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Abstract

Purpose - �e main purpose of this paper’s research aims to evaluate the e�ectiveness of
a Media Sharing Network (MSN) in building small businesses. �e e�ectiveness is
measured by means of raising the website tra�c numbers. Due to its’ novelty, there is a
lack of research on TikTok, creating a research gap re�uiring further investigation for
this MSN. �erefore this social media is used as a tool for data collection for this paper’s
investigation. In addition, the e�ectiveness of the various features is evaluated to identify
the one most �t for the set task of raising brand awareness through MSNs.

Method - �e investigation of the paper uses the �uantitative method of an experiment
to aid the research. �e goal of the experiment is to identify the feature that is most
e�ective in raising brand awareness, which is re�ected in video views. In addition, the
website tra�c data generated through the use of an MSN is compared to the priorly
existing data of the overall website tra�c of a company. �is will help determine
whether MSNs are e�ective in raising website tra�c numbers. Overall, the data
collected through the method is used to answer the research �uestions and the purpose of
the paper.

Limitations - Due to the time constraints of this thesis, the experiment could only be
conducted for the duration of a month. In accordance with the research gap, the
investigation focuses solely on the use of social media for the promotion of small
businesses. In addition, the research is exclusively based around TikTok as an example of
an MSN. Other limitations include the use of commercially licensed sounds as a business
account on TikTok.

Conclusion - �e experiment provides insight into the e�ectiveness of various features of
the MSN of focus (TikTok). As a result, the combined use of the sound and hashtag
features proves to lead to the most amount of views. When observed separately, the use
of the sound feature results in the highest view numbers for a video. Furthermore, the
data obtained from the experiment was analysed along with the website tra�c to
indicate how e�ective TikTok is in directing tra�c towards a small business’ website.
Su�cient data was not obtained to ful�ll the research �uestions, thus further research is
advised.

Keywords

Media Sharing Network, TikTok, Brand Awareness, Website Tra�c, Small Business,
Task-Technology Fit Model, E�ectiveness
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1.Introduction

�is research paper is the �nal product of the three-year Bachelor Program of New
Media Design with a Major in Informatics at the Jönköping University. �e work has
been conducted through Spring 2021 and is valued at 15 credits.

�is chapter will provide the reader with a better insight of the paper. Firstly, the
background o�ers an explanation of the context that the research is based in. �is part
provides a brief literature review of existing research papers covering the topic as well as
a general overview of brand promotions through the use of Media Sharing Networks
(MSNs). Following that the research problem along with the purpose of the investigation
is outlined. Here, the reader is introduced to the two research �uestions that are the
main drive behind this paper’s investigation. Next, the scope and limitations of the
research are described, to provide the reader with a good understanding of the depth of
the research. Finally, the disposition part describes the overall outline of the paper.

1.1 Background

As reported by �e Manifest (Jordan, 2021), there has been a 38% rise in social media
advertising by small businesses and 45% of small businesses plan to increase their
investment in social media advertising in 2021.  With this in mind, further data is
re�uired when it comes to outlining successful campaigns using social media for small
companies (Cronin-Gilmore, 2012). �erefore, this paper focuses solely on small
businesses’ use of social media to advertise to potential customers. According to the
Small Business Administration (SBA), a company with less than 500 employees is generally
de�ned as a small business (Cameron, 2017). Cronin-Gilmore (2012) believes that half of
the existing small companies are threatened to be closed down due to incompetent use of
digital media. A successful brand promotion campaign utilising social media can
enhance the stability and conse�uent prosperity of a small company (Eid & El-Gohary,
2013). Furthermore, Cole et al. (2017) state that social media can be successfully utilised
by small businesses to promote their brand as well as to enhance company-consumer
engagement.

�e utilisation of social media is �uite commonly discussed in modern research with
numerous research papers detailing the advantages of social media promotions for
businesses. Nowadays, companies of various types are starting to see the bene�ts and are
therefore increasingly turning to social media for advertising purposes. According to the
research of Barwise and Styler (2003), many companies have started to invest in social
media promotions by integrating themselves into the space that is generally considered
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to be more prominently used by consumers rather than businesses. Moreover, prior
research points towards the positive perception of social media promotions by
companies (Kim et al. , 2008). When it comes to advertising through social media, it gets
easier for the advertising to be mistaken for consumer content, which, according to
Dahlén and Edenius (2007) could lead to the advertisement being perceived more openly
and would conse�uently lead to a successful digital brand communication and
promotion. Additionally, Alexandru and Logofatu (2012) claim that social media has the
upper hand when compared to traditional media due to the ease of use, spreadability of
content, and an easier reach of an international audience.

With this in mind, while this paper’s investigation is focused on Media Sharing
Networks, to narrow the scope it has been decided to use TikTok as a tool to collect data
for the research. When it comes to prior research on the topic of Media Sharing
Networks, there is a lack of papers linked to TikTok. As claimed by Mou (2020), TikTok
is one of the increasingly emerging social media sharing channels that is used for brand
engagement growth. In addition, Li et al. (2021) state that since its launch the app has
drastically gained popularity all around the globe, with the app being available in 150
countries. TikTok has been downloaded over 2 billion times making it the most
downloaded app in 2019, surpassing the download numbers of another major Media
Sharing Network, namely Instagram. �is information raises the interest around TikTok
not only for private users, but also for researchers. �e high popularity of the app along
with a lack of research based around it makes this social media channel a great topic of
investigation. However, there is a  shortage of research with a focus on TikTok in
particular, and therefore this sphere re�uires additional investigation (Mou, 2020).

Additionally, TikTok is used as the scope of this study due to its uni�ue non-traditional
nature. As described by Tolentino (2019), “a social network that has nothing to do with
one’s social network”. �is statement speaks truth as to how regular people are more
likely to become viral with no followers to begin with. TikTok is not a platform where
follower count is prioritised by the algorithm, it is rather a place where content from
anyone is given a chance to be seen. As Bresnick (2019) claims, “TikTok liberates young
people to play without adhering to the visual styles, narratives and online cultures of the
past.” Breaking the narrative that is strongly linked to other Media Sharing Networks is
the key di�erence that makes TikTok a uni�ue social media.

