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This thesis investigates the impact of TikTok influencers on consumers' financial well-being 

by examining how exposure to influencer content affects their financial well-being, 

perceptions, and spending behaviors. Utilizing a qualitative approach, this study explores 

the influence of influencers who show a materialistic lifestyle, assessing how such content 

affects consumers' self-assessment of their financial status and influences their purchasing 

decisions. 

The research reveals that TikTok influencers affect consumers' financial self-perception and 

spending patterns. Specifically, the findings indicate that influencer content can lead to 

altered spending behaviors and heightened material aspirations among consumers, 

influencing impulse buying and consumption habits. The study also highlights the emotional 

responses, including feelings of inadequacy and desire, which further impact financial well-

being. 

Moreover, the research addresses a gap in the existing literature by focusing on the direct 

impact of social media influencers on financial well-being, an area previously less explored. 

By integrating theories of social comparison and consumer behavior, the thesis provides 

insights into the complex dynamics of social media's role in shaping economic behaviors. 

Overall, this thesis contributes to the broader understanding of the socio-economic 

implications of influencer marketing on TikTok. It offers valuable insights for marketers, 

policymakers, parents, and the academic community, providing evidence of the influence of 

social media on consumer financial behavior and well-being. 
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Tämä pro gradututkielma tutkii TikTok-vaikuttajien vaikutusta kuluttajien taloudelliseen 

hyvinvointiin selvittämällä, miten altistuminen vaikuttajasisällölle vaikuttaa heidän 

taloudelliseen hyvinvointiinsa, käsityksiin omasta taloudesta ja kulutuskäyttäytymiseen. 

Tutkimuksessa käytetään laadullista lähestymistapaa, ja pääpainona tarkastellaan 

materialistista elämäntyyliä esittelevien vaikuttajien vaikutusta. 

Tulokset viittaavat siihen, että TikTok-vaikuttajat vaikuttavat kuluttajien taloudelliseen 

hyvinvointiin, käsitykseen omasta taloudellisesta tilanteesta ja kulutuskäyttäytymiseen. 

Tulokset osoittavat myös, että vaikuttajasisältö voi johtaa muuttuneisiin kulutustottumuksiin 

ja kohonneisiin materialistisiin ajatuksiin kuluttajien keskuudessa, mikä vaikuttaa 

impulssiostoksiin ja kulutustapoihin. Tutkimuksessa korostuu emotionaaliset reaktiot, 

mukaan lukien riittämättömyyden tunteet ja halut, jotka edelleen vaikuttavat taloudelliseen 

hyvinvointiin. Tutkimus käsittelee aihetta, jota on aiemmin tutkittu vähän tai ei ollenkaan. 

Integroimalla sosiaalisen vertailun ja kuluttajakäyttäytymisen teorioita, pro gradu -tutkielma 

tarjoaa näkemyksiä sosiaalisen median monimutkaisesta dynamiikasta taloudellisten 

käyttäytymismallien muokkaamisessa. Kaiken kaikkiaan tämä pro gradu -tutkielma edistää 

laajempaa ymmärrystä TikTokin vaikuttajamarkkinoinnin sosioekonomisista vaikutuksista. 

Se tarjoaa arvokkaita oivalluksia markkinoijille, päättäjille, vanhemmille ja akateemiselle 

yhteisölle, tarjoten näyttöä sosiaalisen median vaikutuksesta kuluttajien taloudelliseen 

hyvinvointiin.  
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1. Introduction 

In this chapter, we delve into the background and objectives of the research, exploring the 

research questions, theoretical framework, and key concepts. The chapter also covers the 

content of the study, the research methodology, and its delimitations. 

 

1.1. Background 

The rise of the internet and social media has marked a new era of digital relationships, 

affecting not just how we communicate but also how we see and comprehend the world 

around us (Hamilton, Dreier & Boyd, 2023). In 2024, there are 5.44 billion internet users 

globally, representing 67.1% of the population. Of these, 5.07 billion, or 62.6%, are social 

media users. Young people (15-24) had the highest internet usage, especially in Europe at 

98%, compared to the global average of 75%. (Statista, 2024.) Social media's evolution is 

influencing contemporary and future business trends significantly, demonstrating the 

widespread adoption of these platforms among consumers globally (Pan, Torres & Zúñiga, 

2019). Social media includes a variety of digital platforms designed for social interaction, 

ranging from discussion forums to social sharing services, and networking sites such as 

Facebook and LinkedIn (Caron & Light, 2016). Such engagement demonstrates that social 

media has become a relevant part of daily life for many, providing a space to share 

information, create relationships, and build networks. 

 

The digital world has changed significantly with the introduction of new social media 

platforms, but none has captured the attention of the global young like TikTok. This platform 

has risen to popularity as a major influencer in the daily lives of its users due to its unique 

blend of information. TikTok, a social media platform known for its short, engaging videos, 

has emerged as a key player in this digital revolution, attracting a global audience with its 

personal content delivery. (Statista, 2023.) The platform's design and algorithmic 

personalizing respond to the preferences of the consumers, resulting in an immersive and 

frequently influential experience (Scalvini, 2023).  
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Given the pervasive influence of social media, it is crucial to understand its impact on 

consumer behavior, particularly in how consumers interact with brands and make purchasing 

decisions. Research has shown that social media significantly influences consumer behavior 

from information gathering to post-purchase activities. (Jha, 2019.) Platforms like TikTok 

have revolutionized marketing strategies, providing dynamic ways for brands to engage with 

consumers, enhance brand loyalty, and ultimately drive purchasing intentions (Kong, 

Witmaier & Ko, 2021). 

 

The temptation of social media is particularly strong among younger demographics who are 

less responsive to traditional marketing techniques, thus shifting the focus of many 

businesses towards these digital platforms to reach a vast network of young consumers 

(Duffett, 2017). On platforms such as TikTok, influencers play a pivotal role, showcasing 

lifestyles and purchases that may significantly impact consumers' perceptions of financial 

well-being and influence their spending habits. TikTok influencers, particularly those 

showcasing frequent purchasing and receiving of products, create serious concerns (Liu, 

2023). How does a social environment like this modify individuals' perceptions of their 

financial situation, does it influence their purchasing habits? This thesis focuses on an 

increasingly important subject in the field of social media influence: the impact of TikTok 

influencers on consumers' financial well-being, perceptions, and spending behaviors. 

 

While the influence of social media and social media influencers on aspects like body image 

and mental health has been studied, the impact on financial well-being is less understood. 

Previous studies like those analysing the effects of fitspiration content on TikTok suggest 

that exposure to certain types of influencer content can increase negative moods and lead to 

harmful social comparisons (Pryde & Prichard, 2022). Previous studies have explored the 

impacts of social comparison on various emotional and psychological outcomes. For 

instance, social comparisons can boost self-esteem and positive emotions but can also lead 

to negative outcomes such as envy, depression, and eating disorders (Mundel, Wan, & Yang, 

2023). Claeys, Charry, and Tessitore (2023) note that influencers frequently use filters to 
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present an idealized image of themselves, which leads followers to engage in social 

comparisons, especially based on physical attractiveness. These distorted comparisons can 

result in self-discrepancy and emotional discomfort as individuals compare themselves to 

ideal influencer identities (Claeys, Charry, & Tessitore, 2023). This thesis aims to fill the 

gap by focusing specifically on the impact of TikTok influencers on financial well-being, 

providing new insights into how social comparison through digital interactions shapes 

financial self-perception and consumer spending behaviors. 

 

This research not only deepens our understanding of TikTok's socio-economic implications 

but also underscores the need for more nuanced studies on the financial impacts of social 

media influencers. As TikTok's popularity continues to grow, the insights from this thesis 

will be valuable for consumers, marketers, policymakers, the academic community, parents, 

educators, and mental health experts in understanding how social media affects financial 

well-being, self-esteem and behavior. It provides a comprehensive view of the complex 

dynamics between social media content consumption and financial well-being and behavior. 

Using a theoretical framework and a carefully planned methodology, this thesis aims to gain 

crucial insights into the broader socioeconomic implications of the TikTok phenomenon. 

 

This research is important for several reasons: it provides insights into social and consumer 

behavior, helps businesses and marketers improve their strategies, and fills a gap in the 

existing literature on the impact of social media influencers on financial well-being. 

Understanding how TikTok influencers affect financial well-being and self-perception can 

reveal important aspects of the relationship between social media content consumption and 

consumer behavior. Recognizing the patterns in which influencer content affects spending 

habits can help firms and marketers develop more effective and ethical marketing strategies. 

 

Academically, this thesis aims to fill the gap in existing literature on social media influencers 

by focusing on financial well-being, an area that has received little attention. It broadens our 

understanding of the influence of social media influencers on financial behavior and 

consumer buying habits. This thesis serves as a resource for the academic community and 
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beyond to understand the rising trends in social comparison, particularly among the younger 

demographics who are TikTok's biggest user base (Statista, 2023). 

