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Abstrak

Penelitian ini menjelajahi potensi TikTok, platform media sosial yang berkembang pesat,
sebagai alat untuk generasi lead. Dengan menggunakan desain penelitian kualitatif, penelitian
ini bertujuan untuk mengidentifikasi strategi komunikasi digital yang efektif yang dapat
mengubah tayangan menjadi penjualan di TikTok. Data primer dikumpulkan melalui wawancara
mendalam dengan profesional pemasaran digital yang berpengalaman dalam menggunakan
TikTok sebagai platform pemasaran. Data sekunder dikumpulkan melalui tinjauan literatur yang
ada tentang strategi pemasaran digital di TikTok. Data yang terkumpul dianalisis menggunakan
metode analisis data kualitatif yang bernama analisis tematik. Temuan menunjukkan bahwa
TikTok memiliki potensi signifikan untuk generasi lead dan beberapa strategi komunikasi digital
sangat efektif di platform ini. Temuan ini dapat berharga bagi pemasar dan bisnis yang ingin
memanfaatkan TikTok untuk meningkatkan penjualan. Penelitian ini diakhiri dengan
rekomendasi untuk penelitian masa depan untuk lebih mengeksplorasi area yang menjanjikan ini
dalam pemasaran digital.

Kata Kunci: TikTok, Generasi Lead, Strategi Komunikasi Digital, Konversi Penjualan,
Penelitian Kualitatif

Abstract

This study explored the potential of TikTok, a rapidly growing social media platform, as a tool
for lead generation. Employing a qualitative research design, the study sought to identify
effective digital communication strategies that can convert views into sales on TikTok. The
Primary data was collected through in-depth interviews with digital marketing professionals
experienced in using TikTok as a marketing platform. Secondary data were gathered through a
review of existing literature on digital marketing strategies on TikTok. The collected data was
analyzed using a qualitative data analysis method named thematic analysis. The findings
revealed that TikTok holds significant potential for lead generation and that certain digital
communication strategies are particularly effective on this platform. These insights could be
valuable for marketers and businesses seeking to leverage TikTok to drive sales. The study
concludes with recommendations for future research to further explore this promising area of
digital marketing.
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INTRODUCTION

The advent of social media platforms has significantly transformed the digital marketing
landscape (Rejeb et al., 2024). Among these platforms, TikTok, with its innovative short-form
video content format, has carved out a unique niche (Ortiz et al., 2023). Its rapid rise in popularity,
particularly among younger demographics, has made it an attractive platform for businesses
seeking to engage with their target audiences. The unique blend of entertainment and user-
generated content on TikTok has opened up new avenues for businesses to reach and engage with
potential customers. However, despite its growing influence, the potential of TikTok as a tool for
lead generation remains largely untapped and under-researched (Jaffar et al., 2019). This study
aims to delve into this potential and explore how businesses can effectively leverage TikTok for
lead generation.

The central problem this study aims to address is the lack of understanding about how to
effectively leverage TikTok for lead generation. While there is a growing body of literature on
digital marketing strategies for social media platforms, there is a significant gap when it comes to
TikTok. This study aims to fill this gap by exploring the potential of TikTok as a platform for
lead generation and identifying effective digital communication strategies that can convert views
into sales. The research problem is thus twofold: understanding the potential of TikTok for lead
generation and identifying the strategies that can effectively convert views into sales.

This study has three specific objectives. First, it aims to explore the potential of TikTok as
a platform for lead generation. This objective involves understanding the unique features of
TikTok that make it a promising platform for lead generation. Second, the study seeks to identify
and analyze effective digital communication strategies on TikTok. This objective involves a
detailed analysis of various digital communication strategies and their effectiveness on TikTok.
The third objective is to investigate how these strategies can be used to convert views into sales.
This involves understanding the process of converting views into sales and identifying the
strategies that are most effective in this process. Each of these objectives will be addressed
through a comprehensive review of existing literature, data collection, and analysis.