1.2 Problem Statement

�e research gap for this paper is de�ned by Constantinides (2014) and Husain et al.
(2016), who claim that further research is re�uired to unlock the potential social
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networks have to e�ectively grow a customer base and brand awareness of a small
business. Studies such as the research conducted by Barreda et al. (2015) have previously
evaluated the e�ects di�erent online social network elements had on brand awareness. In
their study they found that virtual interactivity had the strongest e�ect on brand
awareness and in turn yielded a measurable increase in word of mouth. In addition,
Bashar et al. (2012) have carried out research focused on understanding the e�ectiveness
of social media as a marketing tool, with the aid of various statistical tests. One of the
conclusions the study su�ests is that social media e�ectiveness is highly impacted by the
�uality of the information a company’s social media provides to the consumers. While
there have been multiple research papers based on Media Sharing Networks, there is a
lack of research on the e�ect social media has on a small business’ brand awareness.

1.3 Purpose and Research �uestions

�e problem statement highlights the previous research based on the connection
between social media and business promotions. Evidently, a social presence for a
company re�ects positively not only on word of mouth, but also on the overall success of
the marketing strategy of a business. However, it is not completely clear how the use of
the features o�ered by various social media can a�ect the brand awareness of a company.
In addition, further investigation is re�uired into the e�ect of social media on website
tra�c. Here, the website tra�c is derived as a product of a company’s brand awareness.
As stated by Ilfeld and Winer (2002), users re�uire su�cient awareness prior to visiting a
web site. �erefore, when a company has high brand awareness, the website tra�c
numbers rise accordingly.

With this in mind, the main purpose of this paper’s research is to evaluate the
e�ectiveness of Media Sharing Networks in building small businesses through their
brand awareness. While this investigation is focused on Media Sharing Networks in
general, the social media TikTok is used as a tool to collect data for the research. �e
various types of information/details of the app (e.g. hashtags and sounds) are looked into
to identify their e�ectiveness in regards to brand awareness improvements. Here the
engagement rate along with the amount of views a video generates is compared to
identify the feature that is linked to the best results. Following that, the e�ect social
media has on a company’s website tra�c is reviewed. Here the website tra�c generated
through the chosen social media channel is observed in order to identify whether its
impact on the overall website tra�c is signi�cant.

As a conse�uence, the research �uestions guiding this paper’s investigation are the
following:
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RQ1: What Media Sharing Network feature is the most effective in growing a small business’s
brand awareness?

RQ2: To what extent can a Media Sharing Network, such as TikTok enhance website traffic?

1.4 Scope & Limitations

�is study will closely follow and analyse the tra�c and growth of a small business
specialised in handmade pearl jewellery, Omljud. Due to the recent launch of Omljud,
this study will not focus on sales attributed to marketing as there is no data available to
make comparisons. Moreover, this study will not investigate which MSN contributes the
most to the returning customer rate. Meaning, this investigation is not focused on the
data attributed to sales as this data is not available to analyse thoroughly.

�e aim of this study follows how e�ectively non-traditional social media utilisation
works for small retailers to gain brand awareness and conse�uently, website tra�c. �e
scope will be limited to using TikTok as a Media Sharing Network and will be analysed
in contrast to the existing data on website tra�c, accessed through Shopify. While the
algorithm TikTok is based on provides an abundance of topics for further research, this
is not the main subject of investigation. Rather, the information/details (e.g. hashtags
and sounds) used in a TikTok video are of importance in this paper. �is study does not
include a budget and will be run throughout a shorter period than the activity period of
the existing MSN channels Omljud has already established (e.g. Instagram, Pinterest).
Additionally, since this study is a Bachelor �esis, the time available for research is
limited, which leads to a shorter period to conduct the experiment. With this in mind,
the amount of data collected is rather limited compared to, for instance, an experiment
conducted over the span of multiple months.

Another consideration that limited the scope of the study was the TikTok business
account settings. When setting up Omljud’s TikTok account, the business settings were
chosen to mimic an account for a small business. �is choice restricted the use of music
when posting content in TikTok as the account was restricted from music not licensed
for commercial use. �is restricted the experiment as most sounds that were licensed for
commercial use were not the trending sounds that the TikTok algorithm would push to
its users. As an outcome to this limitation, some of the videos posted during the
experiment do not have �tting sounds that compliment the video as it would have
otherwise.
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1.5 Disposition

In this paper, the study and analysis answering the research �uestions will be presented
in the following structure; Chapter 1: “Introduction” will provide contextual background
and essential information necessary to allow for an in-depth understanding of the
investigation conducted. �e research �uestions are introduced and the research
limitations are stated from the beginning. Chapter 2: “�eoretical Framework”
introduces the de�nitions for some key concepts used in this research. �is includes the
di�erent types of social media and the introduction of the Media Sharing Network used
for the collection of data for this paper’s investigation. Chapter 3: “Method and
Implementation” entails how the investigation will be conducted, giving speci�c
descriptions on the method used to the reader. Here the chosen method of an
experiment is explained in the context of the research. Additionally, the
Task-Technology Fit Model, which is the main directive of the research, is explained.
Chapter 4: “Findings and Analysis” presents the data collected through the conducted
experiment. �is data is explained in the context of this research. Chapter 5: “Discussion”
discusses the data presented in the previous chapter and it is linked to the research
�uestions and is analysed according to the theoretical framework and hypotheses
previous research has proved. Chapter 6: “Conclusion” is a summary of the research
method used to carry out this study and it provides de�nitive answers to what this study
has accomplished regarding ful�lling the research gap stated in the introduction. Further
research is also su�ested to continue the investigation of the use of Media Sharing
Networks as a brand promotion tool.
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2. �eoretical Framework

�is chapter focuses on the important terms necessary to understand the scope of study
as well as the outline of the theoretical framework. Firstly, the di�erent types of social
media along with the Media Sharing Network (MSN) used for this paper’s research
(TikTok) are described. Following that, the chapter on MSN e�ectiveness de�nes how
this research will measure the metrics that answer the research �uestions. Next, some
background information on the connection between brand awareness and website tra�c
is outlined. Finally, some background on the small business used for this investigation is
speci�ed to provide the reader with a better understanding of the paper’s topic.

2.1 Types of Social Media

To further de�ne social media, it can be divided into di�erent types. For instance, the
Social Networks (Facebook, Twitter), which are generally used to communicate with
other people through the Internet, the Discussion Forums (Reddit, �uora), which are used
for sharing and discussing di�erent kinds of information, and the Media Sharing
Networks (Instagram, TikTok), which are used to �nd and share various types of media
(Foreman, 2017). According to Foreman (2017), Media Sharing Networks are crucial
when growing brand awareness and audience engagement. �is paper will study the
scope of Media Sharing Networks and will exclusively investigate TikTok as an example
of an MSN.