 

1.2. Research Questions 

The formulation of research questions is a crucial part of academic research to define the 

scope and focus of the research. Strong research questions give the necessary clarity and 

direction to stay focused phenomenon under research. (Saunders, Lewis & Thornhill, 2016). 

This master’s thesis will focus on the main research question and three sub-research 

questions to support the main research question.  

 

1.2.1. Main Research Question 

Main RQ: How does exposure to TikTok influencers affect consumers' financial well-

being, perceptions of their own financial status, and spending patterns?  

 

The main research question aims to unpack the influence of TikTok influencers, especially 

those who consistently showcase purchases or receive numerous products, on consumers' 

financial well-being, self-assessment of their financial state, and spending habits. 

Considering the rapidly growing influence of TikTok and inflation, this research question is 

critical in understanding the role of such influencer behavior in shaping consumers' financial 

self-perception and well-being. 

 

1.2.2. Sub-research Questions 

SRQ1: How do consumers perceive their financial status and well-being in relation to 

their TikTok usage? 
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This sub-research question determines whether there is an obvious connection between the 

amount of time spent on TikTok and consumers' financial self-perception and well-being, as 

well as does the consumers who frequently watch such influencers feel themselves 

financially satisfactory. Understanding the potential connection will offer valuable insights 

into the depth of the platform's impact on individual self-worth tied to financial standing. 

 

SRQ2: How do consumers respond emotionally to TikTok influencers showcasing 

purchases or receiving products? 

 

This sub-research question focuses on finding the range of emotions, both positive and 

negative, that consumers may experience when watching TikTok influencers showcasing 

purchases or receiving products. The insights from this question can be important for 

financial literacy campaigns, influencer guidelines, financial advisors, businesses, and 

marketers to understand the consumer. 

 

SRQ3: How do consumers' spending patterns or financial behaviors change after 

exposure to TikTok influencers displaying consumerism? 

 

This sub-research question seeks to understand the tangible behavioural impacts on 

consumers. Researching into this can help financial advisors, marketers, and companies 

working with TikTok influencers to understand better how such content can influence 

consumer financial behavior and consumers' financial well-being. 

 

 

1.3. Theoretical Framework 

This chapter outlines the theoretical framework, which draws together the key concepts 

relevant to researching how exposure to TikTok influencers affects consumers' financial 

well-being, perceptions of their financial status, and spending patterns. This framework will 
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clearly structure the main concepts of the research and demonstrate how they relate to the 

main problem. This thesis theoretical framework is visually presented below in Figure 1. 

 

 

Figure 1. Theoretical framework 

 

The main concepts of this thesis are TikTok as a platform, social media influencer (SMI), 

social comparison theory, and financial well-being (FWB). These concepts related to this 

research are in this case platform of influence, source of influence, mechanism of influence, 

and outcome of influence. 

 

1.4. Key Concepts 

One concept can be called many different names and definitions which vary between 

academic articles and researchers. This chapter of the thesis aims to explain the key concepts 

at the core of this research.  
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TikTok 

TikTok is a video-sharing app that was developed in China and is operated by ByteDance, a 

Beijing-based company. The platform's primary goal is to promote worldwide creativity, 

knowledge, and meaningful experiences in life via the simple usage of a mobile phone. 

TikTok, which emphasizes user-generated content, empowers its users to become content 

creators by encouraging them to share their interests and creativity through videos. 

(Weimann & Masri, 2023). 

 

Financial Well-Being (FWB) 

Financial well-being is the ability of an individual to comfortably address their immediate 

and future financial needs, to have confidence in their financial prospects, and to make 

decisions that enhance their enjoyment of life (Consumer Financial Protection Bureau, 

2023). Perceived financial well-being can be defined in two key aspects: first, as the level of 

stress experienced in managing current financial situations, and second, as the level of 

confidence or certainty one has in meeting future financial goals (Netemeyer et al., 2018). 

 

Social media influencer (SMI) 

Social media influencers (SMIs) are online users who have a large number of followers on 

blogs or social media platforms. They accomplish this by creating information that is highly 

relevant in their field and frequently linked with aspects of their personal lives. They also 

use their influence on sponsored posts and receive various types of income from brands and 

companies. (Lou, Taylor & Zhou, 2023). 

 

Social comparison theory 

Social comparison theory suggests that individuals assess their own actions and attitudes by 

contrasting them with those of others, particularly in situations where objective measures are 

absent. This process of comparison can take place both among groups and between 

individuals. (Gentina, Huarng & Sakashita, 2018.) 
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1.5. Delimitations 

It is critical to recognize certain limitations related to limited resources and the specific focus 

of the study when doing this research. These limitations help in identifying the scope of the 

research and providing a focused approach to the research. This thesis is primarily focused 

on a certain TikTok user demography, which might limit the scope of the findings' 

applicability. This research concentrates on a specific age group, Generation Z and 

Millennials, who represent a significant percentage of TikTok's user base. As a result, the 

findings and conclusions may not be entirely applicable to other age groups or demographics 

who use TikTok. 

 

The research considers Finnish consumers, so the study is limited to consumers in a specified 

geographical area. Because usage habits, influencer culture, and financial perspectives can 

vary among countries and locations, the data may not fully represent the entire TikTok user 

base. Because the study uses a qualitative research approach, through interviews, the data 

gathered will be rich in detail but limited in its capacity to be generalized over a larger 

population. The qualitative character of the research provides depth and insight into 

individual experiences but may miss larger trends that a quantitative method would uncover. 

 

This research focuses on the influence of TikTok influencers who showcase their purchases 

or receive products or otherwise seem to have luxurious lifestyle or lot of material. As a 

result, it excludes other sorts of content that influencers might create, such as entertainment 

or educational content. This narrow focus is essential for delving deeply into the research 

problems. Because the research is focused on TikTok, the findings and conclusions are 

specific to this platform. While TikTok is an important player in the social media 

environment, the results may not be immediately applicable to other platforms due to 

differences in user behavior and influencer dynamics. The research aims to provide clear and 

focused research within its defined scope by establishing these delimitations, recognizing 

that while the findings will offer valuable insights into TikTok influencers' impact on 

financial well-being, perceptions, and behaviors, they are contextual and specific to the 

parameters set by this study. 
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1.6. Research Methodology 

The qualitative research methodology will be used in this research. The goal is to study and 

understand how exposure to TikTok influencers showcasing purchases or receiving products 

affects consumers' financial well-being, opinions of their financial situation, and spending 

habits. Qualitative approaches are particularly well suited for this research since they allow 

for a deeper understanding of individuals' perspectives, thoughts, and experiences, which 

quantitative methods cannot capture that well (Brinkmann, 2013). 

 

Semi-structured interviews will be used to collect primary data for this thesis. This approach 

was chosen because it allows for an in-depth exploration of complicated themes such as 

financial well-being and perspectives, social comparison as well as consumer behavior 

(Denny & Weckesser, 2022). Respondents for this study will be selected based on their 

active use of the TikTok platform, which includes having a registered TikTok account. The 

selection criteria are simply that participants use the app regularly and maintain an account 

on it. This ensures that the data gathered is relevant and meaningful in relation to the research 

problems. The interviews will be conducted in a way that encourages spontaneity, allowing 

respondents to fully communicate their experiences and thoughts. While there will be a list 

of questions and themes, the semi-structured style allows for follow-up questions based on 

the responses of the respondents. A varied group of participants will be chosen to represent 

a variety of perspectives and experiences. This group covers a range of socioeconomic 

backgrounds. 

 

The data gathered will be analysed qualitatively, with an emphasis on identifying common 

themes and trends (Saldana, 2011). This study will be conducted in three stages: data 

reduction, data clustering, and general idea development (Tuomi & Sarajärvi, 2018). 

Transcribing the interviews will be the first step, followed by an in-depth evaluation to find 

out major themes related to the research topics. The analysis aims to learn how TikTok 

influencers' content affects consumers' financial well-being and behavior. The study aims to 

capture the specifics and nuanced aspects of this influence through qualitative interviews, 

which are critical to fully comprehending the phenomena. 
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1.7. Structure of the Thesis 

This thesis is divided into two parts: the theoretical part, which explores the topic's literature 

and theoretical background, and the empirical part, which collects, analyses, and discusses 

data. The thesis is divided into several main chapters, each of which focuses on a different 

area of the research. 

 

The first chapter provides an overview of the research. It defines the core research problem, 

introduces the theoretical framework along with key concepts, and describes the research's 

limitations and methodology. The theoretical part of the thesis is covered in the second 

chapter. The theoretical part focuses on TikTok as a platform and the role of social media 

influencers. It analyses the dynamics of TikTok, and its impact on consumer behavior, 

focusing on how influencers shift perceptions and behaviors. Also, the theoretical 

foundations of financial well-being and consumer behavior are examined in these chapters. 