The significance of this study lies in its potential to provide valuable insights for marketers
and businesses seeking to leverage the popularity of TikTok to drive sales. By identifying
effective digital communication strategies and exploring how these can be used to convert views
into sales, this study could help businesses develop more effective marketing strategies for
TikTok. Furthermore, by contributing to the academic discourse on digital marketing and social
media platforms, this study could also pave the way for future research in this area. The findings
of this study could have far-reaching implications, not just for businesses looking to expand their
digital marketing strategies, but also for academics seeking to understand the evolving landscape
of digital marketing.

LITERATURE REVIEW
Overview of TikTok as a Marketing Platform

TikTok, a social media platform that originated in China, has taken the world by storm. It
allows users to create and share short-form videos, often set to music and has rapidly gained
popularity across the globe. With over a billion downloads worldwide, TikTok has emerged as a
powerful platform for digital marketing (Guarda et al., 2021).

One of the key factors behind TikTok’s success as a marketing platform is its unique
features. Its algorithm, for instance, is designed to promote content based on user engagement
rather than follower count, providing opportunities for businesses of all sizes to reach potential
customers. Furthermore, TikTok’s user base is predominantly young, providing access to a
demographic that is often difficult to reach through traditional marketing channels. The short-
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form video content format of TikTok allows for creative and engaging marketing strategies that
can capture the attention of users and drive engagement (Wabhid et al., 2023).

This section delves into previous studies that have explored TikTok as a marketing
platform. For instance, a study by Guarda et al. (2021) analyzed the rapid growth of TikTok and
its impact on digital marketing. Another study by Wahid et al. (2023) examined the effects of
content characteristics, language, and non-verbal information on social media engagement in the
context of global brands using TikTok as a tool for social media marketing.

TikTok, with its unique features and rapidly growing user base, offers significant potential
as a marketing platform. However, to effectively leverage this potential, businesses need to
understand the unique dynamics of TikTok and develop marketing strategies that are tailored to
this platform.

Examination of Digital Communication Strategies

Digital communication strategies are pivotal for businesses to effectively engage with their
audience and achieve their marketing goals. These strategies encompass a wide range of
techniques and platforms, each with its unique advantages and challenges (Cosa, 2023).

Content marketing, for instance, involves creating and sharing valuable content to attract
and engage a clearly defined audience, to drive profitable customer action. It's a strategic
marketing approach focused on creating and distributing valuable, relevant, and consistent
content to attract and retain a clearly defined audience — and, ultimately, to drive profitable
customer action. The effectiveness of content marketing can vary greatly depending on the quality
of the content, the needs and interests of the target audience, and the platforms used to distribute
the content (Koob, 2021).

Social media marketing, on the other hand, involves promoting a product or service through
various social media platforms. It's a powerful way for businesses of all sizes to reach prospects
and customers. Great marketing on social media can bring remarkable success to your business,
creating devoted brand advocates and even driving leads and sales. The effectiveness of social
media marketing can depend on a variety of factors, including the demographics of the target
audience, the nature of the product or service, and the features of the social media platform (Appel
etal., 2020).

Influencer marketing is a type of social media marketing that uses endorsements and
product mentions from influencers—individuals who have a dedicated social following and are
viewed as experts within their niche. Influencer marketing works because of the high amount of
trust that influencers have built up with their following, and recommendations from them serve
as a form of social proof to your brand’s potential customers. The success of influencer marketing
can depend on the credibility and popularity of the influencer, the relevance of their audience to
the product or service, and the authenticity of their endorsement (Joshi et al., 2023).

Video marketing is using videos to promote and market your product or service, increase
engagement on your digital and social channels, educate your consumers and customers, and
reach your audience with a new medium. It's one of the newest additions to your promotion
toolbox. You might still have your doubts. Is it worth considering using videos to promote your
business? The answer is simple: Yes, it's worth it. Not only because everyone's doing it but
because video is one of the most versatile and profitable digital marketing tools out there (Yu et
al., 2023).