2.2 TikTok: A New Media Sharing Network

TikTok is a new type of MSN that has reached  689 million monthly active users
worldwide (Moshin, 2021). Anderson (2020) explains that TikTok is a “primarily
algorithm-driven app”, allowing content to be fully customised to each individual user,
which in turn creates uni�ue experiences for everyone using the app. �e content on
this app takes the form of videos, normally playing on a loop unless the user swipes up
to continue on to the next video. Additionally he states that the For You Page (FYP) is
the default algorithm driven video feed, but alternatively a user can choose to limit their
video feed to just those users that they follow. �is app di�erentiates from other
platforms in more ways than one, however, a prominent feature that distinguishes this
Media Sharing Network is related in how users may interact with content; a user may
react or duet a video with a video of their own — boosting the propagation of the initial
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video much more than a simple sharing button allows. Anderson (2020) explains,
“Reacting is essentially answering the viewed video with a video of one’s own”, this gives
the viewer a glimpse of the original video as well as the new input �lmed by another
user. On the other hand, dueting a video allows for the original video to be viewed at
the same time as the new video that has been �lmed, creating a “coordinated
performance” by two di�erent users across the platform. �e uni�ue features that have
been described exclusively encourage engagement and content production by the
traditional ‘viewer’ rather than leaving content creation to in�uencers and brands — the
TikTok experience then comes to be inclusive and accessible to all.

2.3 Media Sharing Networks’ E�ectiveness

�is investigation measures how e�ective di�erent features in an MSN are in growing
brand awareness and therefore e�ective in increasing website tra�c. Cambridge
dictionary de�nes e�ectiveness as “the ability to be successful and produce the intended
results” (Cambridge dictionary, 2021). Measuring MSN’s e�ectiveness can be done
through looking at an increase in followers, reactions to posts, reach, referral tra�c, and
click through rate (Lath, 2018). While both research �uestions of the investigation tie
together to provide a conclusion for the main aim of the paper, the intended results for
each one of them di�er. Conse�uently, the measure of e�ectiveness is di�erent for each
�uestion as well.

As this study uses TikTok as a tool to investigate MSNs and the e�ectiveness in
marketing strategies to grow small businesses, it is necessary to provide background as to
why TikTok is uni�ue in boosting sales for products. Recently, TikTok launched a
campaign called ‘It Starts Here’ due to the tendency of videos to go viral on the platform
(Sloane, 2020). Two cases in which TikTok was the catalyst for viral sensations are
Apodaca and Charlie D’Amelio. “Apodaca's video which made him a TikTok star while
unintentionally boosting sales for—of all things— cranberry juice and tripling
downloads for a 43-year-old song”. A�er reaching 72 million  views, Ocean Spray’s (the
cranberry juice brand from the video) sales skyrocketed and their social media accounts
started gaining followers. Another interesting case is Charlie D’Amelio, “the most
famous star to emerge from TikTok, who in November [2020] reached a gobsmacking 100
million followers” (Sloane, 2020). Her rapid growth on the platform has led to multiple
brand deals, including Dunkin and a Super Bowl advert for Sabra Hummus (Sky News,
2020). Apodaca and Charlie D’Amelio are considered solid examples in which TikTok
has proven to be e�ective for marketers, boosting sales through sponsorship deals and
trends.
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However, this paper’s interest is in small businesses, rather than individuals, and how
they can use TikTok for e�ective marketing strategies. Leung et al. (2015) state that due
to the increased use of social media for marketing purposes, the interest on social media
is growing accordingly. While social media is believed to be e�ective for these purposes,
they believe there is a lack of research supporting this hypothesis. In their study, they
compared the marketing e�ectiveness of the two most popular social media channels for
the hotel industry (Facebook and Twitter) by conducting an online survey. As a result,
they claim that the same marketing e�ectiveness model can be utilised by di�erent social
media sites. With this in mind, the researchers of this paper believe that while this
investigation uses TikTok to collect data, the results will potentially be applicable to
other Media Sharing Networks as well.

2.4  Brand Awareness and Website Tra�c

�e concept of brand awareness concerns the level of consumer recognition, acceptance,
and recall of a brand in any case (Bilgin, 2018). Following the growth of a small business
through the means of brand awareness, website tra�c can be used as a metric to measure
its’ growth. As stated by Dolega et al. (2021), social media are highly e�ective in driving
web tra�c forward. Web tra�c is measured as the total number of visits to the website
over a set period of time.

Further illustrating the connection among brand awareness and website tra�c,
Molla-Descals et al. (2013), have conducted a comparative analysis of online fashion
retailers’ website tra�c derived from their social media. One of the hypotheses
con�rmed by their study is H1: “�ere is a positive relationship between a re�ailer's popularity
in social networks and its website traffic”. �is hypothesis conveys social media’s key role in
building strong brand awareness and improving website tra�c. From the studies
conducted by Molla-Descals et al. (2013) and Bilgin (2018), the following hypotheses were
con�rmed H2: “�e use of social media increases brand awareness” and H3: “Brand awareness
directly translates to an increase of website traffic”.

Another important point to consider is how much website tra�c can be expected to
come from social media. Byers (2020) has conducted an analysis of 3.25 billion websites in
order to identify the main website tra�c sources throughout various niches. �e results
of his analysis showed that on the average, social media accounts for 6% of all website
tra�c. Moreover, the top social media channels in generating website tra�c for the
niche include Facebook, Twitter and Pinterest. �e fact that the Media Sharing Network
this research is focused on (TikTok) is not part of this list leads to the estimation that
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the potential web tra�c numbers linked to TikTok might be lower than those associated
with any of the top 3 Social Networks of the niche.

2.5 Omljud: �e Small Business

To give further context and background on the investigation described in the following
chapters, the brand Omljud is introduced here. Omljud is a handmade-pearl jewellery
business based in the USA and it has reached an audience that consists mostly of
customers in the USA, but also countries in Europe such as Italy, Denmark, and Sweden
(Omljud, 2021). Omljud launched their website on January 15th, 2021, and have since
established a small social media presence with a target audience of both men and
women, ranging from 18-35 years of age. To grow their audience, Omljud has utilised
paid digital ads in Media Sharing Networks such as Pinterest and Instagram. Having
reached about 50k views in the month of January, 2021 collectively — 13k accounts
reached on Instagram and 40k views from Pinterest. �is small business is in the process
of being registered as a Limited Liability Company (LLC) in the United States. �is LLC is
considered to be a small business by the SBA, as it has under 500 employees (Cameron,
2017).
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3. Method and Implementation

�e following chapter de�nes the methodology used to answer the research �uestions of
this investigation. Firstly, the various metrics used for the analysis are mentioned.
Following that, an in-depth description of the �uantitative study as well as the reasoning
behind it is outlined. Next, the analysis of the data collected through the method as well
as the theoretical framework is outlined. �e Task-Technolo� Fit Model (�F) is the main
directive of the research and is used to get an insight into the extent of an MSN’s
e�ectiveness to grow small businesses. Along with various di�erent aspects, this theory is
used to understand how Media Sharing Networks can be used successfully to grow the
brand awareness of a small business, such as Omljud. Lastly, the validity and reliability of
the chosen method are reviewed along with the considerations linked to the carried out
experiment.

