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Abstract

This research aimed to study TikTok's marketing strategies in terms of content and creativity,
engagement, reach, and social influence, and to analyze the relationship between these strategies and brand
awareness among Generation Z consumers. The sample consisted of 400 Thai TikTok users selected through
convenience sampling. The research instrument was an online questionnaire that was validated for content
accuracy by three experts (average |OC = 0.97) and had a reliability coefficient (Cronbach’s Alpha) higher than
0.70.

The results revealed that most respondents were female (82.50%), aged between 23-27 years
(47.30%), held a bachelor's degree (93.80%), and worked in the private sector (41.80%). The overall opinion
toward TikTok marketing strategies was at a high level (Mean = 4.10, S.D. = 0.43). Multiple regression analysis
indicated that all four dimensions of TikTok marketing strategies had a positive and statistically significant
influence (Sig. < 0.05) on brand awareness. Among them, Content & Creativity had the strongest influence (B
= 0.422), followed by Engagement (B = 0.396), Reach (B = 0.374), and Social Influence (B = 0.367). These

factors could explain 99.20% of the variance in brand awareness (R? = 0.992).

The study suggests that businesses should develop creative and trend-aligned content, collaborate

with credible influencers, and encourage user engagement to enhance brand recall and long-term brand loyalty.

Keywords: Marketing Strategy, TikTok, Brand Awareness, Generation Z
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