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FROM TRENDS TO TRANSACTIONS: HOW
TIKTOK ADVERTISING DRIVES YOUTH
ENGAGEMENT WITH HAIR SALONS

ABSTRACT

This study examined the impact of TikTok advertising on the consumer behaviour of
young people in hair salons located in Buffalo City, South Africa. The primary objectives
were to assess the influence of TikTok on purchasing decisions, identify the advertise-
ment features that attract young consumers, and evaluate their awareness and engage-
ment with salon-related content. A quantitative exploratory research design was em-
ployed, focusing on individuals aged 16-35 years who actively use TikTok and visit hair
salons. A sample of 100 respondents was selected from the Buffalo City population using
a non-probability judgment sampling technique. Data collection involved a structured
questionnaire with closed-ended and Likert-scale items, which were then analysed using
descriptive statistics and visual charts. The findings indicate that 90% of respondents
have TikTok accounts, with half using the platform multiple times daily, confirming its
popularity among the youth demographic. Additionally, 70% of participants strongly
agree that TikTok effectively attracts young customers, while 90% believe it enhances
salon visibility, demonstrating its efficiency as a marketing tool. Content preferences
revealed that trends (29.4%), discounts (23.5%), and music (23.5%) are the most en-
gaging, followed by influencer collaborations and customer testimonials. These insights
underscore TikTok’s substantial impact on shaping purchasing intentions and brand en-
gagement. The study recommends that salons adopt comprehensive TikTok marketing
strategies, focusing on authentic, trend-driven content, leveraging influencer partner-
ships, and integrating TikTok's interactive features along with operational tools such as
online booking systems. By implementing these strategies, salons can translate digital
engagement into physical visits, foster customer loyalty, and achieve sustainable
growth. The findings also provide valuable insights for small businesses seeking to adopt
cost-effective digital marketing strategies to stay competitive in an increasingly dynamic
marketplace.

Keywords: influencer collaboration, purchase intention, social media marketing,
TikTok advertising, youth consumer behavior

JEL Classification: M31

INTRODUCTION

The rapid evolution of digital platforms has transformed how businesses communicate
with consumers, with TikTok emerging as one of the most influential tools in shaping
youth behaviour globally. Known for its short-form, visually engaging videos and algo-
rithm-driven content distribution, TikTok has become a dominant space for trend crea-
tion and brand visibility. Its interactive features, such as viral challenges, influencer
collaborations, and music-driven content, have redefined marketing strategies, particu-
larly for industries that rely heavily on aesthetics and creativity, such as hair salons. In
Buffalo City, hair salons are increasingly adopting TikTok advertising to showcase hair-
styles, share tutorials, and promote services to attract young consumers. This demo-
graphic, aged between 16 and 35, represents a critical market segment for salons due
to their trend-conscious nature and high engagement with social media platforms. Un-
like traditional advertising, TikTok offers salons the opportunity to connect with young
audiences in authentic and relatable ways, fostering trust and loyalty through real-time
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engagement and user-generated content. However, despite the platform’s global success in influencing consumer deci-
sions, there is limited empirical evidence on its impact within local contexts, particularly among small businesses in South
Africa. Existing studies largely focus on multinational brands or urban markets in developed countries, leaving a gap in
understanding how TikTok advertising affects youth consumer behaviour in smaller, community-based settings. This gap
is significant because local salons often operate with limited resources and depend on cost-effective strategies to remain
competitive. Understanding the dynamics of TikTok advertising in Buffalo City is therefore essential for empowering these
businesses to leverage digital tools effectively, enhance customer acquisition, and contribute to sustainable economic
growth in line with Sustainable Development Goal 8 (SDG 8), which advocates for inclusive economic development and
decent work opportunities.

The problem statement underpinning this research is the lack of localized insights into how TikTok advertising influences
youth purchasing decisions and engagement with hair salons in Buffalo City. While global evidence suggests that short-
form video content and influencer marketing can shape consumer attitudes and drive brand loyalty, these findings cannot
be directly generalized to small businesses operating in South African townships and urban centers. Many local salon
owners remain uncertain about the return on investment for TikTok advertising and lack strategic guidance on creating
content that resonates with youth audiences. Consequently, they risk missing opportunities to attract and retain customers
in an increasingly digital marketplace. This study aims to address this gap by exploring the impact of TikTok advertising
on youth consumer behaviour in Buffalo City hair salons.