Each of these strategies can be adapted and optimized for TikTok, considering its unique
features and user behavior. For example, the short-form video format of TikTok is ideal for
creating engaging and shareable content, while the platform's algorithm can help to ensure that
this content reaches a wide audience. Furthermore, the popularity of TikTok among younger
demographics opens up opportunities for influencer marketing, as many popular TikTok users
have large and engaged followings. A thorough understanding of these digital communication
strategies, along with an understanding of how to adapt them for TikTok, can be crucial for
businesses looking to leverage TikTok for lead generation and sales conversion (Guarda et al.,
2021).
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Understanding Lead Generation in Digital Marketing

Lead generation is a critical aspect of digital marketing. It involves attracting and
converting potential customers into leads, or individuals who have shown interest in a company's
product or service. The goal of lead generation is to create a sales pipeline, nurturing leads until
they are ready to become customers (Koob, 2021; Cham et al., 2022).

There are various strategies that businesses can use for lead generation in digital marketing.
Content marketing, for instance, involves creating and sharing valuable content that is designed
to attract and engage a target audience. By providing content that is useful and relevant, businesses
can attract potential customers and encourage them to provide their contact information in
exchange for access to the content. This strategy requires a deep understanding of the target
audience's needs and interests, as well as the ability to create content that meets these needs and
captures their interest (Du Plessis, 2022; Ho et al., 2020).

Search engine optimization (SEO) is another important strategy for lead generation. SEO
involves optimizing a website so that it appears higher in search engine results, making it more
likely that potential customers will visit the site. By using keywords and phrases that potential
customers are likely to search for, businesses can attract more visitors to their sites and convert
them into leads. This strategy requires a thorough understanding of the algorithms used by search
engines, as well as the ability to create content that is both relevant to the target audience and
optimized for search engines (Panchal et al., 2021).

Social media marketing is also a powerful tool for lead generation. Businesses can use
social media platforms to reach a large audience and engage with potential customers. By posting
engaging content and interacting with followers, businesses can build relationships with potential
customers and encourage them to become leads. This strategy requires a deep understanding of
the dynamics of different social media platforms, as well as the ability to create content that
resonates with the target audience and encourages engagement (Meliawati et al., 2023).

In addition to these strategies, there are also various tools and techniques that businesses
can use to measure and optimize their lead-generation efforts. Analytics tools can provide insights
into which strategies are most effective at generating leads (Sial et al., 2021), and A/B testing can
be used to compare different approaches and determine which is most effective. Businesses can
also use customer relationship management (CRM) systems to track leads and manage their sales
pipeline (Pascucci et al., 2023).

Finally, nurturing leads is a crucial part of the lead generation process. Once a potential
customer has become a lead, businesses need to maintain contact and build a relationship with
them, providing them with additional information and offers that may encourage them to make a
purchase. This can involve a variety of strategies, from email marketing campaigns to
personalized product recommendations (Zhang, 2023; Di Vittorio et al., 2020).

Understanding lead generation in digital marketing involves exploring a variety of
strategies and tools, from content marketing and SEO to social media marketing and analytics.
By effectively leveraging these strategies and tools, businesses can attract and convert potential
customers, building a robust sales pipeline and driving business growth (Jadhav, 2023;
Bondarenko et al., 2019).

Conversion of Views into Sales

The ultimate goal of most digital marketing campaigns, including those on TikTok, is to
convert views into sales. This process involves several key steps, each of which requires careful
planning and execution (Chae, 2021).

Firstly, attracting viewers with engaging content is crucial. This involves understanding the
target audience's interests and preferences and creating content that will capture their attention.
On TikTok, this could involve creating entertaining and visually appealing short videos,
leveraging popular trends and hashtags, or collaborating with popular influencers (Mejtoft et al.,
2021).
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However, attracting viewers is only the first step. Once a user has viewed the content, the
challenge is to persuade them to take the desired action, such as making a purchase, signing up
for a newsletter, or filling out a contact form. This is where the art of persuasion comes into play.
Marketers need to craft compelling calls to action, create a sense of urgency, and provide clear
and easy paths for the viewer to follow (Zimmermann and Auinger, 2023).

The literature on this topic covers a range of strategies for converting views into sales. For
example, a study by Chae et al. (2021) suggests that creating compelling calls to action can
significantly increase conversion rates. This could involve using persuasive language, offering
limited-time discounts, or providing clear instructions on what the viewer should do next.

