing how UGC serves dual purposes: product evaluation and social bond-
ing. This blurs the line between informational and relational content, sug-
gesting that brand-related UGC functions as both a consumption signal and
a community currency in digital spaces.

In practice, this study gives marketers multiple ways to increase organic
brand-advocacy in TikTok beauty communities. The findings suggest mar-
keters should shift resources from creating branded content to cultivating or-
ganic conversations by identifying and empowering authentic brand advo-
cates, interacting meaningfully in brand communities, and designing prod-
ucts with inherent “shareability” in mind. Most importantly, the research un-
derscores that organic advocacy cannot be manufactured but must be earned
through recognizing the motivations that creates respectful participation in
digital communities.

5.3 Practical Recommendations

The findings of this study highlight actionable strategies for brands to culti-
vate organic advocacy by aligning with consumer motivations. Two key
themes emerge: Active community engagement and co-creation. These are
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not just theoretical ideals; they are practices already driving success for
brands like Hartwall’s Cult energy drink, as noted by Informant 7.

“Hartwall ran a TikTok campaign asking users to suggest their
next energy drink flavor. People started inventing flavors, even
designing logos. When Hartwall actually produced one of those
flavors, it proved they listened—which made users more likely
to keep posting UGC about the brand.” (Informant 7)

Co-creation taps into the altruistic and community-seeking motivations un-
covered in the thesis. Brands can replicate this by crowdsourcing ideas, such
as product names or packaging designs, and implementing the popular ones.
Participation should be rewarded, not just with prizes, but by publicly cred-
iting contributors. Brands can also create user-generated content-friendly
challenges that align with current trends, such as ‘Show us how you use our
product.” Informant 7’s example shows that follow-through, such as turning
user ideas into real products, is critical. As Wirtz (2013) notes, trust in online
communities hinges on consistent, reciprocal engagement.

Brands must also move beyond broadcasting and actively participate in con-
versations where their audience already gathers. As Informant 1 explains:

“A big part of influence happens in the comments sections—it
matters how the brand shows up there. Does it engage with vid-
eos under its own name? Does it ask questions, cheer people on,
or share user comments as part of its content? The goal is to
foster an active community.” (Informant 1)

This approach aligns with Wirtz’s (2013) emphasis on online brand commu-
nities as hubs for interaction. Brands should respond genuinely to user-gen-
erated content, such as thanking users for reviews or answering questions.
They should also amplify consumer voices by featuring user comments or
videos in official content and be present in trends by joining viral challenges
or memes to humanize the brand. Organic advocacy thrives when brands lis-
ten, participate, and empower their communities, not just market to them. A
brand’s goal should not be to simply seek attention, but to earn it by contrib-
uting meaningfully to the conversation.
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6 Conclusions

This study is set out to explore the motivations behind consumers’ creation
and sharing of organic brand-related UGC on social media, with a focus on
beauty communities on TikTok. Organic UGC stands out in the digital land-
scape for its authenticity and relatability, making it a powerful tool for influ-
encing consumer behaviour. The research aimed to uncover why individuals
voluntarily create content about brands, what drives their engagement with
such content, and how these dynamics can inform marketing strategies.

The findings reveal that consumers are motivated by a mix of personal, social,
and professional factors. At the core lies the performance of the product it-
self: Only exceptional or notably poor experiences inspire people to share.
Beyond this, motivators are categorized to social and non-social. Starting
with non-social, personal fulfilment plays a significant role, as many creators
find joy in self-expression and creativity. The potential for monetary gain or
professional growth also drives content creation, especially among aspiring
influencers who view UGC as a stepping stone to collaborations and recogni-
tion.

Social motivations are significant. Altruism emerges as a key driver, with in-
dividuals sharing content to help others make informed decisions, often de-
riving satisfaction from positive feedback. The desire for community and be-
longing is another strong motivator, as people seek connections with like-
minded individuals who share their interests. Social validation further fuels
participation, as creators and engagers alike look for peer approval and align-
ment with trends.