3.1 Types of Metrics

According to Tuten (2021), the metrics used for the analysis should re�ect the needs of
the objective. �e �rst objective of this papers’ research is to gain a better understanding
of the use of Media Sharing Network tools in the context of a small business. Secondly,
the paper aims to compare the e�ect of the chosen MSN (TikTok) on the tra�c of a
website. �e metrics that are linked to the objectives of the research are referred to as
Key Performance Indicators (KPI) (Sterne, 2010), and those are the metrics that the data
analysis focused on. It is important to de�ne the KPIs in order to collect the right data
re�uired to answer the research �uestions. In the case of this research, the main KPIs
outlined were the number of views and likes a video has received, as well as the amount
of web tra�c.

Tuten (2021) mentions three types of social media metrics: activity, interaction and return.
�e activity metrics measure the actions completed by a company, such as posting a video,
the interaction metrics refer to the engagement of the users with the company's content
and the return metrics are considered the output of the social media activities (Tuten,
2021). �e KPIs are conse�uently re�ected in these 3 types of metrics. So, in regards to
this paper’s research, the activity metrics measured and compared are the design of the
content, which refers to the presence or lack of hashtags and sounds in the videos. �e
interaction metrics reviewed are the number of likes and views a video has. As for the
return metrics, the main measure of interest is the amount of website tra�c linked to the
posted content. According to the research of Byers (2020), the numbers of social media
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related website tra�c for the fashion and beauty niche are 11.58%. Since the brand of
focus for this paper’s research is part of that niche, these numbers are used as a frame of
reference to analyse whether the MSN is successful in driving website tra�c.

3.2 Research Method

�e selection of the right research method for the investigation is of high importance
(Goulding, 2002). A well suited method can provide invaluable data for the research,
while a method un�t for the set tasks is highly likely to jeopardize the whole
investigation. For this investigation �uantitative research has been chosen. �uantitative
research is used to con�rm and assess existing hypotheses, theories or ideas and is
generally expressed in numerical data and �gures (Stree�erk, 2019). Here, the idea that
re�uires con�rmation is whether Media Sharing Networks are e�ective for increasing a
company’s brand awareness. To achieve that, the �uantitative method of an experiment
has been deemed the most suitable. �e data collected and observed consists of the
number of views and likes, as well as the number of visits to the company’s website.
Conse�uently, the assessing nature of the research �uestions as well as the use of
numerical data in order to answer them both warrant the use of a �uantitative research
method.

Opoku et al. (2016) claim that the most suitable research method is de�ned by the nature
of the research �uestion. �is paper’s investigation is based around 2 research �uestions.
When compared, the data re�uired to answer each research �uestion di�ers, therefore
the data collection types di�er as well. So, for instance, RQ1 re�uires the data to be
produced and then compared to indicate what type of content generates more views,
hence the experiment. However, to get an explanation for RQ2, the general data
collected through the experiment was then compared to the data that was formerly
provided by Omljud . Accordingly, this resulted in a comparative analysis between the
collected data, that is based on TikTok, and the data provided by the company (the total
website tra�c).

To proceed with the investigation and to answer the set research �uestions, it was
considered bene�cial to the research to collaborate with a small business in their starting
phase. Omljud was selected to be the case study of this thesis because the authors of this
paper knew the founder through their relatives. �erefore, Omljud trusted the authors
enough to give them access to Omljud’s Shopify admin in which sensitive data is
displayed. Here the numerical data needed to analyse website tra�c by social source are
found. Additionally, Omljud was chosen as they had previously set up their own MSNs
(Instagram and Pinterest) for marketing purposes, but hadn’t considered TikTok to be a
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marketing channel for them. �e authors were given permission to start a TikTok
account under their name for the sole purpose of creating content to collect data that is
re�uired for this investigation.

3.2.1 Experiment

�e investigation inspects what type of features in an MSN, such as TikTok, a�ect the
propagation of media the most, conse�uently answering RQ1. �e variables that will be
changed in this experiment are the features; sounds and hashtags. �e control variables
speci�ed are the video posted without the features as well as the video content itself.
�is is done to maintain the integrity of the research and to allow for a calculation using
the pre-test and post-test �gures (Table 1).

�e experiment follows the structure of a classic experimental design (de Vaus, 2001).
�e classic experimental design (Table. 1) entails the measurement of the KPIs; video
views and video likes, to record the audience that can be reached through video content
posted on TikTok with and without the aid of using features (hashtags and sounds).

Executing this classic experiment depended on posting the same video four times; Once
as a control without the use of features, and three times with the intervention of using
hashtags, sounds, or both. Comparing the control group to the groups with an
intervention helps determine whether there is a positive correlation between using the
features and the KPIs.

Changes in KPIs are calculated using the classic experimental design (Table 1) in which
E1= Control video KPIs (omitting sounds and hashtags), E2=Video using features (sound,
hashtags, both), and Echange= E2-E1.

Method Of
Allocation
Groups

Pre-test
(KPIs)

Intervention
(X)

Post-test
(KPIs)

Random
Allocation

E1 Hashtags E2 Echange = E2 - E1

Random
Allocation

E1 Sounds E2 Echange = E2 - E1

Random
Allocation

E1 Hashtags and
Sounds

E2 Echange = E2 - E1

(Table. 1 Structure of the classic experimen�al design)
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To aid with the analysis of this investigation, data will be collected daily from TikTok
and from Omljud’s Shopify admin and is graphed to easily analyse and compare the data,
this is needed to answer RQ1. Data extracted from TikTok includes video views and
likes. �ese numbers give insight into what type of video features generate the most
views and engagement. Altogether, 5 uni�ue videos were posted 4 times each throughout
the duration of 3 weeks. �is information is organised in the next page as a schedule in
which the videos were posted (Table 2).

(Table. 2 Experiment schedule)

In order to eliminate any potential bias in the experimental design, each video was
allocated a place in the schedule by randomisation. Random allocation “makes
experimental and control groups probabilistically e�ual with respect to all potential
confounding variables and hence minimizes bias due to initial di�erences among
treatment conditions” (Metha, 2015).