Other studies highlight the importance of optimizing the user experience for conversion.
This could involve designing a user-friendly website, ensuring that the checkout process is smooth
and hassle-free, or using retargeting strategies to remind viewers of their interest in the product
or service.

RESEARCH METHOD
Research Design

This study employed a qualitative research design, particularly suited to exploratory
research and effective for understanding complex phenomena. Qualitative research allowed for a
deep, nuanced understanding of the subject matter, which was appropriate given the exploratory
nature of this study on leveraging TikTok for lead generation. This approach enabled researchers
to capture detailed insights into the digital communication strategies that can convert views into
sales on TikTok. The research was conducted in two main phases: an exploratory phase, where
we conducted in-depth interviews with digital marketing professionals, and an interpretive phase,
where we analyzed the data collected to draw meaningful conclusions.

Data Collection
Data for this study was collected through a combination of primary and secondary sources.
Primary data was collected through online in-depth interviews for 30-50 minutes with seven
digital marketing professionals who have experience using TikTok as a marketing platform.
Participants for the interviews were selected using a purposive sampling strategy, targeting
professionals who have demonstrable experience and success in using TikTok for lead generation.
These interviews were semi-structured, allowing for flexibility in the discussion while ensuring
that key topics were covered. Secondary data was collected through a review of existing literature,
including academic articles, industry reports, and case studies on digital marketing strategies on
TikTok. This provided a broader context for our primary data and helped identify trends and
patterns in the field.
Interview Questions:
1. Can you describe your experience with using TikTok as a marketing platform?
2. What strategies have you found to be most effective for lead generation on TikTok?
3. Can you share a specific instance where a digital communication strategy converted
views into sales on TikTok?
4. How do you approach creating content for TikTok? What factors do you consider?
5. How do you measure the success of your marketing campaigns on TikTok?
6. What challenges have you faced when using TikTok for marketing and how did you
overcome them?
7. Can you share any trends or patterns you’ve noticed in successful TikTok marketing
strategies?
8. How do you see the role of TikTok in digital marketing evolving in the future?

Data Analysis
In this study, we employed thematic analysis as the primary approach for qualitative data
analysis. This method allowed us to identify and analyze patterns (themes) within the interview
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data, providing insights into the effective digital communication strategies for lead generation on
TikTok.

The manual thematic analysis approach involved several key stages:

1. Data Familiarization: The researchers immersed themselves in the data by reading and
re-reading the interview transcripts to gain a comprehensive understanding of the
content.

2. Code Generation: Initial codes were generated by identifying interesting features
within the data that were relevant to the research questions.

3. Theme ldentification: Codes were then collated into potential themes, which captured
patterns of meaning across the dataset.

4. Theme Review: The identified themes were reviewed to ensure they accurately
reflected the data and addressed the research objectives.

5. Theme Definition: The researchers defined and named the final set of themes, ensuring
clear delineation and coherence.

6. Report Production: The analysis culminated in the production of a report that presented
the findings, supported by vivid examples from the data.

The manual thematic analysis approach allowed for a deep engagement with the data,
enabling the researchers to develop a rich understanding of the effective digital communication
strategies for lead generation on TikTok (Di Vitterio et al., 2020). This approach ensured rigor
and reliability in the interpretation of the qualitative data.

Ethical Considerations

The study ensured participant confidentiality by not disclosing the personal data of
interviewees at their request for anonymity. Participants provided informed consent and had the
option to decline or withdraw from the study without consequences. Measures were taken to
prevent any harm or distress during interviews. Findings were reported transparently and without
bias, respecting participants' perspectives and upholding trust in the research process.

RESULT

Interview Findings

In this research, 7 key informants were interviewed, categorized as Digital Marketing manager,
social media strategist, content creator, brand strategist, marketing analyst, social media manager,
and content strategist. Here are the results of their answers related to TikTok as Lead Generation.