Chapter two analyse existing literature on how social media, particularly influencer content, 

can influence consumers' financial perspectives and spending habits. The chapter address 

the role of social comparison theory with a focus on the relationship between digital content 

consumption and financial well-being. 

 

The third chapter covers the research methodology in depth. It focuses on the steps required 

for conducting qualitative interviews, such as respondent selection, developing interview 

questions, and data collection processes. The findings from the data gathered through 

interviews are presented in chapter four. It systematically presents the data analysis, 

highlighting major themes and insights connected to the research questions. The findings are 

discussed in the final chapter. It addresses the research questions, draws conclusions, and 

emphasizes the study's contributions to the field. This chapter also analyses the research's 

limitations and recommends future research topics. 
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2. Literature Review 

In this section, a comprehensive literature review is presented that lays the foundational 

understanding for the study. The review explains key concepts and terminology relevant to 

the research topic, ensuring a clear conceptual framework is established for further analysis. 

These chapters focus on social media communications, influencer marketing, TikTok, 

consumer behavior, social media, social comparison theory and well-being as well as 

financial well-being. By the end of this chapter, readers will know the theoretical landscape 

surrounding the research topic, equipped with the necessary background to appreciate the 

nuances of the study’s contributions and implications. 

 

2.1. Social Media Communications and Consumer Interaction 

Social media has become increasingly popular among consumers. Motivations for media use 

have been categorized in various ways over time. Qin (2020) examines the common 

motivations for social media use: information seeking, entertainment, personal identity, and 

convenience. (Qin, 2020.) The internet connects billions globally and is essential to modern 

society. In 2024, there are 5.44 billion internet users globally, representing 67.1% of the 

population. Of these, 5.07 billion, or 62.6%, are social media users. Young people (15-24) 

had the highest internet usage, especially in Europe at 98%, compared to the global average 

of 75%. (Statista, 2024.) 

 

The rapid evolution of social media platforms is influencing recent and future business 

trends. The expanding number of users globally using social media platforms demonstrates 

the widespread adoption of social media by consumers. (Pan, Torres & Zúñiga, 2019.) Social 

media refers to a variety of digital platforms meant for social engagement, such as discussion 

forums and social sharing services, as well as text messaging and networking sites such as 

Facebook and LinkedIn (Caron & Light, 2016). Caron and Light (2016) stated that people 

with and without disabilities can use social media to share information, establish 

relationships, and build social networks. The rising popularity of social media and its 

growing importance for businesses make it crucial to understand how social media exposure 
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influences consumer brand purchases. Social-media-based advertising allows for interaction 

not only between the firm and consumers but also among the consumers themselves. (Xie & 

Lee, 2015.)  

 

According to Jha (2019), social media platforms have had a major effect on consumer 

behavior, influencing everything from information gathering to post-purchase actions. Also, 

these platforms have played an important role in shaping how customers connect with brands 

and share their experiences (Jha, 2019). Kong, Witmaier, and Ko (2021) stated that brands 

have recognized the value of social media channels as useful tools for engaging with 

customers, developing brand-customer connections, and supporting consumer decision-

making. Platforms like this allow consumers to interact with brands, resulting in brand 

equity, favourable word of mouth, greater brand loyalty, and increased buy intentions (Kong, 

Witmaier & Ko, 2021). 

 

Teenagers are more resistant to traditional marketing approaches, which has resulted in 

a decline in advertising profits for many traditional media channels – however, the rise of 

social media has provided marketers with new ways to contact millions of young consumers 

(Duffett, 2017). Businesses are increasingly using social media platforms such as Facebook, 

TikTok, Twitter, Instagram, Pinterest, and YouTube to communicate with their customers. 

Communicating can be, for example, live updates, vlogs, tweets, photographs, and postings 

about new product releases. (Cao et al., 2021.) 

 

2.2. The Dynamics of Influencer Marketing 

Generation Z, individuals born in the late 1990s interact with media in ways that differ 

significantly from older generations. Traditional television has been replaced by streaming 

platforms such as Netflix, radio by music streaming services such as Spotify, and magazines 

by online forums such as Reddit. As a result, advertising through social media platforms like 

Instagram and TikTok, have become the most successful marketing channels. (Haenlein et 

al., 2020.) 
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Influencers are a phenomenon that has grown in line with the growth of social media 

platforms (Belanche et al., 2021). Influencers are social media personalities who have a 

significant following and can persuade their audience due to their reach (Lee et al., 2022). 

Belanche et al. (2021) stated, that influencers have evolved as a new type of opinion leaders 

who have a unique position in the age of social media, combining the attractiveness of a 

celebrity with the relatability of a friend. 

 

According to Pradhan et al. (2023), when compared to traditional celebrities, Generation Z 

finds influencers more trustworthy and dependable. Notably, the recommendations of these 

influencers influence the purchasing decisions of approximately 44% of Generation Z 

(Pradhan et al., 2023). Influencer credibility means the trustworthiness and expertise that the 

public has given influencers (Lee et al., 2022). According to Reinikainen et al. (2020), the 

influencer's attractiveness, expertise, trustworthiness, similarity to the audience, the quality 

of their message, and how well they match the product they're advocating all contribute 

considerably to how effectively their messages are received. 

 

Influencers can be classified to five types of influencers: celebrity and mega-influencers, 

who have over a million followers; macro-influencers, who have followers ranging from 

100,000 to one million; micro-influencers, with a following of 10,000 to 100,000; and nano-

influencers, who have fewer than 10,000 followers (Park et al., 2021). Hernández-Méndez 

& Baute-Díaz (2024), indicate that for influencers with a large follower base, trustworthiness 

significantly impacts how users perceive their posts. For influencers with fewer followers, 

attractiveness plays a more pivotal role in shaping users' attitudes towards their posts. This 

pattern suggests that influencers with a higher number of followers are likely perceived as 

more trustworthy because they are better known among users. (Hernández-Méndez & Baute-

Díaz, 2024.) 

 



 21 

2.2.1. Influencer Marketing in TikTok 

TikTok has emerged as the most rapidly spreading social platform since the pandemic 

(Kennedy, 2020). It is well-known for its unique audio-visual format, which allows users to 

create and share short videos. They are easily scrollable, and TikTok provides a more 

spontaneous and relatable experience than YouTube's longer video format and Instagram's 

filtered images. (Barta et al., 2023.) TikTok has a variety of built-in content creation 

capabilities, such as animations and special effects, but its most unique feature is its use of 

sound, which ranges from voices and movie conversations to music, that has the potential to 

grow viral on the platform (Wahid et al., 2023).  

 

TikTok takes a unique approach to influencer marketing, providing dynamic content in a 

wide range of areas such as fashion, food, travel, beauty, and reviews, primarily to a young 

audience (Liu, 2023). Alcántara-Pilar et al. (2024) research findings highlight that TikTok 

influencer-follower relationships are multifaceted, extending beyond transactions. 

Influencers act as digital storytellers, creating personal narratives that resonate with their 

audience, building trust and shared values, which enhance loyalty and commitment. Findings 

also shows that influencer marketing significantly influences purchase intentions and 

product recommendations. Followers see influencers as trendsetters and credible sources of 

information. The authenticity and trust fostered by influencers can significantly sway 

follower decisions, boosting purchase intentions and product endorsements. (Alcántara-Pilar 

et al., 2024.) 

 

When users open TikTok, they are immediately directed to the ForYou page, where content 

is personalized by an algorithm predicting their viewing preferences, and this content 

curation mechanism allows ordinary people to gain significant fame on the platform 

(Rauchberg, 2022). For example, less than a year ago, Alix Earle was just a regular student 

at the University of Miami, but in just a few months, after gaining millions of followers on 

TikTok, Earle found herself overwhelmed by sudden fame (Frye, 2023). The hashtag 

#alixearleeffect has over 119.6 million views on TikTok, whereas the phrase 'Alix Earle 

effect' has over 2.1 billion views (TikTok, 2023; Fear-Smith, 2023). Videos with this hashtag 
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often feature Alix Earle's followers copying her skincare and cosmetics techniques, wearing 

clothing inspired by her style, and expressing their enthusiasm to try whatever product she 

uses (Fear-Smith, 2023).  

 

2.2.2. Social Comparison Theory on Influencer Marketing 

Kim, Park, and Kim (2023) stated that social comparison theory suggests that people seek 

to understand themselves better by comparing themselves with others in various aspects like 

abilities, opinions, appearance, and possessions. In the context of social media, users often 

engage in social comparison when they follow influencers, using the content to explore and 

shape their social identity (Kim, Park & Kim, 2023). Social comparisons can boost self-

esteem and positive emotions, but they can also lead to negative outcomes such as envy, 

depression, and eating disorders (Mundel, Wan & Yang, 2023). 