LITERATURE REVIEW

Theoretical Framework

This study is grounded in three interconnected concepts: Digital Marketing Theory, Consumer Behavior Theory, and the
Technology Acceptance Model. Together, these frameworks elucidate how TikTok advertising influences youth consumer
behaviour regarding hair salons in Buffalo City. Digital Marketing Theory emphasizes the strategic use of online platforms
to enhance value creation and build customer relationships. For hair salons, digital marketing extends beyond simple
promotions; it incorporates interactive tools that foster engagement and build trust. Research by Kokong and Naidoo
(2022) highlights that salons in South Africa are increasingly combining traditional marketing with digital strategies, such
as loyalty programs and influencer partnerships, to remain competitive. TikTok particularly enables salons to creatively
showcase their services through short videos featuring hairstyles, client testimonials, and behind-the-scenes glimpses,
aligning with Smith's (2021) perspective on how social media boosts brand visibility and customer retention through two-
way communication and personalized experiences.

Consumer Behavior Theory sheds light on the purchasing decisions of young consumers, who are heavily influenced by
peer recommendations, trends, and visual content. According to Sekhosana and Naidoo (2024), these factors shape how
youth in Buffalo City perceive quality and style. TikTok's algorithm amplifies these influences by presenting users with viral
trends and endorsements from influencers, thereby fostering a sense of social proof. Pricopoaia and Susanu (2022) note
that features such as comments and live sessions enhance trust and emotional connections, which are crucial for informed
consumer choices. Despite this, many salons miss the chance to leverage these behavioural insights by not implementing
structured social media strategies, which limits their ability to turn online engagement into actual customer visits.

The Technology Acceptance Model further enriches this study by exploring how perceived usefulness and ease of use drive
the adoption of digital platforms among businesses and consumers. Fatimah (2024) notes that TikTok's user-friendly
interface and potential for virality make it particularly appealing to small businesses with limited resources. Enhancements
such as branded challenges and in-feed advertisements, highlighted by Tram (2024), increase the perceived usefulness of
TikTok as a cost-effective marketing tool. For consumers, TikTok streamlines the discovery of hair salons through person-
alized algorithmic recommendations and integrated booking options, thereby enhancing convenience. Nevertheless, re-
search indicates that many South African salons are underutilizing these benefits, creating a strategic gap. By employing
the Technology Acceptance Model in this research, the study aims to illuminate how salons that effectively embrace TikTok
can secure a competitive edge, while those resistant to digital integration risk losing relevance among today’s tech-savvy
youth. This theoretical framework ultimately integrates marketing, behavioural, and technological perspectives, positioning
TikTok advertising as a pivotal factor for the sustainable growth of local hair salons in Buffalo City, an area that has been
largely overlooked in existing research. As depicted in Figure 1, the essential elements outlined in the preceding paragraph
are visually represented, enhancing the reader’s understanding of the concepts discussed.
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Digital Marketing Consumer Behavior Technology
Theory Theory (TAM) Acceptance Model
I T T
v

TikTok Advertising
= Promotion of Hairstyles, Testimonials, etc.
= App Interaction and Ease of Use

v

Youth Consumer Behavior in Hair Salons
= Awareness and Attitudes
= Visit Intention

Figure 1. Conceptual Framework.

Background to Hair Salons in South Africa

Hair salons in South Africa play a crucial role in local economies and social life, particularly in townships and rural areas,
where they offer income opportunities for women and youth who are often excluded from formal employment (Kokong &
Naidoo, 2022). These businesses contribute to poverty alleviation and household sustainability, but often operate infor-
mally, which limits access to funding, infrastructure, and training, thereby constraining growth and competitiveness. De-
spite these challenges, demand for hair care remains stable, positioning salons as resilient enterprises deeply embedded
in community life (Kabuya, 2023). Recent trends indicate that salons are increasingly adopting digital tools, such as online
booking, mobile payments, and social media marketing, to overcome structural barriers and attract younger clients (Ka-
buya, 2023). Platforms like TikTok and Instagram enable salons to showcase hairstyles, build brand loyalty, and engage
customers through interactive content. This digital shift represents a missed opportunity for salons that remain reliant on
traditional marketing, as young consumers increasingly discover and select salons through social media rather than word
of mouth. Strategically, salons must leverage these platforms to enhance visibility and trust, as failure to do so risks
marginalization in a competitive market.