When it comes to engagement, certain characteristics make brand-related
UGC more compelling. Attention-grabbing hooks, informational value, and
authenticity are critical for capturing and retaining audience interest. Trend-
iness and exclusivity also play roles, as users are drawn to content that feels
current or offers unique insights. The platform's fast-paced nature demands
immediacy, with raw, unfiltered content often resonating more than polished
productions. In conclusion, to increase brand advocacy and engagement,
marketers must prioritize creating a strong sense of community and adopting
a customer-centric mindset.
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Limitations

This study has several limitations that should be acknowledged. First, the
sample consisted primarily of active TikTok users within beauty communi-
ties, which may limit the generalizability of findings to other industries or
platforms. Second, the qualitative nature of the research, while rich in depth,
does not allow for statistical exploration or broad quantitative validation. Ad-
ditionally, self-reported data from interviews may be subject to social desir-
ability bias, as participants could present themselves in a favourable light.
Finally, the evolving nature of TikTok’s algorithm and trends means that
some observations may become less relevant over time.

Directions for future research

Future studies could expand on this research by exploring beauty-related
UGC across different social platforms, such as Instagram or YouTube, to
compare platform-specific dynamics. Exploring a completely different con-
text such as food or gaming industry could also yield comparative insights
about how product characteristics and community cultures shape UGC crea-
tion. Additionally, quantitative research could supplement these findings by
measuring the prevalence of identified motivations and engagement factors
on a larger scale. Finally, cross-cultural studies could examine whether these
patterns hold across diverse beauty communities, accounting for regional
preferences and platform usage differences.
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Appendices

Appendix 1 Overview of Informants

Informant | Title Years of expe- | Interview

number rience date

1 Account Director (For a | +15 years 17.2.2025
marketing agency)

2 Consumer - 17.2.2025

3 Consumer - 19.2.2025

4 CEO +8 years 24.2.2025

5 Content creator +2 years 26.2.2025

6 Social media specialist | +3 years 28.2.2025
& content creator

7 Senior social media | +5 years 6.3.2025
consultant

8 Content creator +1 years 12.3.2025

9 Content creator +2 years 14.3.2025

10 Consumer - 14.3.2025
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Appendix 2 Interview Guide

Themes Interview questions

General Can you tell me about your journey and relationship with
background | social media? What about beauty content specifically?
questions

What do you enjoy most about creating or sharing content
on social media?

How do you decide which brands or products to create
content about?

Brand advo-
cacy

What makes you want to recommend a beauty brand or
product to others?

How do you feel when you see others using or enjoying a
beauty brand you’ve recommended?

What motivates you to create content about brands on
TikTok?

How do you balance creating content for fun versus cre-
ating content to gain followers or recognition?

Engagement

What do you think makes content about a brand stand out
or go viral?

How do you feel about raw, unfiltered content versus
highly polished, professional content?

What kind of brand-related content do you think encour-
ages the most interaction (likes, comments, shares)?

TikTok as a
platform

What do you think makes TikTok a unique platform for
sharing brand-related content?

What role do TikTok trends play in your decision to create
brand-related content? Follow-up: Can you share an ex-
ample of a trend that inspired you to create content?

Wrap up

If a brand wanted to encourage more organic content
from its customers, what advice would you give them?

How do you see the role of UGC evolving in the future,
especially on platforms like TikTok?
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Appendix 3 Themes and Chosen Codes

Category

Theme

Code name

Frequency

Importance
of Organic
UGC

Authenticity

More authentic opin-
ions as consumer

4

UGC perceived relata-
ble

Brands cannot control
narratives

Trustworthiness

Creator credibility

Less sponsored content
in tiktok

Organic content sup-
ports paid ads

Value

Sharing recommenda-
tions

Added value

TikTok as a source of in-
formation

N

Motivation
to share

Community

Being part of something

Feedback from peers

Finding a community

Engage with followers

Peer support

Socia Validation

Hop to trends

Negative experiences

Good reactions

Altruism

Feeling good

Helping others

Genuine will to share

Personal fulfil-
ment

Self-expression

Growing portfolio

Monetary  In-

centive

Exclusive offers

Getting brands atten-
tion

NIHRIFPFIRARIWIAR|ONFININ N OHIW

Getting views

N

Wanting to become pro

86




Engagement

Attention-grab-
bing

A hook

Quick to the point

Something surprising

Informational
value

Showing before and af-
ter results

=IN[N| O

Teaching viewer some-
thing

Useful information

Solving a problem

Trendiness

Hopping on trends

Trendiness

Trendy new things

Authenticity

Authentic reviews

Down to earth and raw

Not doing ads

Exclusivity

Showcasing exclusive
products

S R RS = I N N I

Exclusive content

Something new

Uniqueness

Unique way of creat-ing

Something different
and surprising

N|= =N
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Appendix 4 Themes and Example Quotes