 

According to Claeys, Charry, and Tessitore (2023), influencers frequently use filters to 

present an idealized image of themselves, which leads to followers engaging in social 

comparisons, particularly based on physical attractiveness, in which they frequently see 

themselves in opposition to these idealized versions. On social media, where perceptions are 

often distorted by filters and editing, these comparisons are particularly impactful (Mundel, 

Wan & Yang, 2023). Such comparisons can result in self-discrepancy, generating emotional 

discomfort as people compare their own selves to these 'ideal' influencer identities (Claeys, 

Charry & Tessitore, 2023). According to Mundel, Wan & Yang (2023) social media 

increases this issue by promoting idealized content related to youth, fame, and attractiveness. 

Exposure to these unrealistic standards can cause anxiety, depression, and irrational 

behaviors like impulsive buying (Mundel, Wan & Yang, 2023). 

 

Because social media influencers often highlight the positive aspects of their lives, their 

followers may feel envious. Envy arises when people perceive others as being superior or 

more successful. (Wang et al., 2024.) While influencers often seem more relatable than 
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traditional celebrities, they frequently share glamorized selfies and luxurious lifestyles, 

which may trigger social comparison among consumers (Tian et al., 2023). 

 

Social comparison can be upward or downward, influencing feelings, emotions, attitudes, 

behaviors, and self-esteem (Wang et al., 2024). According to Li (2019) upward social 

comparison can harm mental health, often leading to depressive symptoms. This occurs 

because people compare themselves to those who appear better off, fostering feelings of 

"how happy they are" or "how successful she or he is." Such comparisons result in negative 

experiences of inferiority, like "I am so inferior to them," thereby increasing the risk of 

depression. (Li, 2019.) In the other hand, downward social comparison involves evaluating 

oneself against those perceived as inferior or less fortunate. This type of comparison boosts 

self-image, self-esteem, pride, and happiness, as it helps individuals feel better about 

themselves. (Wang et al., 2024.) 

 

According to Dinh & Lee (2022) social comparison and materialism act as intermediate steps 

between imitating social media influencers and consuming endorsed products. People 

naturally compare themselves to others, especially those who seem better off, and social 

media platforms provide opportunities for these comparisons (Dinh & Lee, 2022). These 

comparisons might be false as many influencers use tools to meet current beauty standards, 

such as filters for freckles, lighter eyes, or smooth skin. This results in "non-genuine" 

portrayals, where genuineness is defined as "the ability and willingness to be what one truly 

is." (Claeys, Charry & Tessitore, 2024.) 

 

Chae (2018) found out, that individuals who frequently view influencers' posts, especially 

those about their daily lives rather than informational content, are more likely to compare 

their own lives to those of the influencers. This comparison behavior leads to increased 

feelings of envy toward the influencers over time. (Chae, 2018.) Wilska, Holkkola & 

Tuominen (2023) addresses that teenagers are especially exposed to social comparison and 

social media significantly influences the personal and social identities of young people 

(Wilska, Holkkola & Tuominen, 2023). Influencers are criticized for portraying idealized 

lives on social media, and some influencers are now starting to embrace authenticity by 
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sharing unfiltered and less polished content, which would be positive change – however, the 

phenomenon is so new that it has not been studied (Claeys, Charry & Tessitore, 2024). 

 

2.3. Consumer Behavior in the Digital Age 

Consumer behavior encompasses the processes of selecting, buying, and using products and 

services. It includes variety-seeking behavior, habitual buying, and dissonance-reducing 

behavior. Consumers aim to satisfy their needs, considering brand differences and 

involvement levels during their purchase decisions. Influencing factors are categorized into 

cultural, social, personal, and psychological. (Katrodia, 2021.) According to Cohen, Prayag 

& Moital (2014), consumer behavior refers to a variety of acts, decisions, thoughts, or 

experiences aimed at satisfying consumer needs and desires. It addresses all activities 

directly related to the buying, use, and disposal of products and services, as well as the 

decision-making processes that happen before and after these acts (Cohen, Prayag & Moital, 

2014). 

 

In the past decade, social media has significantly influenced consumer behavior, leading to 

major shifts in consumption patterns. Consumers now heavily rely on social media to 

discover and shop for products and services. (Moedeen et al., 2024.) Hunjet, Kozina & 

Vuković (2019) stated, that digital-age consumers are highly demanding, with specific 

desires driven by the vast information available online. This access allows them to find 

products and services that best meet their needs and budget while seeking authentic 

experiences. Their purchase decisions are influenced by motivation, attitudes, past online 

shopping satisfaction, and return policies. (Hunjet, Kozina & Vuković, 2019.) According to 

Parfenova & Romashova (2020), a variety of factors influence consumer behavior, including 

not only socio-demographic characteristics such as gender, age, education, occupation, and 

money but also unique features of an individual's character and self-esteem (Parfenova & 

Romashova, 2020).  
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Understanding gen-z or digital natives consumer behavior involves considering 

psychological and social concepts such as self-esteem, self-image, peer influence, self-

disclosure, materialistic values, and stress. Personality traits like extraversion/introversion, 

conscientiousness, tolerance of uncertainty, neuroticism, narcissism, anxiety, and social 

enjoyment are also significant for this group. (Ameen, Hosany & Taheri, 2023.) Market 

researchers identify Gen Z as realistic, responsible, determined, curious, and open-minded. 

Gen Z is highly engaged with technology and skilled at multitasking, such as watching 

videos, doing online assignments, and texting simultaneously. (Thach, Riewe & Camillo, 

2021.) 

 

Goldring & Azab (2021) found significant generational differences in traits between Gen Z 

and Gen X. Both generations share similar levels of value consciousness, need for 

uniqueness, and social outcome decision-making. However, Gen Z exhibits higher status 

consumption patterns and lower marketplace interfaces than Gen X, likely due to Gen Z's 

discomfort with face-to-face interactions and a preference for technology-driven, self-

managed shopping experiences. (Goldring & Azab, 2021.) 

 

Nugraha et al. (2024) argue that micro-celebrities post authenticity positively impacts 

utilitarian browsing. Generation Z women trust micro-celebrities’ cosmetic 

recommendations on TikTok for product quality, price, and value. This authenticity 

encourages them to seek more information and make purchase decisions. Additionally, 

Generation Z women are the largest group following micro-celebrities for fashion 

inspiration, often leading to increased browsing and impulsive purchases. (Nugraha et al., 

2024.) According to Zhang, Zhang & Daim (2023) both hedonic and utilitarian values 

positively influence purchase intention on social media platforms like TikTok. Emotional 

pleasure mediates this relationship, and flow experience enhances the impact of hedonic 

value on emotional pleasure and purchase intention. Value motivates consumer decisions 

and increases loyalty and trust in products. In social media marketing, users feel satisfied 

and engaged, becoming loyal fans and increasing their purchase intention. (Zhang, Zhang & 

Daim, 2023.) 
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2.3.1. Decision Making and Social Media 

According to Yang et al. (2022), consumers live in an environment where they are constantly 

bombarded with sensory signals that vary from visible to hidden indications. And the use of 

the Internet has significantly changed how people purchase products. The most noticeable 

difference is how easily people can now search for, share information about, and purchase 

products online. (Tseng & Wei, 2020.) 

 

Fakhreddin and Foroudi (2022) stated, that as a result, social media influencers have 

emerged, who play an important role in spreading information and influencing purchasing 

decisions. Their opinions are especially influential in driving customer choices 

because they are respected by their followers, and their shared content is frequently viewed 

as trustworthy, interesting, and persuasive (Fakhreddin & Foroudi, 2022). According to Dinh 

and Lee (2022), can be stated, that customers increasingly think about social media 

influencers as ideal role models whose behaviors and choices they aspire to imitate, and their 

influence on consumer purchasing decisions is growing. 

 

2.3.2. The Role of Algorithms in Content Delivery 

Algorithms are a big part of the social media and how it works. The increased usage of 

algorithms, robots, and artificial intelligence has caused ongoing discussions over their 

potential positive and negative aspects, as well as the responsibility for issue-solving and 

solution creation (Saurwein, Brantner & Möck, 2023). According to Etter and Albu (2021), 

social media algorithms have been developed to manage the massive volume of information 

and interactions that consumers encounter on these platforms. They make consumers' lives 

easier by sorting, filtering, and ranking content, resulting in personalized feeds that 

encourage interaction and engagement (Etter & Albu, 2021). This content customization is 

based on the gathering and analysis of individual user data, which includes factors such as 

personal attributes and online activities and is widely collected across the internet (Voorveld, 

Meppelink & Boerman, 2023).  
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Social media algorithms have become the focus of huge discussion, raising concerns about 

their risks, responsibility for their effects, and the influence of social media platforms. These 

concerns are mirrored in initiatives such as the European Union's Digital Services Act 

(DSA), which seeks to strengthen accountability for digital platforms. (Saurwein, Brantner 

& Möck, 2023.) 