The sector’s strengths lie in skilled stylists, personalized service, and strategic location, which foster customer loyalty and
justify premium pricing (Kabuya et al., 2023; Nokuthula & Tavonga, 2020). Opportunities include retailing hair products,
forming partnerships with local businesses, and exploiting digital marketing trends to expand reach (Nokuthula & Tavonga,
2020). However, operational drawbacks persist, including high competition that drives price wars, reducing profitability,
limited financial literacy and informal practices hinder access to credit, and inconsistent service quality, due to a lack of
training, which undermines the reputation (Rambe et al., 2022; Robertson, 2021). Weak compliance with health and safety
standards and poor record-keeping further restrict scalability. Critically, many salons underutilize social media and influ-
encer collaborations, missing a cost-effective avenue for customer acquisition and retention (Sekhosana & Naidoo, 2024).
Strategic implications are that salons must professionalize their operations, adopt digital tools, and integrate TikTok-driven
campaigns to attract trend-conscious young people. Immediate actions include implementing online booking systems,
creating engaging content aligned with viral trends, and partnering with micro-influencers to build trust and visibility. These
steps not only address current gaps but also position salons for sustainable growth in a digital-first economy.

Digital Transformation and Marketing Dynamics in South African Hair Salons

Hair salons in South Africa operate within a competitive and dynamic market, where their sustainability hinges on effectively
melding traditional business practices with digital innovations. Kokong and Naidoo (2022) highlight that many salons are
increasingly adopting a hybrid approach, integrating conventional strategies, such as loyalty programs, referral discounts,
and seasonal promotions, with contemporary digital tools to attract and retain clients. Social media platforms, most notably
TikTok, have emerged as pivotal elements in this transformation. They allow salons to effectively showcase hairstyles,
client testimonials, and behind-the-scenes content while simultaneously developing stylist brands through targeted
hashtags and geotags. These strategies resonate particularly well with younger consumers, who prioritize affordability and
relevance to current trends; thus, promotional tactics such as "bring-a-friend" deals and collaborations with influencers
are particularly impactful. Nonetheless, despite the advantages presented by online booking systems and customer man-
agement tools that can streamline salon operations, many establishments have been slow to adopt these technological
advancements, thereby missing significant opportunities to enhance customer convenience and personalization. This tech-
nological lag signifies a strategic imperative: salons that neglect to incorporate digital platforms risk jeopardizing their
relevance in an increasingly social media-driven landscape, where engagement and real-time interactions are paramount.
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The scope of social media's role in business promotion extends beyond mere visibility; it serves as an essential driver of
trust, loyalty, and cultural relevance. According to Pricopoaia and Susanu (2022), platforms such as TikTok offer affordable
yet powerful tools for small businesses to create visually engaging content, including hairstyle transformations and instruc-
tional tutorials that resonate with young audiences. In contrast to traditional static advertising methods, TikTok's interac-
tive features, such as live streaming, comment sections, and Q&A sessions, encourage authentic engagement and foster
community building among users. Sekhosana and Naidoo (2024) further emphasize TikTok’s advanced advertising capa-
bilities, which allow salons to effectively target specific demographic groups based on factors including age, geographical
location, and personal interests, a crucial consideration in South Africa’s culturally diverse market. The impact of user-
generated content and influencer collaborations in amplifying reach and enhancing credibility mirrors the functions of
modern word-of-mouth marketing. Unfortunately, many salons underutilize TikTok Business features designed for book-
ings and client communication, thereby constraining their ability to provide seamless client experiences (Singh, Telukdarie,
& Mongwe, 2024). The conspicuous oversight stems from an inability to fully leverage TikTok's algorithm-driven virality
and its cost-effective advertising mechanisms, which have the potential to democratize marketing efforts for salons that
may lack substantial resources. Consequently, immediate and strategic emphasis should be placed on developing struc-
tured social media strategies that marry creative content with data-driven targeting to optimize engagement and conver-
sion rates.

TikTok's remarkable ascent as a marketing platform signifies its transformative potential for redefining customer acquisition
strategies for small enterprises. Fatimah (2024) observes that TikTok’s sophisticated algorithm enables even accounts with
minimal followings to achieve significant viral reach, positioning it as a great equalizer in the realm of digital marketing.
Salons can strategically capitalize on this potential by creating authentic, trend-oriented content, such as makeover show-
cases, styling advice, and influencer partnerships, that align with the preferences of younger consumers who value relat-
ability and entertainment. Tram (2024) corroborates this perspective by noting that TikTok’s evolving advertising function-
alities, encompassing branded challenges and in-feed advertisements, offer innovative channels for engagement and direct
potential clients to booking platforms. The platform's emphasis on storytelling and community resonates particularly well
with the consumption habits of Generation Z and Millennials, further establishing TikTok as a vital tool for salons aiming
to distinguish themselves in an oversaturated market.