�e analysis of data from this experiment entails the comparison of the website tra�c
numbers that have been provided by Omljud with the data collected from the
experiment. Here, the provided data refers to overall website tra�c data and the
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collected data refers to data linked to the experiment conducted through TikTok. In this
case, the existing website tra�c data serves as a frame of reference of sorts.

For further analysis, the website tra�c data from April is looked into. �e source of this
data was Omljud’s Shopify admin account, which the authors of this paper were given
access to. �is means 2 di�erent types of data for each day of April have been recorded.
Firstly, the overall tra�c of the website and, secondly, the website tra�c linked to
TikTok. �e latter is then compared to the former to identify whether the impact of
TikTok related website tra�c is signi�cant when set against the numbers of the overall
website tra�c. Conse�uently, an estimation of whether TikTok is a good �t for the set
task of enhancing website tra�c can be made.

3.3 Data Analysis

�roughout the research, the data collected and observed consists of the following:
number of likes and views a video has along with the website tra�c numbers, both for
the TikTok related tra�c and the existing overall website tra�c. �e data collected
throughout the method leans towards descriptive, with the data used for the analysis
being of numerical value. With this in mind, the cross-tabulation method was deemed
suitable for the analysis of the data. Here, the data is collected and displayed in a table,
making it easier to analyse and compare the information (Aprameya, 2016). �e method
allows an overview of the collected categorical data, which in the case of this paper refers
to the use or avoidance of hashtags and sounds in a video.

Regarding the experiment, the analytical data on each video is collected in an excel sheet
table, to provide a good overview of the data. For this experiment, the data of the most
importance was the amount of views (X) and likes a video received (Y). For each video,
these numbers were then divided, to create an engagement rate (E): Y/X=E. �en, the
engagement rate numbers of various videos with the same variables were combined, to
result in an average number for each of the 3 independent variables and the control
variable. �is data is then also presented in a table (Table 3), to help identify the most
successful variable.

For further analysis, the website tra�c data is reviewed through Shopify. Utilising
Shopify allows the researchers to access the overall website tra�c data as well as the
number of visits to the website linked to TikTok. �ese numbers are presented in a
tabular form and compared with each other (Table 5). For ease of comparison, the data is
converted into a percentage, to illustrate how much website tra�c comes from TikTok
when compared to the overall website tra�c. Here, the overall web tra�c accounts for
100% and the web tra�c linked to TikTok di�ers according to the numbers for each day.
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�e researchers claim that the analysis is bound to result in an important conclusion into
the debate of whether an MSN can impact web tra�c numbers signi�cantly. �is goes in
hand with identifying whether Media Sharing Networks are suitable for raising brand
awareness. �is information is crucial for the research and is used to answer RQ2 and
further on in the discussion.

3.4 Task-Technology Fit Model

To aid in the analysis of whether the MSN is suitable and e�ective in building small
businesses, the Task-Technolo� Fit Model (�F) has been chosen. �e main �uestion
focuses on the e�ectiveness of MSNs in building small businesses, which, from the
perspective of this paper’s experiment can be rephrased as: Is TikTok as a technology �t
to perform the set task that is raising brand awareness, and conse�uent web tra�c
numbers.

As proposed by Goodhue and �ompson (1995), �F is “the degree to which a
technology assists an individual in performing his or her portfolio of tasks”. When the
tasks are rather straightforward and the technology used to deal with them is advanced,
�F will increase, but on the other hand, when the tasks become more challenging and
the technology can no longer handle them, �F will decrease. Conse�uently, a system
with higher �F will be more e�ective, since it satis�es the user’s needs more e�ectively.
Overall, they believe that �F should be an essential factor when selecting the most
e�ective and bene�cial system.

(Figure. 1 Task-Technolo� Fit Model)

Figure 1 presents a basic �F model. As per the model’s proposition, the value of the
technology corresponds to its �t to the characteristics of the set task (Goodhue &
�ompson, 1995). Here, the task refers to the actions completed by individuals and the
technology indicates the tools utilised to execute said tasks. �e characteristics of the
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task and technology are de�ned in accordance with the given environment. Additionally,
the characteristics of the technology depend on the task the technology is set to
accomplish and contrariwise (Gebauer & Shaw, 2004).

3.5 Validity and Reliability

Along with the research �uestions, validity and reliability were considered when
designing the experiment in this study. �is study follows the e�ect on engagement and
website tra�c when the independent variables, video description using hashtags and
sounds used, are either implemented or omitted. �e experimental design includes the
use of control variables to reduce ambiguity and alternative explanations to the results
(Carlson & Morrison, 2009; de Vaus, 2001). �ese were speci�cally outlined in the
experiment method description to enhance the internal validity of the study. �is
internal validity is also re�ected in the analysis conducted to answer RQ2 as the data
gathered for the analysis of the research is a direct outcome of the experiment
conducted.

Research methods concerning ‘real-time’ or ‘live’ data re�uire the researchers to actively
engage with audiences and to handle dynamic data sets throughout the research period
(Marres, 2017). Given the di�erences between a more conventional type of social research
and working with live data, there were more obstacles to consider to have a reliable
research method. As Marres (2017) states, there are concerns that should be addressed
when handling dynamic data sets. Because the data collected in the experiment study is
dynamic, a way in which it was controlled was by allocating 24 hours to collect data for
each video posted. �is meant each video had 24 hours in which they could generate
views and likes, and a�erwards no more data was collected for each video. �is method
of data collection for the experiment gave the researchers stable and reliable data to
work with and analyse a�er the study was completed.

3.6 Social Media Analysis: Opportunities and Challenges

When using research methods linked to social media, digital behavioral data is
generated, which, according to Jürgens (2014) has a plethora of potential bene�ts.
Overall, he su�ests that the use of digital tools is linked to a higher measurement
precision as well as a lower sampling bias, since the observation and collection of data is
mainly done by a computer. Additionally, the combination of the original content and
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“metadata”, such as time-zone settings or geolocation, allows for an extended scale of
measurements.

On the other hand, there are certain disadvantages that are associated with social media
analytics. Jürgens (2014) claims that the drawbacks stem in part due to the novelty of
social media, which might make it harder for researchers to collect the data needed. �e
vast amount of data available through the internet re�uires a systematic approach to
data collection. In addition, social media experiments are not suitable when the visual
reactions of the participants are re�uired for a successful outcome.

3.7 Considerations

�e following chapters focus on the consideration that had to be taken into account for
the investigation. Firstly, the general considerations are mentioned, where topics such as
the time content was posted along with the time constraint of this paper’s research and
website e�ectiveness contributors are outlined. Secondly, the ethical considerations are
outlined. Here, the research of Kozinets (2015) provides insight into topics such as ethics
of experimentation and the dilemma of whether online space is a public or private space.