 

Most of the previous research has focused on how conscious people are that the online 

content they see is chosen by algorithms. This awareness, known as 'algorithmic awareness,' 

is defined as the understanding that a dynamic system is personalizing and customizing the 

information a user receives. (de Groot, de Haan & van Dijken, 2023). Consumers may be 

aware that algorithms can customize and filter media content for each individual and that 

they are involved in automated decision-making processes. They may also be aware that 

their own actions influence the content that is displayed to them, emphasizing the interaction 

between humans and algorithms. (Voorveld, Meppelink & Boerman, 2023). In case of 

TikTok, consumers may be particularly aware that algorithms customize and filter content 

for each individual, influencing the videos displayed to them based on their own interactions. 

 

2.4. Impact of Influencer Marketing on Consumer Well-being 

There has been an increase in studies about the impact of social media on well-being. While 

some studies claim that social media use has negative effects on well-being, others claim 

that it has no effect at all (Kross et al., 2021). Abuhussein and Magatef's (2023) research 

stated that participant answers to the impact of social media could be separated into two 

different views. The first viewpoint emphasized social media's positive impact, emphasizing 

its role in strengthening individuals' skills and supporting them in defining their life goals. 

The second viewpoint, on the other hand, focused on its negative aspects, characterizing 

social media as a "false reflection of reality," indicating that it can falsify or misrepresent 

the facts. (Abuhussein & Magatef, 2023.) 
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2.4.1. Psychological Impacts 

According to Sun (2023), there is a relationship between social media use and negative 

mental health effects. But while social media use may have negative mental health effects, 

it is also possible that people who are anxious or lonely may turn to social media for coping 

or social support (Sun, 2023). According to Javornik et al. (2022), AR filters in social media 

can favourably influence mood but idealizing or misrepresenting one's appearance might 

hurt self-perception. This highlights the negative effects of social media in encouraging 

unrealistic body image standards and regular social comparison (Javornik et al., 2022).  

 

There are previous studies, that have researched how influencers affect consumers’ well-

being, for example, how watching fitspiration content on TikTok affects young women's 

body image, their tendency to compare appearances, and their mood. When compared to 

watching art-related TikTok videos, seeing fitspiration videos on TikTok resulted in a larger 

risk of negative mood and appearance comparison. (Pryde & Prichard, 2022.) Even though 

social comparison and how influencers affect consumers’ well-being have been studied, 

there is currently a gap in studies on how social media influencers directly affect the financial 

well-being of their audience.  

 

2.4.2. Financial Well-being and Influencer Impact 

Financial well-being is typically defined as a person's capacity to efficiently manage ongoing 

financial responsibilities, maintain their present and desired lifestyle, and achieve financial 

independence (She et al., 2023). Utkarsh et al. (2020) stated, that financial well-being is vital 

not only for personal financial success but also for improving individual productivity at work 

and general well-being, as well as significantly contributing to the development of a healthy 

and vibrant economy. Dissatisfaction with one's own finances can lead to psychological 

harm and a decline in physical health, as well as a decrease in self-confidence and 

productivity at work (She et al., 2022). 
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Young consumers, particularly college students, rely heavily on student loan debt and credit 

cards, which is an important factor that can have a negative impact on their financial well-

being. Furthermore, credit card companies' marketing methods can push students to 

overspend, further harming their financial well-being. (Nanda & Banerjee, 2021.) According 

to Koay et al. (2022), materialism is the belief that having and owning money and material 

goods leads to happiness and success. Materialistic social media users frequently purchase 

products to improve or maintain their social status and happiness, and influencers play an 

important part in influencing their followers' spending patterns, which can lead to followers 

developing more materialistic mindsets (Dinh, Wang & Lee, 2023). Rani, Rofiq, and Jirwita 

(2023) found that TikTok usage intensity significantly impacts impulse buying. 

 

Individuals typically evaluate themselves by comparing themselves to societal and cultural 

standards presented in media, according to social comparison theory. When consumers 

compare themselves to social media influencers, they compare themselves against those they 

think to be finer or more ideal. (Tian et al., 2023.) Dinh and Lee (2022) stated that social 

comparison and materialism become bridges between admiring social media influencers and 

buying the products they recommend. People naturally compare themselves to others or 

evaluate their own circumstances considering the information they learn about others (Dinh 

& Lee, 2022). 

 

The growth of social media use has heightened social comparisons, particularly with media 

celebrities and social media influencers, which have been related to increased consumerism, 

leading to compulsive shopping in some circumstances (Koay et al., 2022). According to 

Mundel, Wan, and Yang (2023), influencer marketing can lead increase in online impulse 

purchasing, a behavior that has become more widespread and troublesome in today's digital 

age. While impulse purchases can satisfy hedonic needs, they can also cause psychological 

discomforts such as feelings of regret and shame afterward, as well as other negative effects 

such as significant credit card debt (Mundel, Wan & Yang, 2023). According to Ameen, 

Hosany & Taheri (2023), for gen-z or digital natives, materialistic values can compensate 

for unstable self-esteem and insecurity, helping to maintain social status. Youth materialism 

is a primary factor leading to problematic technology dependence. Studies indicate that 
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materialism contributes to addictive behaviors, such as compulsive buying and excessive 

technology use. (Ameen, Hosany & Taheri, 2023.) This combination of social comparison, 

impulse purchasing, and materialistic values can severely impact financial well-being, 

leading to long-term financial instability and stress. 
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3. Research Design and Methodology 

This study aims to deepen understanding of how exposure to TikTok influencers impacts 

consumers' financial well-being, perceptions of their financial situation, and spending 

behaviors. This part of the thesis outlines the empirical aspect of the study. It starts with 

introducing the research design and methodology selected for this study. Following that, the 

process of data collection and analysis will be discussed. The selection of interviewees and 

the context of the interviews are detailed comprehensively. Finally, the validity and 

reliability of this study will be addressed. 

 

3.1. Research Design 

The research design of this thesis is a qualitative approach, specifically tailored to explore 

the impacts of TikTok influencers on the consumers' financial well-being. This methodology 

is particularly suitable for delving into the complex interplay between digital content 

consumption and consumer behavior, areas that are deeply personal experiences that 

quantitative methods might overlook or fail to capture in their entirety. The qualitative nature 

of this study allows for deep, exploratory research into how TikTok influencers shape 

consumer perceptions and actions regarding financial decisions and lifestyle choices. This 

approach is fundamental in understanding the psychological and emotional foundations that 

guide consumer interactions with influencer content on TikTok, especially regarding 

financial decisions and spending behaviors, which lead to financial well-being. (Tuomi & 

Sarajärvi, 2018; Hirsjärvi & Hurme, 2022.) 

 

By employing a qualitative research design, this thesis intends to capture the lived 

experiences and subjective realities of TikTok users. This involves collecting data that is 

rich and detailed of consumers’ interactions with influencer content. Such data provides 

invaluable insights into the mechanisms through which influencers potentially alter 

consumer attitudes toward spending and financial well-being. The qualitative research 

design selected for this study reflects a commitment to understanding TikTok's influencers’ 
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impact on financial perceptions, behaviors, and well-being from the perspective of the users 

themselves. This approach provides a foundation for comprehensive research of the topic, 

ensuring that the findings offer a meaningful contribution to the existing knowledge on social 

media's impact on consumer behavior. (Tuomi & Sarajärvi, 2018; Hirsjärvi & Hurme, 2022.) 

 

3.2. Data Collection Method 

In qualitative research, the primary methodologies for data collection include interviews, 

observations, and questionnaires. Researchers may employ these methods singly or in 

various combinations based on the specific requirements of their study. The aim is to collect 

detailed and personalized data, and it's common for researchers to play an active role in this 

collection process. (Tuomi & Sarajärvi, 2018.) 

 

Interviews, surveys, and observations form the foundation of qualitative research, offering a 

way to understand participants' experiences and perspectives. Regardless of the method 

chosen, the focus remains on gathering in-depth and individualized information. This 

approach underscores the importance of the researcher's engagement in the material 

collection phase, ensuring the data is both comprehensive and contextually relevant. (Tuomi 

& Sarajärvi, 2018.) 

 

For this study on the impact of TikTok influencers on consumer financial well-being and 

spending behaviors, semi-structured interviews have been selected as the primary data 

collection method. This approach is highly effective for qualitative research, where the 

depth, nuance, and variety of personal experiences and perceptions are crucial for 

understanding the phenomenon under research. (Tuomi & Sarajärvi, 2018; Hirsjärvi & 

Hurme, 2022.) 
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3.2.1. Semi-structured Interviews 

Semi-structured interviews offer a flexible yet focused means for exploring complex topics 

like financial well-being and consumer behavior in the context of social media influence. By 

employing a semi-structured format, this research can delve into predefined areas while still 

allowing for the emergence of unexpected insights and the exploration of themes that may 

arise during conversations. This balance between structure and flexibility is particularly 

valuable for capturing the richness of participants' experiences and viewpoints. (Lapan, 

Quartaroli & Riemer, 2011; Hirsjärvi & Hurme, 2022.) 