AIMS AND OBIJECTIVES

The purpose of the study is to provide actionable insights that enable salon owners to design effective TikTok marketing
strategies tailored to the preferences and expectations of young consumers. Specifically, the research seeks to achieve
three objectives: (1) examine the influence of TikTok advertising on the purchasing decisions of youth visiting hair salons;
(2) identify key features of TikTok advertisements such as trends, music, discounts, and influencer collaborations that
attract youth consumers; and (3) assess the level of awareness and engagement of Buffalo City’s youth with TikTok
content related to hair salon services. These objectives are guided by the key research question:

= RQ1: How does TikTok advertising influence the purchasing decisions of youth visiting hair salons in Buffalo City?

= RQ2: What key features of TikTok advertisements (such as trends, music, discounts, and influencer collaborations)
attract youth consumers to hair salons?

= RQ3: To what extent are Buffalo City’s youth aware of and engaged with TikTok advertisements related to hair salon
services?

Addressing this question is essential for connecting global digital marketing trends with local business practices. This study
not only contributes to the academic discussion on social media marketing but also offers practical recommendations for
small businesses seeking to succeed in a competitive, technology-driven landscape. Ultimately, the findings will empower
salons to harness the potential of TikTok, enhancing brand visibility, strengthening customer loyalty, and driving local
economic growth, thereby underscoring the platform’s role as a catalyst for sustainable business development.

METHODS

This study utilised a quantitative research approach to investigate the impact of TikTok advertising on the consumer
behaviour of youth in hair salons within Buffalo City. Quantitative methods were selected for their capacity to produce
measurable data that support statistical analysis and objective interpretation (Bhandari, 2020). The research design was
exploratory, well-suited for examining a relatively under-researched phenomenon: the influence of social media on local
salon marketing. This approach not only provides insights into current trends but also lays the groundwork for future

158 DOI: 10.55643/ser.2.60.2026.626


https://ser.net.ua/
https://www.fta.org.ua/

SOCIO-ECONOMIC RELATIONS IN THE DIGITAL SOCIETY
ISSN: 2786-5800 | eISSN: 2786-5819 | Volume 2 (60), 2026

research (George, 2021). The focus of this study was on youth consumers aged 16 to 35 who actively engage with TikTok
and frequent hair salons in Buffalo City. This demographic was chosen due to their high engagement on social media
platforms and their significant influence on beauty and fashion trends (Park & Park, 2022). The population was defined as
individuals residing in Buffalo City who met these criteria, ensuring alignment with the research objectives. To select
participants, a hon-probability judgment sampling technique was employed, focusing on individuals based on their famili-
arity and engagement with TikTok advertising (Akman, 2023). This method was deemed suitable, given the exploratory
nature of the study and the limited resources available. A sample size of 100 respondents was established to enhance the
reliability and generalizability of the findings in comparison to smaller samples (Andrade, 2020). Participants were recruited
from various locations within Buffalo City to capture a diverse range of perspectives.

The data collection for this study employed a structured questionnaire featuring a combination of closed-ended questions,
Likert-scale items, and ranking questions. This instrument was specifically designed to assess various variables, including
the frequency of TikTok usage, engagement with salon-related content, and perceptions regarding TikTok's influence on
salon selection. The questions were developed in alignment with the study's objectives and were informed by existing
literature on social media marketing and consumer behaviour. The standardized format of the questionnaire ensured
consistency across responses and facilitated subsequent quantitative analysis. To maximize accessibility and encourage
timely responses, questionnaires were distributed both in physical and electronic formats. Upon completion, the surveys
were coded and analysed using Microsoft Excel, allowing for the generation of descriptive statistics, frequency distributions,
and visual representations, such as bar charts and pie charts. These analytical outputs were instrumental in interpreting
consumer behaviour patterns and evaluating the perceived effectiveness of TikTok advertising. To enhance the validity of
the instrument, the questionnaire underwent pre-testing with a small focus group to confirm the clarity and relevance of
the items. Content validity was further strengthened by aligning the questions with established constructs from the digital
marketing and consumer behaviour literature (Leavy, 2022). Reliability was addressed through standardized administration
procedures and uniform scoring across all participants. The inclusion of closed-ended questions minimized ambiguity,
thereby improving measurement accuracy. Ethical considerations were paramount throughout the research process. Par-
ticipants were fully informed about the study's purpose and assured of confidentiality and anonymity. Informed consent
was obtained prior to participation, and respondents were granted the right to withdraw at any point without penalty. Data
were securely stored and utilized solely for academic purposes, in compliance with institutional ethical guidelines (Braun
et al., 2021).

RESULTS

Figure 2 indicates that a significant majority of the respondents, 70%, identified as females, while 30% identified as males.
This demographic data suggests that the predominance of female consumers, particularly among single youths engaging
with hair salons in Buffalo City, presents valuable marketing implications. Businesses targeting this market segment may
benefit from tailoring their services and promotional strategies to appeal specifically to young female consumers, potentially
enhancing customer loyalty and increasing market share within this demographic.