3.7.1 General Considerations

Although the experiment was designed following the classic experiment design
guidelines, there are factors to consider when analysing the data extracted from the
investigation. �e time and day media content was posted was initially considered as a
control variable for this investigation. However, as TikTok is an algorithm-driven app
(Anderson, 2020), other factors are more prominently used, such as time spent watching
the video, to determine whether the video is seen by the audience. �is discarded the
idea of consistently posting content at the same times and days of the week. Another
factor that guided this decision was the time constraint in which this investigation had
to take place. Research conducted for a Bachelor �esis should be conducted within a
semester whilst allocating enough time to analyse the data from the investigation.

It is important to note that although the research follows website e�ectiveness through
website tra�c, there are other items that contribute to website e�ectiveness too; these
items include clicks, conversions, and view throughs (Tuten, 2021). To aid in the
investigation, some of these items were omitted in the analysis due to the low numbers
retrieved from the website— these numbers are not signi�cant enough to provide
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valuable insight into the investigation and are therefore considered to be inconclusive.

3.7.2 Ethical Considerations

�e previous part outlined the drawbacks that are linked to conducting research
methods in the online space, with one of them being the ethics of experimentation.
Ethics are a vital part of research methods, and it is important to follow the priorly
proposed guidelines and su�estions, in order to create a safe space for the participants,
rather than to obfuscate them. However, when it comes to the Internet Research Ethics
(IRE) there is no o�cial set of guidelines on ethics when it comes to cyberspace
(Kozinets, 2015). �e Internet is ever changing and therefore the protocols and rules of
ethical conduct are changing accordingly, which makes the creation of a set of universal
guidelines challenging.

Another important matter to consider is whether the online space and, accordingly, its
contents is considered a public or private space. Kozinets (2015) with the support of
Bassett & O’Riordans (2002) su�ests that once a post on a blog has been published or a
comment on a video has been made it becomes public content. Conse�uently, the
amount of views and likes a video has, which are metrics that are observed in this
research, also prove to be public domain. Additionally, Kozinets (2015), with a referral to
the Code of Federal Regulations’, claims that the collection of data collected in a venue
available to the public is not referred to as human subjects research. With this in mind,
he states that the analysis of online social interactions that can be legally and easily
gained through public access is not considered human subjects research either.

So, how are the social media ethics re�ected in this paper’s research, and this
investigation’s method of an experiment? �e main ethical dilemma is linked to the
consent of the experiment’s participants. �e experiment is conducted in the cyberspace
of the TikTok Media Sharing Network, with the data collected for the analysis being
social website tra�c and the amount of views and likes a video has generated. By
notifying the users o� TikTok of the experiment taking place, its outcome would be
compromised and, hence the data collected would be biased. �erefore, it was decided
that the fact of the experiment taking place should be omitted in order to create the
most reliable end result.
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4. Findings and Analysis

�e study followed speci�c MSN features in their e�ectiveness in expanding brand
awareness in small businesses, and conse�uently the extent in which they can increase
website tra�c. Accordingly, the data obtained from the conducted experiment su�ests
that there is a link between TikTok and its role in increasing brand awareness and
website tra�c; this is discussed further under Discussion.

4.1 Collected Data Presentation & Analysis

�rough the method of an experiment the following data was gathered, which is
conse�uently used to answer the set research �uestions and to vindicate the hypotheses
and theories declared in the theoretical framework. �is chapter shows and explains the
results collected throughout the investigation.

4.1.1 Experiment Data

(Table 3. Da�a collected from experiment)

Table 3 illustrates the data collected through the method of experiment; the table shows
the number of views and likes each video got according to the TikTok feature used when
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posting the video. �e average numbers were calculated to the corresponding TikTok
feature used to provide a deeper insight into how these features can be used to increase
views, and ultimately increase brand awareness. Upon inspecting these features
individually, the average number of views have a positive correlation to the amount of
features used in the video posted. For instance, when omitting the use of hashtags and
sound in a video, views ranged from 8 - 16 with an average of 11.2; However, when both
hashtags and sound were implemented in the video, views ranged from 14 - 30 with an
average of 18.6 — �is is an increase of 66% when the hashtags and sound features are
employed in a video. �ese �gures are displayed in the ‘Average Views’ graph in Figure 2.

(Figure 2. Average numbers from experiment)

�ese �gures are also re�ected using the calculation from the classic experimental design
(Table 4).

Average
Views E1 E2 Echange

Hashtags 11.2 13.2 2

Sounds 11.2 15.8 4.6

Both 11.2 18.6 7.4

(Table 4. Results from classic experiment calculation)

Assessing the average number of likes and engagement illustrate unexpected results from
the experiment. Examining the numbers in Table 3 in the previous page, one may see the
number of likes range from 3 - 9 and the average for each feature is roughly 5. A�er
investigating why these numbers are constant when the independent variables change,
the authors of this paper discovered these likes were coming from the same loyal
followers. �erefore, whenever a video was posted, the features employed in the video
posted did not in�uence the number of likes it got. Moreover, these loyal followers did
not �nd these videos from their For You Page (FYP), but rather went directly to Omljud’s
pro�le to �nd these videos. �ese statistics can be found in Figure 3. Conse�uently, this
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explains why engagement rate is the lowest when both features are employed in the
video posted; when both sound and hashtags are implemented in a video, there is more
video tra�c coming from the FYP than for when these variables are omitted, yet only
the same number of followers are liking the video — predominantly reducing the
engagement rate for the most viewed videos.

(Figure 3. Traffic source for video views)

Table 5 interprets the number of uni�ue visitors Omljud had on their website
throughout the duration of the experiment. Upon examining the �gures for tra�c
coming directly from TikTok, these results are inconclusive as they are constant despite
the changes in TikTok features used in the videos posted. TikTok derived web tra�c
made up 2.5% of the total web tra�c Omljud had during the experiment period (Figure
4). It is noteworthy to mention that the web tra�c that came directly from TikTok
occurred on days in which videos that used sound and hashtags were posted.

(Table  5. Da�a collected from Shopify through the experiment)
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�e data presented in Table 5 provides an overview of the website tra�c numbers both
for TikTok related tra�c and the overall website tra�c. In addition, the website tra�c
linked to TikTok is expressed in a percentage to present the extent of the TikTok tra�c
in comparison to the overall numbers. However, since the numbers are �uite
insigni�cant, they have been graphed in a pie chart to illustrate the results better (Figure
4).