 

The interviews will be conducted based on an interview guide of open-ended questions 

designed to get detailed responses about participants' interactions with TikTok influencers, 

their financial decisions influenced by these interactions, and any perceived changes in their 

financial well-being. This method facilitates an in-depth understanding of the psychological 

and behavioural impacts of influencer content on consumers, particularly regarding their 

financial perceptions and actions. (Hirsjärvi & Hurme, 2022.) 

 

A total of seven individuals were interviewed for this thesis, ensuring a range of perspectives 

while maintaining a manageable scope for detailed analysis. Conducting individual 

interviews helped avoid the potential biases and group dynamics that could influence 

participants' responses in a focus group setting. People might not answer honestly in a group 

setting about their financial situation because the topic may cause shame or other negative 

feelings to the individual. (Hyvärinen et al., 2017.) This choice was crucial to gathering 

authentic and uninfluenced accounts of personal experiences, attitudes, and behaviors related 

to TikTok influencers and financial well-being.  

 

To foster an environment where participants felt comfortable sharing openly, the interviews 

emphasized creating a supportive and non-judgmental atmosphere. The interviewer played 

a key role in this, actively working to make the participants feel at ease and encouraging 

them to express their thoughts fully and freely. This approach aligned with best practices in 
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qualitative research, aiming to capture the authentic experiences and perspectives of the 

interviewees, thereby enriching the study's findings with genuine insights into the influence 

of TikTok on financial behaviors and perceptions. 

 

3.2.2. Interviewee Selection and Interview Process 

For this study, the selection of interviewees was carefully tailored to align with the research 

objectives, focusing on TikTok's influence on financial perceptions and behaviors among 

Finnish consumers. Seven individuals participated, representing a cross-section of 

Generation Z and Millennials, the primary users of TikTok. This demographic was chosen 

due to their active engagement on the platform and potential exposure to influencer content, 

making them valuable contributors to understanding the research topic. As seen in Figure 2, 

the interviewees were selected to represent a variety of socioeconomic backgrounds, life 

situations, and educational levels. This approach aimed to capture the multifaceted nature of 

TikTok users' experiences and the influence of influencer content on their financial well-

being and behaviors. 

 

 

Figure 2. Interviewees of the research 
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The participants included both full-time and part-time students, as well as individuals 

employed full-time and part-time in various occupations and industries. This diverse mix 

provided a wide range of insights into how different life situations might influence 

interactions with TikTok and responses to influencer marketing. The selection process also 

considered demographic factors such as age, gender, and residence to gather data from 

Generation Z and Millennials. These considerations ensured a comprehensive understanding 

of how TikTok influencers impact financial perceptions and spending habits across different 

segments of the Finnish population. 

 

The data collection was conducted through semi-structured interviews during January and 

February of 2024, allowing for both in-depth exploration of predefined topics and the 

flexibility to explore new insights as they emerged. This method provided a rich qualitative 

dataset, capturing the nuances of participants' experiences and perceptions. Before the 

interviews, participants were informed about the study's objectives, the nature of the 

questions, and the confidentiality of their responses as well as anonymity. This preparation 

helped establish a comfortable and trusting environment, encouraging open and honest 

dialogue. The interviews were conducted in Finnish, the native language of all participants, 

to facilitate clear communication.  

 

The interview guide was developed to cover a broad range of topics related to TikTok usage, 

TikTok influencers, financial decision-making influenced by social media, and the perceived 

impact of influencer content on financial well-being. This comprehensive approach ensured 

that the interviews would yield detailed and relevant data for analysis, contributing valuable 

insights to the study's research objectives. 

 

Following the completion of the interviews, each session was transcribed to facilitate a more 

thorough analysis and to identify patterns and key insights from the discussions. The 

transcriptions focused primarily on the content shared by participants, with less emphasis on 

vocal nuances or pauses. This approach ensured that the analysis would focus on the 

participants' expressed thoughts and experiences related to TikTok's influence on their 

financial well-being. After transcription, the interviews conducted in Finnish were translated 
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into English to ensure consistency across the study. This translation process was vital for 

integrating the insights gained from the interviews into the broader research framework, 

allowing for a cohesive analysis and presentation of findings. (Welch & Piekkari, 2006.) To 

preserve the anonymity of the interviewees, any potentially identifying information was 

carefully deleted from the transcriptions. This step was crucial to maintain the confidentiality 

and trust established with participants, ensuring that their insights could be shared freely 

without concern for personal privacy.  

 

3.3. Data Analysis 

In this thesis, the data collected through semi-structured interviews was systematically 

analyzed using thematic analysis. This method is well-suited for this study because it allows 

for the identification, analysis, and reporting of themes within qualitative data, which are 

critical in understanding the nuanced impacts of TikTok influencers on consumer behavior 

and financial well-being (Clarke & Braun, 2017).  

 

Thematic analysis is a flexible method that involves a process of coding data, and then 

organizing these codes into meaningful themes. This method involves several clear steps: 

familiarizing oneself with the data, generating initial codes, searching for themes, reviewing 

themes, defining and naming themes, and finally, producing the report. Each stage requires 

attention to detail and adherence to the integrity of the data. (Nowell et al., 2017.) 

 

In this research, after transcribing and translating the interviews, the initial reading included 

noting down initial themes. The initial themes for analysis were developed using the research 

questions as a foundation, which also formed the framework for the interview guide 

(provided in Appendix 1). These themes were then used as a basis for coding the interview 

data. While the coding process didn't encompass every single question posed during the 

interviews, it grouped related interview topics under each initial theme to facilitate a 

comprehensive analysis of the data (Figure 3). 
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Figure 3. Initial themes for data analysis. 

 

The data was then coded, which involved collating data relevant to each code. This stage 

was crucial for beginning to identify significant patterns that recur across the dataset. Codes 

were grouped into potential themes, which were repeatedly refined to ensure they formed a 

coherent pattern and accurately represented the data set. The validity of these themes was 

checked against the dataset to ensure they accurately reflected what the participants said and 

covered all relevant data. Summary of key themes identified through data analysis are 

provided in figure 4. 
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Figure 4. Summary of key themes identified through data analysis. 

 

The chosen approach for this study was inductive; themes were derived from the data 

without trying to fit them into a pre-existing coding frame or the researcher’s analytical 

preconceptions. This approach ensures that the findings emerge from the data under the 

conditions of the study rather than being imposed from theoretical preconceptions. (Nowell 

et al., 2017; Braun & Clarke, 2006.) 

 

By applying thematic analysis, this research follows methodological framework that 

enhances its reliability and validity. The findings are presented in a way that allows the 

reader to follow the logical progression from the raw data to the final conclusions, thereby 



 39 

ensuring transparency and replicability. This provides a strong foundation for the qualitative 

insights derived from the data, giving a detailed and nuanced understanding of how TikTok 

influencers impact consumer financial perceptions and well-being. (Nowell et al., 2017.) 

 

3.4. Reliability and Validity 

In assessing the reliability and validity of this research, it is essential to establish the 

credibility of the methodologies and findings. Reliability in qualitative research such as this 

refers to the consistency of the research process and the reproducibility of its outcomes. If 

another researcher were to conduct a similar study under comparable conditions, the results 

should ideally align closely with those presented here. This is achieved through detailed 

documentation and transparent presentation of research methods and data analysis, ensuring 

that the process can be replicated. (Tuomi & Sarajärvi, 2018.) 

 

Validity concerns the accuracy and appropriateness of the study's findings in representing 

the phenomena investigated. It addresses whether the research truly measures what it claims 

to measure. In this study, validity is ensured through the careful design of interview 

questions that align directly with the research questions, allowing for a focused exploration 

of the impact of TikTok influencers on financial behaviors, well-being, and perceptions. 

(Tuomi & Sarajärvi, 2018.) 

 

To enhance reliability, this research employs a systematic approach to data collection and 

analysis. Interviews were conducted using a semi-structured format, which provided 

consistency across sessions while allowing flexibility to explore unexpected insights. All 

interviews were recorded and transcribed to ensure that the analysis was based on directly 

in the data. Quotations from these transcripts are used throughout the study to strengthen 

findings, providing a direct link between the analysis and the original data. Further 

enhancing reliability, the study's procedures are detailed in this thesis, from the selection of 

participants to the execution of interviews and data handling processes. This thorough 

documentation enables other researchers to understand and evaluate the methods used. 
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The validity of this study is supported by several strategies. Firstly, the participant selection 

was carefully aligned with the study's delimitations, focusing on a specific demographic 

known to be active TikTok users. This targeted approach helps ensure that the findings are 

relevant to the group most likely affected by the phenomena under study. Secondly, before 

the interviews, participants were informed about the study's aims and the confidentiality of 

their responses, helping to minimize any potential response bias. 