= Females = Males

Figure 2. Gender of respondents.

Figure 3 illustrates the age distribution of respondents, revealing that the majority, comprising 60%, fall within the 21-30-
year age bracket, while 30% are aged 16—20 and only 10% are between 31 and 35 years old. This data indicates that hair
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salons in Buffalo City primarily attract a younger demographic, particularly middle-aged youth, suggesting that marketing
strategies should focus on appealing to individuals aged 21-30. Given that the older age group shows significantly lower
representation, salons might consider tailored services and promotions that resonate with younger clients to enhance
engagement and drive business growth.

= 16-20 years = 21-30 years = 31-35 years

Figure 3. Ages of respondents.

Figure 4 illustrates the distribution of TikTok account ownership among respondents. The results indicate that a significant
majority of respondents, specifically 90%, own a TikTok account, while only 10% do not. This statistic indicates that the
vast majority of youth consumers engaging with hair salons in Buffalo City are active on TikTok, suggesting a robust
platform for marketing outreach. Given TikTok's popularity among this demographic, hair salons should consider leveraging
targeted advertising and creative content strategies on the platform to effectively engage with this audience and enhance
brand visibility.

=Yes =No

Figure 4. TikTok account ownership among respondents.

Figure 5 shows the frequency of TikTok usage among respondents in Buffalo city, revealing that 50% engage with the
platform multiple times a day, while 20% use it once daily, and another 20% access it a few times a week; only 10% of
participants do not use TikTok at all. This data indicates a strong reliance on TikTok as a primary social media platform,
particularly among half of the respondents who engage with it multiple times daily. From a marketing perspective, this
high frequency of usage suggests significant opportunities for brands to leverage TikTok's advertising potential, as they
can effectively reach a highly engaged audience that frequently interacts with content on the platform.
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60%
50%
50%

40%

30%
20% 20%

20%
10%

0%

% of repondents

Multiple times a day Once a day A few times a week Never

Level of agreement

Figure 5. Frequency of TikTok usage among respondents.

Figure 6 shows that 60% of respondents from Buffalo City actively follow hair stylists or salons on TikTok, while 40% do
not engage with these accounts. This significant majority indicates a robust interest among consumers in the hair styling
content available on the platform. For marketers in the beauty sector, this presents a valuable opportunity to leverage
TikTok as a marketing channel to reach potential customers, enhance brand visibility, and engage directly with a demo-
graphic that is already inclined to seek hair care inspiration and services through social media.

=Yes =No

Figure 6. Engagement with Hair stylists/salons on TikTok among respondents.

The data indicates that a significant majority, 80%, of respondents from Buffalo City have encountered advertisements for
hair salons on TikTok, while the remaining 20% reported not seeing such ads (Figure 7). These findings underscore the
effectiveness of TikTok as a marketing platform for promoting hair salons, suggesting that businesses targeting this de-
mographic should prioritize their advertising strategies on TikTok to maximize visibility and engagement with potential
customers.

=Yes = No

Figure 7. Visibility of hair salon advertising on TikTok among respondents.
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The data presented in Figure 8 indicates that trends are the most significant influence on respondents' interest in hair
salons, with 29.40% of participants highlighting this feature. Following trends, 23.50% of respondents were influenced by
discounts and the musical ambiance of the salon, while 11.80% cited influencer collaborations as a key factor in their
decision. Additionally, 5.90% of respondents were swayed by client testimonials. These findings suggest that hair salons
in Buffalo should prioritize showcasing current trends and enhancing customer experience through promotional discounts
and engaging in music to effectively attract young consumers.

35,00%
30.00% 29,40%
' 0

25,00% 23,50% 23,50%

20,00%

% of respondents

15,00%
at 11,80%

10,00%
5,90% 5,90%

5,000/0 . .

0,00%
Discount Influencers Music None Trends Testimonials

Influencing features

Figure 8. Features That Influence the Interest of Respondents.

The data presented in Figure 9 indicates that a significant majority of youth consumers in Buffalo City believe that TikTok
advertising effectively attracts them to hair salons, with 70% strongly agreeing and 20% agreeing with this statement,
while only 10% remain neutral. This suggests that TikTok is a potent marketing tool for salons seeking to engage younger
clients. The results highlight the importance of incorporating social media platforms, particularly TikTok, into marketing
strategies to enhance customer outreach and attract a demographic that is increasingly engaged with digital content.