(Figure 4. To�al website traffic sources)
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5. Discussion

�is chapter analyses the results of the research. Here the �ndings are explained and
discussed to provide clarity to the collected data. Additionally, the method of choice is
evaluated in regards to its e�ectiveness and usability for the paper’ research.

5.1 Method Discussion

�e following chapter discusses the chosen method of data collection. Here, the bene�ts
and downsides of the method are outlined along with su�estions of improvements for
potential future research.

5.1.1 Experiment Method Discussion

In order to answer RQ1: What Media Sharing Network feature is the most effective in growing
a small business’s brand awareness? the method of an experiment was selected. For this
�uestion, the e�ectiveness of the MSN features is measured in the engagement rate along
with the amount of views a video has (reach). �e experiment was designed in the
following way: the researchers posted the same video content 4 times on TikTok, and
each time a di�erent feature was employed — sounds, hashtags, both or none. In
addition to being time-saving, the experiment provided accessibility to the data needed
for research and it was �tting to investigate the e�ectivity of features using the �F
model. Overall, the researchers believe that this method was the most �tting considering
the restrictions the researchers faced. Moreover, the researchers have concluded that in
order for the observed data to �t the purpose of the investigation most closely, the
creation of the data needed to be controlled. �e experiment allowed for the data to be
produced according to the speci�c necessary factors (e.g. hashtags and sounds). �is
resulted in uni�ue data on the posted TikTok videos which provided important
information on the various features, proving that the combination of hashtags and
sounds on a video leads to the most views.

However, certain complications arose while conducting the experiment. Firstly, the
researchers encountered an issue when it came to the number of likes. When observed,
the data proved that the likes on each video were mainly similar (approx. 5). Accordingly,
this resulted in an invalid engagement rate which could no longer be used as a measure of
brand awareness. �is means that the only measure o� TikTok’s e�ectiveness as a tool for
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brand awareness growth used for this paper’s research was the amount of views. While
this data provides a fair input into the investigation this means that RQ1 could not be
fully answered. �e researchers believe that an experiment with a longer duration would
lead to a more natural follower growth along with an organic and unbiased like count.
�is would potentially generate more valid and coherent data that would help establish
the most e�ective feature in an MSN.

Another issue was linked to the sound options used for the videos. �e use of trending
sounds on TikTok is a good way of reaching a bi�er audience and gaining more views
(Saad, 2020). Since the experiment was conducted from a business TikTok account it
meant that only the sounds available for commercial use were utilised. From one point of
view, this means that Omljud’s content was disadvantaged when compared to the videos
of regular users. However, for a potential business this makes the experiment
increasingly more reliable and possible to replicate, providing a realistic outline of the
outcome for a TikTok business account. �e researchers believe that the same
restrictions regarding the sound would apply to any other MSN, which makes the
outcome of the experiment generalisable in this sense as well.

Following the experiment, the website tra�c data was analysed to answer RQ2: To what
extent can a Media Sharing Network, such as TikTok enhance website traffic? �e
e�ectiveness of an MSN from the perspective of RQ2 is measured in referral website
tra�c numbers. Examining the website tra�c during the time the experiment took
place allowed for the comparison of the overall website tra�c data with the website
tra�c data linked to TikTok. �is provided a good overview of the impact TikTok as a
Media Sharing Network can have on the tra�c numbers of a company’s website.

However, since these numbers were only able to be recorded during the length of the
experiment, it could also potentially bene�t from a longer experiment duration. In the
case of this paper, these numbers were recorded over the period of one month, which
resulted in inconsistencies with the hypotheses H2: “�e use of social media increases brand
awareness” and H3: “Brand awareness directly translates to an increase of website traffic”, stated
by Molla-Descals et al. (2013). �e recorded results did not disprove the hypotheses, but
rather the experiment lacked deeper and more thorough results that would prove them
to be true. �e researchers believe that a conclusion a�rming their hypotheses could be
accomplished by prolonging the experiment period accordingly.

5.2 Result Discussion

�e following chapter focuses on the explanation of the results collected throughout the
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investigation of this paper. Here, the results of the experiment are discussed, where the
focus is pointed on the Media Sharing Network features and the e�ect they have on the
numbers of a company’s website tra�c.

5.2.1 Experiment Result Discussion

�e data collected through the experiment exhibits a clear correlation between the
activity and the interaction metrics. Indeed, the presence of both sound and hashtags
proved to lead to the most views for the videos, while the absence of any features
provided the least amount of views. Furthermore, when assessed separately, sound
proved to be the most e�ective feature that can be used as an aid to increase video views
in TikTok. With this in mind, the �F model would su�est that TikTok’s value to reach
a new audience increases when using the sound feature.

Another point that the researchers have noticed is linked to the For You Page (FYP). Saad
(2020) claims that getting on the FYP is a great way of getting more exposure to your
videos. When observed (Figure 3), the data from the experiment showed that the videos
that contained both hashtags and sound had the highest percentage of appearing on the
FYP. Moreover, when the data for each feature was observed separately, the videos using
the sound feature had the most fre�uent appearance on the FYP. �is is an additional
proof of the sound feature being the most e�ective TikTok feature. In a more general
sense, the researchers su�est that the use of a combination of the features o�ered by a
Media Sharing Network rather than the use of only one feature will lead to a higher
interaction metrics number for the content posted.

Due to the inconclusive results mentioned in 4.1.1 Experiment Data, the researchers
decided to group the days in which di�erent features were used in the videos posted and
to examine the total web tra�c during the days each type of video was posted. As seen in
Figure 4, the more predominant results come from days in which videos with no hashtags
and sounds were posted, taking up 36.2% of the total web tra�c throughout the
experiment.
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(Figure 4. Web traffic during experiment duration)

Furthermore, it is interesting to note that on the days there was website tra�c directed
from TikTok, videos using sound and hashtags had been posted (Table 5). Following the
�F model described in the theoretical framework, an implication can be made stating
that the use of both hashtags and sound correlates to an increase in website tra�c. In
turn leading to the conclusion that the sound and hashtags features are suitable to
achieve the set task of driving tra�c to the website through TikTok. However, the
researchers have noticed that due to the nature of TikTok’s algorithm, a video can appear
to users days a�er the date the video was posted on. �erefore, the data regarding the
connection between the TikTok features and the website tra�c numbers is considered
to be inconclusive.