 

Moreover, the analysis was conducted using thematic analysis, a method well-suited for 

identifying and interpreting patterns within qualitative data. This approach emphasizes depth 

and richness of context, providing a strong basis for valid conclusions. Each theme was 

derived from the data itself, rather than imposed on it, ensuring that the analysis faithfully 

represents the participants' experiences and perspectives. (Braun & Clarke, 2006.) 
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4. Findings 

In this chapter, the findings derived from the data analysis are detailed, organized under the 

research questions. Each section of this chapter is dedicated to a specific research question, 

providing a structured narrative that supports the research questions and offers a clear path 

through the analysis. Initially, the chapter explores the impact of TikTok influencers on 

consumers' financial well-being, followed by an examination of the relationship between 

TikTok usage and financial self-perception. The following sections delve into the emotional 

responses elicited by influencer content and changes in consumer spending behavior. 

 

The quotes used in this chapter, translated from Finnish, illustrate the participants' 

perspectives. Each interviewee is anonymized and referenced numerically, ensuring privacy 

while maintaining the integrity of the data. This format allows for direct attribution of 

specific insights to individual participants, enhancing the transparency and credibility of the 

analysis. The semi-structured nature of the interviews means that not all participants 

addressed every theme, reflecting the organic flow of conversation inherent in this type of 

research methodology. 

 

4.1. Influencer Impact on Financial Well-being 

The influence of TikTok influencers extends significantly into the financial decisions and 

overall financial well-being of consumers. This section delves into the specific impacts as 

expressed by interviewees, highlighting both the motivational and the harmful aspects of 

influencer content. Several respondents recall moments when influencer content directly 

prompted them to consider or make purchases they hadn't planned: 

 

"This morning, when I was watching TikTok, there was a Finn who had reviewed, and 

praised that Dyson Dupe (cheaper) version... Then I looked at those comments and then 

some people commented: “I stopped this video and went straight to buy this”. It costs 200 
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euros, then I felt like, okay. I couldn't just make that kind of pricey purchase right now." 

(Interviewee 1) 

 

This quote illustrates the powerful immediate effect influencers can have on consumers, 

driving them to make spontaneous purchases based on recommendations. Also, this 

respondent reflects on the power of influencer marketing but also underscores the economic 

differences between consumers and influencers as well as between consumers with different 

financial situations. The content viewed on TikTok also plays a role in shaping long-term 

financial attitudes and behaviors: 

 

"I've noticed that almost every time I scroll through it... I want to test that, or like again I 

supposedly need it... But just like that, that it, like all the time you supposedly lack 

something." (Interviewee 1) 

 

This response highlights the constant feeling of need generated by influencer content, which 

can lead to continuous spending and adjustments in financial planning. Responses also 

reflected on how TikTok affects their sense of financial security and satisfaction: 

 

"I'd like to learn better like saving and... Like just buying fewer things... So, TikTok kind of 

on some level still worsens financial well-being though." (Interviewee 1) 

 

This quote suggests that while TikTok can offer opportunities for financial education and 

inspiration, it more often makes worse poor saving habits and promotes a consumerist 

mindset. Some interviewees experience a comparative reaction when exposed to the 

consumerism lifestyles portrayed by influencers, prompting them to question their financial 

standing: 
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"But maybe it just... When you compare your financial situation. And then... Maybe just 

makes you question it." (Interviewee 2) 

 

This comment illustrates how constant exposure to influencer wealth can lead individuals to 

doubt their financial choices and status, fostering a feeling of inadequacy or a drive for 

improvement. The visibility of luxury and consumerism in influencer content can directly 

influence consumers' spending habits, reducing their financial prudence: 

 

"Yes, if I see a lot of stuff, then I become a lot laxer with my own money when I see 

someone else has a lot of things. And then I think, why not, I can too." (Interviewee 5) 

 

This statement captures a common behavioural shift where consumers feel justified in 

making more easily spending decisions, mirroring the consumption they observe online. For 

those already facing financial challenges, the influence of TikTok can make difficulties 

worse: 

 

"Well, my starting point would be pretty bad in that sense, that I don't have any financial 

well-being to speak of. So, it probably hasn't greatly affected it since there wasn’t much to 

start with. But yes, it probably worsens even the current situation a bit." (Interviewee 5) 

 

Here, the respondent acknowledges a lack of financial well-being, suggesting that while their 

situation is not dramatically altered by influencer content, it does contribute to a further 

financial situation. This highlights a particular vulnerability among consumers who may 

already be struggling financially. In contrast, another interviewee points out the positive 

aspects, such as learning about investing, showing that the influence can vary greatly among 

individuals: 
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"Or like, just that they can increase consumption. But then I don't necessarily feel that it 

always affects me super negatively either. Because I find influencers inspiring, I started 

investing. And like, buying stocks because of influencers." (Interviewee 2) 

 

Interviewees also noted having to make specific adjustments to their budgets due to 

influences from TikTok: 

 

"I adjust my budget every month because of TikTok and all my other personal decisions." 

(Interviewee 5) 

 

This response underlines the dynamic nature of financial planning in the age of social media, 

where influences can lead to regular budgetary modifications. 

 

"There was a situation where someone was showcasing their investment portfolio and 

openly shared how much money they had, which then makes you wonder why you don't 

have as much, what you’ve done wrong, or why you don't have it." (Interviewee 7) 

 

This particular example highlights the psychological impact of seeing others' financial 

successes on TikTok, which can lead to self-doubt and a decrease of own financial well-

being.  

 

4.2. Usage Frequency and Financial Awareness 

This section discusses how different levels of TikTok usage relate to consumers' financial 

awareness and self-perception, focusing on their exposure to materialistic content and how 

they manage the influence of such content on their spending habits and financial decisions. 
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All the interviewees engage with TikTok daily, often for multiple hours, which significantly 

influences their exposure to materialistic content and potentially impacts their financial 

behaviors: 

 

"I use it daily... Now I have to use it for work, so at least an hour. I'm definitely on TikTok 

every day." (Interviewee 1) 

 

“Well, I use it... daily maybe an hour or two. I usually scroll through it mostly in the 

morning and evening.” (Interviewee 2) 

 

“Daily. Yes, there are days when I use it a lot. And there have definitely been days when I 

really use it way too much. But now I’ve been paying attention to that. Nowadays, I just 

create my own media content and then go commenting. So, I probably spend about two 

hours a day on it.” (Interviewee 3) 

 

“Probably every day. Like, maybe while eating breakfast and then just, if I'm bored, I 

might scroll for a long time.” (Interviewee 4) 

 

“So as soon as I wake up in the morning, I'll open it and see what's happened. And then I 

scroll through it during the workday, every time I have a dull moment. And in the evenings, 

so I enjoyed there for many hours.” (Interviewee 5) 

 

The regular exposure to TikTok content creates a routine where users continuously 

encounter materialistic videos, which can affect their perceptions and desires regarding 

spending. TikTok's algorithm tailors’ content that often highlights material goods, making 

up a significant portion of what users see: 

 

"Definitely about half. Yes. Or a bit less than half of what comes to me." (Interviewee 1) 
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"Probably a little over half." (Interviewee 2) 

 

“Quite a lot. It probably also depends on what interests me, so it shapes accordingly. I 

would say at least 80–90% of the content on TikTok is material-oriented.” (Interviewee 6) 

 

“A lot. Really a lot. I mostly watch, like, makeup stuff and such. Yes. So, then I get a lot of 

that. Yes. All product recommendations and such. Yes.” (Interviewee 4) 

 

This frequent exposure to product-focused content can stimulate a desire for new products, 

influencing consumers' spending habits subtly but effectively. Some interviewees often find 

themselves struggling to balance the inspiration drawn from TikTok and maintaining a 

realistic perspective on their financial capabilities: 

 

"I feel like I have a pretty realistic view of what I can afford and what I can't. And then, 

that's also affected by the fact that I'm a student... One thing I've thought about is if you 

want to buy a product, like a Dyson. Then what I've sometimes thought about is, if I'm 

working a day job, what's my hourly wage? How many hours would I have to work for 

that, so that I can... Get it." (Interviewee 2) 

 

This respondent uses practical strategies to contextualize the cost of desired items, grounding 

their purchasing decisions in their economic reality. 

 

"Yes, I think a lot about my finances, like whether I can afford to stay a full-time student. 