80%

70%

60%

50%

40%
70%

% of respondents

30%

20%

10% 20%
0% 0%

0%
Strongly agree 1 Agree 2 Neutral 3 Disagree 4 Strongly disagree 5

Level of agreement

Figure 9. Influence of TikTok Advertising on Youth Attraction to Hair Salons.

Figure 10 illustrates the impact of TikTok advertising on the salon visitation intentions of young consumers in Buffalo City,
revealing that 70% of respondents either strongly agree (40%) or agree (30%) that TikTok content influences their
decisions to visit salons. In contrast, 20% maintain a neutral stance, while 10% express disagreement regarding the
platform's influence. This data indicates that a significant majority of youth consumers recognize TikTok as a powerful
marketing tool for salons, suggesting that hair salons in the area should consider leveraging TikTok as a central component
of their marketing strategies to enhance customer engagement and drive foot traffic.
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25%
20% 40%
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Figure 10. Influence of TikTok Advertising on Salon Visitation Plans.

The data presented in Figure 11 demonstrates that 90% of respondents (70% strongly agree and 20% agree) recognize
that TikTok significantly enhances the exposure and visibility of hair salons, while only 10% remain neutral on this matter.
This overwhelming consensus among participants suggests that TikTok serves as an effective marketing platform for hair
salons, highlighting the importance of incorporating social media strategies into branding efforts. Consequently, salons
that leverage TikTok for marketing can expect to increase their visibility and attract a broader clientele.

80%

70%

60%

50%

40%

HassaHue ocn

30%

20%

10%

0% 0%

Strongly agree 1 Agree 2 Neutral 3 Disagree 4 Strongly disagree 5

0%

Figure 11. Impact of TikTok on Salon Brand Visibility.

The findings indicate that TikTok is a highly influential platform among youth in Buffalo City, with 90% of respondents
owning TikTok accounts and half using the app multiple times daily. This significant level of engagement underscores
TikTok's potential as a highly effective marketing channel for hair salons. Notably, 60% of respondents follow hair stylists
or salons on TikTok, and 80% have encountered salon advertisements on the platform, revealing strong visibility and
consumer interest. Demographically, the majority of respondents were female (70%) and aged 21-30 years (60%), indi-
cating that marketing strategies should be targeted at this specific segment. Additionally, 70% of respondents strongly
agree, and another 20% agree, that TikTok is effective in helping salons attract younger customers, while 70% say that
TikTok content influences their decisions to visit salons. Moreover, 90% believe that TikTok enhances the visibility of salon
brands, emphasizing its role as a powerful tool for both exposure and engagement.

In terms of content preferences, respondents identified trends (29.4%), discounts (23.5%), and music (23.5%) as the
most impactful elements in TikTok advertisements, followed by influencer collaborations (11.8%) and testimonials (5.9%).
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These insights suggest that salons should prioritize showcasing trending hairstyles, offer promotional discounts, and in-
corporate music-driven content to grab the attention of younger audiences. The significant link between TikTok engage-
ment and consumer decision-making indicates missed opportunities for salons that do not fully leverage this platform.
Strategic implications include implementing structured TikTok marketing campaigns, forming partnerships with influencers,
and incorporating interactive features such as challenges and tutorials to enhance user engagement. Overall, the results
confirm that TikTok advertising effectively raises awareness, influences purchase intentions, and fosters loyalty among
youth consumers in Buffalo City. Salons that adopt these strategies can expect improved visibility, increased customer
acquisition, and sustainable growth in a competitive digital market.

DISCUSSION

Supporting evidence from Jia and Kim (2024) further reinforces these findings, demonstrating that TikTok’s short-form
beauty videos have a notable influence on beauty management behaviours and cosmetic purchase intentions. Their re-
gression analysis revealed that factors such as interest and interaction significantly impact hair management behaviours,
while interest, convenience, and interaction collectively influence makeup management behaviours. Notably, interest
emerged as the most significant factor, accounting for a substantial portion of the variance in purchase intention. This
aligns with the Buffalo City study's emphasis on trends and entertaining content. Similarly, Selezneva (2024) found that
user-generated content (UGC), particularly organic influencer posts, was perceived as more authentic and trustworthy
than firm-generated content (FGC), resulting in higher purchase intentions. Respondents expressed a preference for re-
latable, genuine content over polished brand advertisements, indicating that authenticity and trustworthiness are crucial
for persuasion.

