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The path to purchase on TikTok is not linear, it's an infinite loop of discovery, consideration,
purchase, review, and participation. It is no longer choosing between selling or entertaining.

It's selling by being entertained. Brands can move away from talking at the consumers

through one-sided conversations and build engaging consumer experiences that align with

their interests. When our community connects and creates together, they present real brand
opportunities, drive massive engagement, and help brands sell out. CD:
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Who plays an active role when Buying products inspires content creation.
considering buying a product: Word of mouth spreads like wildfire on TikTok
and turns consumers into communities
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TikTok journeys are powered by JOY and The feeling of joy turns
joy drives users’ purchase behavior TikTok users in brand advocates
44% of TikTok users prefer branded TikTok users vs. other platforms’ users
content that is fun and entertaining
Follow a Createapostand  Make atutorial
brand tag a brand
of TikTok users
feel excited or
of users say "lifting eUP(?OfitC about
irits" i i roduc
39y wisiern o 22%  hirenasesisx 28 24, 0 20y, -
decisions more likely than
the competitive
average
TikTok users Other platform users
Sources: Marketing Science Global Retail Path to Purchase Study TikTOK- For Business

2021 conducted by Material