Table 1. Interviews finding
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wee ce with Strategie | Creation ng es of
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Marketin  using generated  ran a the success challenge  noticed TikTok
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Manager a and challenge s unique engagem  keeping authentici  continue
marketing  challenge  that went features ent up with ty is key to grow
platform S have wviral. The and metrics the fast- on as a
for about been very increased audience like paced TikTok. marketi
two years effective  visibility = when views, nature of Users ng
now. It’sa for lead led to a creating likes, TikTok. appreciate  platform
dynamic generatio  significan  content comment  Trends genuine ,
and n on t boost in for S, and change content especiall
engaging TikTok. sales. TikTok. shares, as  quickly, that y as it
platform They The well as and it’s doesn’t continue
thatallows encourage content conversio  important  feel S to
engageme needs to nrates. overly innovate
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Analysis of TikTok's Potential for Lead Generation

The findings from the interviews with digital marketing professionals indicate that TikTok
holds significant potential for lead generation. Several interviewees highlighted the platform's
unique features, such as its algorithm that promotes content based on engagement rather than
follower count, as a key advantage for businesses of all sizes to reach potential customers.

Furthermore, TikTok's predominantly young user base presents an opportunity to access a
demographic that is often challenging to reach through traditional marketing channels. The
interviewees emphasized the importance of creating engaging and shareable content that resonates
with this audience, leveraging the platform's short-form video format and incorporating current
trends and challenges.

One digital marketing manager stated, "TikTok's unique features and audience make it a
valuable platform for lead generation. The short, engaging videos we create have the potential to
go viral, spreading brand awareness and driving potential customers to our products or services."

However, the interviewees also acknowledged the challenges associated with marketing on
TikTok, such as keeping up with the fast-paced nature of the platform and adapting to the short
video format. Overcoming these challenges requires a deep understanding of TikTok's dynamics
and a willingness to experiment with different strategies.

Evaluation of Effective Digital Communication Strategies on TikTok

The interviews revealed several digital communication strategies that have proven effective
for lead generation on TikTok. User-generated content and challenges were frequently cited as
successful approaches, as they encourage engagement and help to spread brand awareness.

One content creator shared, "Hashtag challenges have been particularly effective for us.
They encourage user participation and help our content reach a wider audience, ultimately leading
to increased visibility and sales.”

Influencer partnerships were also highlighted as a powerful strategy on TikTok. By
collaborating with popular influencers who have established trust and credibility with their
followers, businesses can leverage the influencer's reach and endorsement to build brand
awareness and drive potential customers to their products or services.

A social media strategist explained, "Influencer partnerships have been very effective for
us on TikTok. Their endorsement helps us reach a larger audience and builds trust with potential
customers, which can ultimately lead to increased sales."

Other effective strategies mentioned by the interviewees included interactive content,
incorporating current trends, and maintaining authenticity in their messaging. These strategies
align with TikTok's unique features and user preferences, further emphasizing the importance of
tailoring digital communication strategies to the specific platform.
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Discussion on Conversion Strategies: Turning Views into Sales

While attracting views and engagement is crucial, the ultimate goal for businesses is to
convert those views into sales. The interviewees shared various strategies they have employed to
achieve this conversion.

Creating compelling calls to action (CTAs) emerged as a commonly used tactic. By
including clear and persuasive CTAs in their TikTok content, businesses can guide viewers
toward taking desired actions, such as making a purchase or signing up for a newsletter.

One marketing analyst stated, "We incorporate CTAs into our TikTok videos, encouraging
viewers to visit our website or use a specific discount code. This helps to convert those initial
views into tangible sales or leads."

Optimizing the user experience for conversion was also emphasized by several
interviewees. This involved designing user-friendly websites, streamlining the checkout process,
and implementing retargeting strategies to remind interested viewers about their potential
purchases.

A brand strategist explained, "We ensure that our website and checkout process are
seamless and user-friendly. Additionally, we use retargeting ads to keep our products top-of-mind
for viewers who have shown interest, ultimately increasing the chances of conversion."

The interviewees also stressed the importance of providing value and building trust with
their audience. By consistently delivering high-quality content and fostering a genuine connection
with viewers, businesses can establish credibility and increase the likelihood of converting views
into loyal customers.