CONCLUSIONS

The findings of this study highlight TikTok’s significant influence on the consumer behaviour of youth and the marketing
strategies employed by salons in Buffalo City. The first recommendation emphasizes the necessity for hair salons to inte-
grate TikTok as a fundamental marketing channel. This integration should involve the development of structured, trend-
driven campaigns that harness TikTok’s algorithmic capacity for virality and its interactive features, such as hashtags,
challenges, and live sessions. Salons are encouraged to prioritize creating authentic and relatable content, including tuto-
rials, videos, and behind-the-scenes glimpses, to foster trust and engagement among young audiences. The study demon-
strated that 70% of respondents strongly agree that TikTok attracts youth customers, while 90% believe it enhances brand
visibility, thereby confirming that TikTok serves not merely as a promotional tool but as a strategic driver of customer
acquisition. To optimize impact, salons should also incorporate TikTok with operational tools, such as online booking
systems and automated reminders, to ensure a seamless customer journey from content discovery to service delivery.
This recommendation aligns with the Technology Acceptance Model, which emphasizes the importance of perceived use-
fulness and ease of use as key factors in the adoption process.

The second recommendation addresses the optimization of content in accordance with consumer preferences, directly
responding to Research Question 2. The study identified trends (29.4%), discounts (23.5%), and music (23.5%) as the
most influential elements in TikTok advertisements, followed by influencer collaborations (11.8%) and testimonials (5.9%).
Salons are advised to design campaigns that feature trending hairstyles, incorporate popular audio clips, and offer limited-
time discounts to encourage engagement and enhance conversion rates. Collaboration with micro-influencers and local
content creators can significantly extend reach and authenticity, as user-generated content is often perceived as more
trustworthy than corporate-generated content. Supporting evidence from Selezneva (2024) indicates that authenticity and
relatability significantly bolster purchase intentions. Furthermore, salons should utilize TikTok’s advanced targeting capa-
bilities to tailor content specifically for demographic segments, particularly females aged 21-30, who comprised 60% of
the study sample and exhibited the highest levels of engagement. By aligning content strategies with consumer expecta-
tions, salons can strengthen emotional connections, foster loyalty, and convert digital interactions into actual visits. This
recommendation underscores the dual importance of aesthetic appeal and functional utility in achieving measurable busi-
ness outcomes.

The final recommendation focuses on strategic engagement and performance monitoring, which are directly linked to
Research Question Three. With 90% of respondents owning TikTok accounts and 50% utilizing the platform multiple times
daily, salons must leverage this high level of engagement by maintaining an active and responsive presence. This includes
monitoring comment sections, promptly addressing inquiries, and encouraging user-generated reviews to establish social
proof. The study found that 80% of respondents have encountered salon advertisements on TikTok, and 60% actively
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follow stylists or salons, indicating robust awareness and interaction. To sustain this momentum, salons should implement
analytics-driven strategies, utilizing TikTok’s business dashboard to track key metrics such as views, likes, shares, and
conversion rates. These insights will inform content adjustments and budget allocations, ensuring campaigns remain both
cost-effective and impactful. Moreover, salons should invest in staff training that focuses on digital marketing strategies
and influencer collaborations to enhance the quality of their execution. Ethical considerations, such as transparency in
sponsored content and adherence to data privacy regulations, must also be prioritized to maintain trust and compliance.
By institutionalizing engagement practices and leveraging data-driven insights, salons can transform TikTok from a mere
promotional platform into a comprehensive customer relationship management tool that helps salons attract and retain
trend-conscious youth, enhance customer loyalty, and achieve sustainable growth, thus achieving long-term growth and
resilience in an increasingly competitive market.

Directions for Future Research

This study offers valuable insights into the impact of TikTok advertising on youth consumer behaviour in Buffalo City;
however, several areas warrant further investigation. Future research should employ a comparative approach across di-
verse regions and industries to assess the generalizability of the observed patterns in varying cultural and economic con-
texts. Expanding the focus beyond hair salons to encompass other small businesses could yield broader implications for
digital marketing strategies. Additionally, a mixed-methods design that integrates quantitative surveys with qualitative
interviews would enhance the understanding of consumer motivations and perceptions, particularly in relation to authen-
ticity and trust in influencer-driven content. Longitudinal studies are also recommended to evaluate the long-term effects
of TikTok campaigns on customer loyalty and repeat patronage, as this study primarily emphasizes short-term engage-
ment. Moreover, future inquiries should investigate the dynamics of algorithms and the effectiveness of paid advertising,
including cost-benefit analyses for small enterprises operating with limited budgets. Ultimately, addressing ethical consid-
erations and consumer privacy concerns in social media marketing is crucial for promoting sustainable digital practices.
These research directions will not only validate the current findings but also contribute to the development of robust
frameworks for leveraging social media platforms in emerging markets.
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BI[ TPEHAIB A0 TPAH3AKLIN: IK PEKJIAMA TIKTOK CTUMYJIHOE 3ANTYYEHICTb MONOAI A0
NMEPYKAPEHDb