Theme

Example quote

Authenticity (Im-
portance of or-
ganic UGC)

“Nowadays, there’s so much commercial content
out there, and everyone has some kind of commer-
cial motive. So, when there are still individuals in
this world who create content purely out of their
own passion, I find that truly wonderful.” (Inform-
ant 2)

Trustworthiness

“People tend to trust the word of someone like that
more. For example, if I tell my friends that some-
thing is really good, they are likely to trust my
word significantly more than that of an influencer,
because we have an emotional connection.” (In-
formant 6)

Value

“Yeah, and then there are those UGC guys, you
know? They’re the ones who kind of define what the
brand or product—or the brand as a whole—really
is. It’s through their voices that the story gets told,
and they reflect it in a way that comes from their
own genuine desire and enthusiasm. They want to
showcase and talk about the product, and that’s
like an incredible asset for the brand.” (Informant

1).

Community

“Yeah, and then I feel like others can relate, not just
to fashion stuff but in general, to someone who likes
similar things. That you find people like me. I feel
like Finland, in particular, connects people a lot be-
cause it’s a small country. And I've actually made a
lot of friends from people who are interested in the
same things as me, which is really nice because
they share the same ways of thinking. It’s just nice
to belong somewhere.” (Informant 3).
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Social Validation

“Well, I'd be lying if I claimed otherwise - of course
it gives you a good feeling when you realize 'oh
okay, others liked this too.' That's always nice.” (In-
formant 6)

Altruism

“I share tutorials and beauty tips purely out of my
genuine interest in beauty and because it brings me
joy to share something with my group and viewers
that they might also find amazing.” (Informant 2)

Personal fulfil-
ment

“T've always loved creating—I feel like I'm quite cre-
ative, and it’s been a great way to channel that cre-
ativity, even though I'm not good at drawing or an-
ything like that. But really, it all started from my
own desire to express myself.” (Informant 5)

Monetary incen-
tive

“I'd say there are several motivating factors here.
Maybe, well, from a content creator’s perspective,
financial benefit is probably one of them. It’s also
nice to receive PR gifts and test out new releases”
(Informant 6).

Attention-cap-
ture

“What I've learned is that every video needs this
kind of hook - the video starts by either moving
closer to the camera or taking the camera in hand
and getting straight to the point. That wavy, calm
content doesn’t necessarily work anymore. It needs
to be really fast paced and straight to the point.
Let’s say it's largely about getting straight to the
point and presenting things directly.” (Informant
2)

Informational

“Some product that many people might have the
same problem with. You know, like some mascara
that clumps or something. You know, something
where many people have that same problem or
have been looking for some specific product, and
then this is like the answer to that. If it were
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something nobody needs, I don't believe it would go
viral.” (Informant 9)

Trendiness

“One of the biggest factors is trendiness—how well
something fits the current moment. Especially on
TikTok, where there are so many niche communi-
ties (like beauty enthusiasts deeply invested in skin-
care). Content must either tap into something hy-
per-relevant or address an unmet need. For exam-
ple, a revolutionary new product, like one that
transforms hair styling.” (Informant 8)

Authenticity (en-
gagement)

“Practical experiences, absolutely. That’s what peo-
ple care about. If it genuinely looks like an actual
consumer tested the product, that’s always the best
kind of content.” (Informant 4)

Exclusivity

“You can show something really interesting that
others don’t have yet—like a product you bought
abroad that isn’t available here. It feels cool to be
the first to try it.” (Informant 1)

Uniqueness

“Everyone has their own way of creating content.
Some make funny videos; others focus on quality. I
personally love certain filming styles — how they
angle the phone, for example. It's cool and makes
me keep watching.” (Informant 3)
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