DISCUSSION
Interpretation of Findings

The findings from this study provide valuable insights into the potential of TikTok as a
platform for lead generation and the effective digital communication strategies that can be
employed to convert views into sales. The interviews with digital marketing professionals
highlighted the unique advantages of TikTok, such as its algorithm and predominant user base,
which make it an attractive platform for businesses seeking to engage with potential customers.

The study also identified several successful digital communication strategies on TikTok,
including user-generated content, challenges, influencer partnerships, interactive content, and
maintaining authenticity. These strategies align with the platform's features and user preferences,
emphasizing the importance of tailoring marketing efforts to the specific dynamics of each social
media platform.

Furthermore, the findings shed light on the conversion strategies businesses can utilize to
turn views into sales on TikTok. Creating compelling calls to action, optimizing the user
experience, and building trust with the audience emerged as crucial factors in driving conversions.
These strategies underscore the need for a holistic approach that combines effective content
creation with seamless user experiences and genuine brand-audience connections.

Implications

The implications of this study are far-reaching for both businesses and academic
researchers. For businesses, the findings provide a roadmap for leveraging TikTok as a powerful
lead generation and sales conversion tool. By understanding the platform's potential,
implementing effective digital communication strategies, and employing conversion tactics,
businesses can tap into the vast audience and engagement opportunities offered by TikTok.

Additionally, the study highlights the importance of adapting marketing strategies to the
unique characteristics of each social media platform. Rather than employing a one-size-fits-all
approach, businesses must tailor their efforts to align with the specific dynamics and user
preferences of their target platform.

For academic researchers, this study contributes to the growing body of knowledge on
digital marketing and social media platforms. It provides empirical evidence and insights into the
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effectiveness of various strategies on TikTok, paving the way for further exploration and
refinement of digital marketing theories and practices

CONCLUSION
Summary of Findings
The findings from this study provide valuable insights into the potential of TikTok as a
platform for lead generation and the effective digital communication strategies that can be
employed to convert views into sales. The interviews with digital marketing professionals
highlighted the unique advantages of TikTok, such as its algorithm and predominant user base,
which make it an attractive platform for businesses seeking to engage with potential customers.
This study explored the potential of TikTok as a tool for lead generation and identified
effective digital communication strategies that can convert views into sales on the platform.
Through in-depth interviews with digital marketing professionals and a comprehensive literature
review, the study yielded several key findings:

1. TikTok holds significant potential for lead generation due to its unique features, such as
its algorithm and predominantly young user base.

2. Effective digital communication strategies on TikTok include user-generated content,
challenges, influencer partnerships, interactive content, and maintaining authenticity.

3. To convert views into sales, businesses should employ strategies such as creating
compelling calls to action, optimizing the user experience, and building trust with their
audience.

These findings provide valuable insights for businesses seeking to leverage TikTok as a
marketing platform and contribute to the academic discourse on digital marketing and social
media strategies.

Recommendations for Future Research
While this study offers valuable insights into leveraging TikTok for lead generation and
sales conversion, several areas warrant further research:

1. Longitudinal studies: Conducting longitudinal research to track the effectiveness of
specific digital communication strategies on TikTok over an extended period could
provide valuable insights into the long-term impact and potential evolution of these
strategies.

2. Cross-platform comparisons: Comparing the effectiveness of digital communication
strategies across different social media platforms could help identify platform-specific
nuances and develop more tailored approaches.

3. Quantitative analysis: Complementing the qualitative findings with quantitative data
analysis could provide a more comprehensive understanding of the impact of various
strategies on key metrics such as engagement rates, conversion rates, and return on
investment.

4. Emerging trends and technologies: As TikTok and other social media platforms continue
to evolve, it would be beneficial to explore the impact of emerging trends, such as
augmented reality or virtual influencers, on lead generation and sales conversion
strategies.

5. Industry-specific studies: Conducting industry-specific research could uncover unique
challenges and opportunities for leveraging TikTok in different sectors, enabling the
development of more targeted strategies.

By addressing these areas of future research, scholars and practitioners can continue to
deepen their understanding of digital marketing strategies on TikTok and other social media
platforms, ultimately contributing to more effective and successful marketing campaigns.
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