Y ubOMy AOCNIMKEHHI PO3rNsHYTO BrmB peknamu TikTok Ha noBeaiHKy MOSOAi B NepyKkapHsX, po3TawoBaHux y baddano-
CiTi, NMiBaeHHa Adpuka. OcHoBHUMM LinsiMm 6yno ouiHnTy Bname TikTok Ha pileHHs WoAo0 NOKYNoK, BU3HAYUTU peKaMHI
yHKuUji, SKi NpuBabnoOTb MOIOAMX CNOXMBAYIB, @ TaKOX OLHUTM iXHIO 06i3HaHICTb i 3aNy4€eHiCTb 4O KOHTEHTY, NoB'sA3a-
HOro 3 cafioHaMu. Byno 3acTocoBaHO KinbKiCHWUI AOCNIAHWLBKUIA AM3aiH, 30cepemXeHnit Ha ocobax BikoM Big 16 ao 35
pokiB, siki akTMBHO kopucTytoTbcs TikTok i BiaBiaytoTb NepykapHi. Bubipka 3i 100 pecnoHaeHTiB 6yna BigibpaHa 3 nonynauii
Baddano-Citi 3a METOAOM HeliMOoBIpHiCHOro Biabopy. 36MpaHHs AaHUX nepesbadano CTPYKTYpOBaHy aHKeTY i3 3aKpUTUMU
BiAMOBIASMU 11 eneMeHTaMu 3a LWKkanoto JlalikepTa, siki NOTIM aHanisyBanu 3a JONOMOroK ONWCOBOI CTaTUCTUKK Ta Bisya-
NbHUX giarpam. PesynbTtaTu cBigyaTh, Wwo 90% pecnoHAeHTIB MatoTb akayHTU B TikTok, a nonoBMHa KOPUCTYETbCA nnaTt-
dopMoI0 Kinbka pasiB Ha AeHb, WO NiATBEPAXKYE il NONYyNAPHICTL cepen MonoaikHOI ayanTopii. Kpim Toro, 70% y4yacHukiB
NOBHICTIO noroaxytoTbcs, wo TikTok edekTMBHO NpMBabnoe Monoamx KieHTiB, BogHovac 90% yBaxkatoTb, LLO BiH MigBu-
LLYE BUAMMICTb CanoHiB, AEMOHCTPYOUMN MOro eEKTUBHICTb SIK MapKETUHIOBOrO IHCTPYMEHTa. YNoao6aHHs! KOHTEHTY Mo-
Kasanu, o TpeHam (29,4%), 3Hwmxku (23,5%) Ta My3uka (23,5%) € HalibinbLL 3axonnMBUMK, 38 HUMK MaYTb konabopauii
3 iHdnoeHcepamu Ta Biaryku knieHTis. Lli iHcalTu nigkpecntooTb 3HauHuiA Bnave TikTok Ha ¢opMyBaHHSI HaMipiB LWOAO
NOKYMNOK i 3any4yeHHsi 6peHay. JocnimkeHHs peKOMeHaye casioHaM ynpoBag)KyBaTW KOMMAEKCHI MAapKeTUHroBiI cTpaTerii
TikTok, 30cepemxyouncb Ha aBTEHTUYHOMY, OPIEHTOBAHOMY Ha TPEHAM KOHTEHTI, 3ay4aloumn NapTHepCTBa 3 iHdioeHce-
paMu Ta iHTerpytoum iHTepakTuBHI dyHkuii TikTok pasom i3 onepauiiHUMK iHCTPYMEHTaMM, TakKuMU SIK OHMalH-CUCTEMM
6pOoHIOBaHHS. YNPOBaAXXyoum Ui CTpaTerii, CanoHM MOXYTb NepeTBopUTM LUMdpoBY B3aEMOAiI0 Ha di3n4HI Bi3UTW, CpUSTK
NOANIbHOCTI KMIEHTIB | AOCATTM CTANOro 3pOCTaHHS. Pe3ynbTaT TakoX AAOTb LiHHI iHCAUTM Ans Manoro 6i3Hecy, sKuii
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nparHe BNpoBaf>KyBaTV EKOHOMIYHO edeKTMBHI CTpaTerii uMppoBOro MapkeTuHry, Wob 3anmwaTucs KOHKypeHTOCNpoMO-
XKHUM Ha Bce 6inbl AMHAMIYHOMY PUHKY.

KmouoBi cnosa: cnisnpaus 3 iHdaoeHcepamy, HaMip Kyniesi, MapkeTUHr y couianbHuX mMepexax, peknama B TikTok,
noseniHka Monoai

JEL Knacudikauis: M31
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