�e main result of the following analysis proves that the return metrics of the TikTok
content account for 2.5% of the overall website tra�c. As per the analysis of Byers (2020),
social media accounts for 6% of the average website tra�c, whereas the number for the
fashion and beauty niche advances to 11.58%. �e results of the analysis prove that not
only did the TikTok website tra�c not reach the presented percentage for the niche of
the brand but the average percentage was not met either. However, the researchers of
this paper believe that these results are not unexpected. �is is due to the fact that as of
the year 2020 the top 2 social media channels bringing in the highest website tra�c
numbers were Facebook and Twitter (Byers, 2020). Overall, the top 8 social media with
the best website tra�c numbers were either Social Networks or Discussion Forums.
Byers (2020) explains that the absence of Media Sharing Networks in this list is because
“[MSNs] are designed from the ground up in a way that makes it di�cult to drive tra�c
to external sites”. �is leads the researchers to believe that the experiment conducted
through any Media Sharing Network other than TikTok would lead to results similar to
those of this paper’s experiment. As the �F model assesses the relationship between
technology and the set tasks, �uantifying the e�ectiveness o� TikTok can be achieved by
using the �F model as a frame of reference. �e following assumption concerning RQ2
can be made: TikTok, as a technology, is not a good �t for the set task of raising website
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tra�c numbers of a small brand. �is conclusion, however, is not strictly de�nitive as
experiment results were inconclusive given the time frame of the investigation.

In comparison to Molla-Descals et al. (2013), the data collected does not provide
su�cient information in order to con�rm their hypothesis, H1, regarding there being a
positive correlation between popularity in social networks and website tra�c. While
there was a slight increase in website tra�c since the start of the TikTok campaign, the
numbers were not signi�cant enough to support the hypothesis. Although the results
di�er slightly to those of Molla-Descals et al. (2013), these �ndings may hint towards a
positive correlation if the experiment were to be carried out under di�erent
circumstances, such as that of di�erent time frames. Conse�uently, this also re�ects on
H2 and H3. �e data collected throughout the investigation proved that the use of social
media leads to an increase of brand awareness, which is re�ected in website tra�c.
While the rise of website tra�c is not drastic, it still provides a subtle con�rmation of
H2. On the other hand, the brand awareness generated through the TikTok content was
not compelling to the extent of a�rming H3. �e researchers believe that a longer
duration of the experiment would allow for a better opportunity to con�rm these
hypotheses.

32



6. Conclusion

Due to the ever changing nature of social media, with new functions and tools being
fre�uently implemented the �eld for additional re�uired research is constantly growing.
To satisfy one aspect of the e�ectiveness of MSNs, this research investigated the e�ects
TikTok had on brand awareness through video engagement and direct website tra�c.
�e �uantitative method of an experiment was de�ned to answer the set research
�uestions.

Final results answer the research �uestions to an extent, however, further research is
advised in order to �nd a de�nitive answer on the bene�cial impacts MSNs may have on
small businesses. RQ1 corresponds to brand awareness and the utilisation of certain
features to reach a new audience through the MSN, TikTok. �e evidence from this
study su�ests that using sounds allows for a broader audience to be reached, and using a
combination of sounds and hashtags pushes video content to an even broader audience.
�e results are linked to the following conclusion: the sound feature is the most �tting to
accomplish the task of increasing video views. E�ectiveness can then be �uanti�ed as a
positive relationship between using the sound feature in an MSN and video views. RQ2
alludes to the discussion of the e�ect an MSN has on a small business’ website tra�c;
answering this �uestion re�uired a collaboration with a selected small business, Omljud,
and the collection of their website tra�c analytics for the duration of the experiment.
With a total of 116 visits to the website during April, the month in which the experiment
was conducted, only 3 of those visits were directly related to TikTok. As these results
came to be inconclusive, further research is advised to establish whether MSNs are
e�ective in bringing direct tra�c to a small business’ website.

With the support of the investigation of Leung et al. (2015), the researchers of this paper
believe that while the investigation uses TikTok as an example of an MSN, the results are
generalisable for other MSNs as well. So, in regards to the results of this paper’s
investigation the researchers su�est that using all the features provided by an MSN will
potentially lead to the most views. Alternatively, the researchers su�est that the higher
the number of the features used is the more views a video will generate. However, the
con�rmation of these statements re�uires additional research.

�is study is a starting point towards satisfying the research gap established in the
introduction. �e novelty in this paper alludes to the �ndings related to RQ1,
speci�cally the investigation of the features used to reach a larger audience. However,
further research is su�ested to provide additional support to answer RQ2.
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6.1 Practical Implications

While not wholly successful, the results of this investigation provide valuable
information into the impact of Media Sharing Networks on the brand awareness of small
businesses. Brand awareness in the beginning stages of a small business may be
challenging due to the limited knowledge a new team may have on using social media;
through this research, small businesses may consider TikTok as one of their main social
media used for reaching new audiences during the starting phases of their business.
Using hashtags and sounds increase reach by up to 66% than omitting them, as well as
pushing videos more in the FYP, which is where new potential customers may �nd your
brand.

6.2 Further Research

Bearing the practical implications of this research, further research should be conducted
to satisfy the research gap stated in the introduction. Speci�cally, further studies should
be carried out to determine MSN’s e�ectiveness in bringing direct tra�c to a small
businesses’ website. �is investigation could imply a development on the experimental
design used in this research. �is can be done through developing it by either extending
the experiment period or altering it so that the experiment becomes a comparative
research carried out on multiple MSN accounts instead, allocating each account one
speci�c feature to research.

In addition, the change of the niche of the business the investigation is based around
could provide some opportunities for further research. As stated by Byers (2020), the
website tra�c data linked to social media is higher than average for the beauty and
fashion niche. �e researchers su�est that using a niche with a lower average estimate of
website tra�c linked to social media would lead to more natural results. Some niches of
interest could be Technolo�, with 7,73% of web tra�c linked to social media, Travel, with
4,34%, and Real Es�ate with 2,95% (Byers, 2020).

Another point of interest for further investigation could be a comparative study between
various Media Sharing Networks. When it comes to the fashion and beauty niche, the
top 3 social media in terms of generating website tra�c are Facebook, with 64,01%,
Pinterest, with 9,57 % and Twitter, with 13,53% (Byers, 2020). While a comparative study
with any of these social media would contribute greatly to the research gap, the
researchers su�est that a comparison between the same types of social media would lead
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to the most successful results. Hence, the data on TikTok needs to be compared to the
data of a di�erent MSN. �e researchers believe that the most bene�cial outcomes
would be linked to a comparative study between TikTok and Instagram. While,
according to Byers (2020), Instagram only accounts for 0,71% of the total website tra�c
linked to social media, due to the fair novelty of TikTok, this would provide a just
comparison. Overall, the comparative studies could help identify whether TikTok is an
e�ective tool for growing small businesses brand awareness in relation to another MSN.
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