Because I have this lifestyle. So, it's stressful. But if we're focusing the answer on TikTok 

itself, then I feel that I have a very realistic perspective. That TikTok doesn't really affect it 

in that way." (Interviewee 3) 
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Despite the pervasive influence of TikTok, one interviewee can maintain a clear boundary 

between the content and their financial decisions, indicating a strong sense of financial 

awareness and discipline. Understanding the nature of influencer marketing helps some users 

to critically evaluate the content and resist the urge to make unnecessary purchases: 

 

"I feel like I understand quite well that many... Just that many get... Get a lot of stuff for 

free. Sometimes you have to remind yourself more, but..." (Interviewee 4) 

 

This awareness can act as a wall against the impulsive buying that often results from 

influencer endorsements. For those heavily influenced by TikTok, personal reflection and 

rationalization become crucial in managing their spending: 

 

"It depends on a bit, but I usually try to think about whether I really need this. And then, 

say, if someone recommends a product that costs 500 euros and another recommends a 

similar product for 250 euros, I tend to go for the cheaper one... But I try to think better 

now about whether it's really useful, whether it truly brings me joy, how long that joy lasts, 

whether I'll get bored of it, whether I'll actually need it." (Interviewee 5) 

 

This quote shows an intentional, reflective approach to consumption, emphasizing the 

importance of thoughtful spending rather than impulsive buying influenced by social media. 

Not all TikTok users are heavily exposed to materialistic content, which helps maintain their 

financial stability: 

 

"Not much, actually. Ultimately, it's quite little. Maybe about ten percent of the videos." 

(Interviewee 7) 

 

For these users, TikTok does not significantly impact their financial perceptions or behavior, 

indicating that content exposure levels can play a significant role in financial influence. The 
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frequency and nature of TikTok usage among different users reveal varied influences on 

their financial behaviors and perceptions. While some struggle with balancing the 

aspirational content with their financial reality, others employ strategic thinking to decrease 

the potential impacts of such exposure. The understanding of influencer marketing dynamics 

also aids in fostering critical viewing habits, helping users maintain a healthy relationship 

with their finances in the face of pervasive digital consumerism. 

 

4.3. Emotional Responses 

This section explores how TikTok content, especially when influencers show off expensive 

items or lifestyles, affects consumers' feelings about their financial situations. The reactions 

vary widely, from feeling inadequate and jealous to more thoughtful reactions about the 

realities of influencer marketing. 

 

Most of the interviewees feel worse about their financial situation when they see the lavish 

lifestyles influencers appear to lead. Interviewee (1) shared: 

 

“Well, now it feels pretty bad because I'm not fully employed... But of course, those 

thoughts then affect my financial situation when I can't afford, say, a trip... But then many 

experiences cost too." (Interviewee 1) 

 

This comment shows how seeing so much wealth on social media can make someone feel 

bad about what they can't afford, making them want for a lifestyle they see online. Another 

interviewee (2) expressed a similar struggle: 

 

"I don't know. Maybe it feels like... or just that I would want to buy those, and then... It 

makes me feel like I don't have the money or somehow compare it to if I wanted to buy 

everything they have, so... that I... That I couldn't. I couldn't, mm." (Interviewee 2) 
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This illustrates how constant exposure to influencer content can make people feel bad about 

their financial abilities and foster a distorted view of what's normal. However, some 

interviewers understand the commercial motives behind such content and recognize that 

many influencers get items for free: 

 

"Well, I know they get those for free... But that's because I am aware of that fact... And 

partly certainly feel pressure. And I would certainly feel it if I were just a student. Then 

when you see everyone else has something that you don’t. Then I would definitely feel some 

kind of distress." (Interviewee 3) 

 

This awareness helps some consumers keep the influencer economy in perspective, though 

it doesn't completely remove the pressure they feel from these videos. Interviewee (5) often 

feel poorer when comparing themselves to influencers, wondering how these young people 

afford such lifestyles: 

 

"Feels pretty poor, yeah. I mean, yes, I think about how usually those people are young, so 

how do they have so much stuff? Like, a ton of it. And here I am with loans and more 

loans, and I can't afford anything." (Interviewee 5) 

 

This sentiment is common and highlights the dissatisfaction that can arise when comparing 

one's financial situation with the seemingly perfect lives seen online. Interviewee (6) had 

same kind of thoughts: 

 

"Of course, it makes me wonder how they afford all that. Naturally, you think about how 

much that person earns per month to maintain such a lifestyle." (Interviewee 6) 
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This shows how TikTok can make people question their own income and lifestyle choices, 

often leading to unrealistic comparisons. For others, TikTok can trigger deeper thoughts 

about personal finances, especially through content related to investments: 

 

"Yes, particularly in cases where there are videos about investments or certain financial 

instruments. It might make you think about your own bank account and compare, or it 

sparks a thought... about your own finances. Like, do you have enough money and do you 

have a stable financial situation." (Interviewee 7) 

 

This response shows that financial content on TikTok can influence consumers to think more 

critically about their financial well-being and planning. Altogether, TikTok influencers have 

a significant emotional impact on consumers’ perceptions of their financial well-being. 

These influences range from jealousy and inadequacy to thoughtful reflections on the 

realities behind the displayed wealth. 

 

4.4. Behavioural Changes 

This section examines the impact of TikTok influencers on consumer spending patterns and 

financial behaviors, addressing the sub-research question regarding the changes observed 

after exposure to influencer content on TikTok. It draws on a variety of interviewee 

responses to depict a comprehensive view of the influences on financial decisions. 

 

Responses from various interviewees illustrate the immediate effect TikTok influencers can 

have on purchasing behaviors. One respondent described a typical impulse purchase 

triggered by influencer content: 

 

"Many times. Yes. Honestly, I admit I buy very easily, especially if it's something that's 

been recommended." (Interviewee 4) 
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This statement underscores impact of influencers, where the content of products can sway 

consumer decisions significantly, leading to purchases that might not have been made 

otherwise. Other interviewees as well expressed the impulse buying influenced by TikTok 

content: 

 

“I would say that I would leave many things unbought if not for TikTok. And then when 

I've seen a lot on there where someone praises a certain thing, then I'm like okay, why not 

try it? And it doesn't matter whether we're talking about cosmetics or a food recipe. It 

definitely affects consumption.” (Interviewee 5) 

 

"And yes, probably others because there was that one... I can’t remember what it was, 

some skincare product. That definitely sparked an immediate desire I wanted it." 

(Interviewee 3) 

 

This shows how watching product videos over and over can make a customer less resistant 

at first, eventually leading them to want the product and buy it. Also, the emotional side of 

spending is clear in how people justify their buys. For example, the attraction to cheap items 

can make people justify choices that go against their original money-saving plans, like 

interviewee (1) describes: 

 

“I have such a desire to have everything right away. I also feel like it's hard for me just to 

wait and... Sometimes I decide I won't buy anything. But then if there comes something... 

Like a lip gloss or something like that, that... doesn't cost much. So, I kind of cheat on my 

own decision, because it doesn't cost much. And because it's so good. According to 

TikTok.” (Interviewee 1) 

 

This quote points out the inner conflict people feel between wanting to be careful with money 

and the urge to treat themselves to small luxuries, which all add up and affect their financial 
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well-being. Influencers shape not just big purchases but also everyday decisions like grocery 

shopping. While these may seem small, they might significantly impact overall buying 

habits: 

 

“They kind of increase consumption. And just like, I'm not really someone who spends a lot 

of money on super expensive stuff. But like even just small grocery purchases, they do 

affect it, I want to try new oat milk or yogurts or treats.” (Interviewee 2) 

 

This indicates a broadening of consumer preferences, influenced by exposure to a variety of 

products they might not have considered otherwise. The influence extends beyond luxury 

goods or cosmetics, affecting everyday consumer decisions and altering consumption habits. 

Some interviewees show mature behavior by balancing what they want with what they need: 

 

“I notice in myself, like if I see nice outfits. Then I go through in my mind building them. 

And look in my wardrobe. Then I realize, oh crap, I don't have those kinds of jeans. But 

now I've learned that I really think long and hard, do I actually need it? And also, just that 

it should be practical clothes and things that I will use.” (Interviewee 6) 

 

This shows a thoughtful method where consumers carefully weigh their real needs against 

the impulsive desires sparked by influencer culture, aiming for practicality in their buying 

choices.  

 

These varied reactions highlight the complicated relationship between TikTok influencers 

and consumer financial behavior, demonstrating different levels of influence from 

spontaneous buys to more considered, mindful consumption. Most of the examples highlight 

how TikTok content can successfully prompt users to make unplanned purchases based on 

influencer recommendations.  
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5. Discussion and Conclusions 

The primary aim of this thesis was to research the influence of TikTok influencers on 

consumers' financial well-being, examining how exposure to these influencers impacts 

consumers' perceptions of their financial status and their spending behaviors. This research 

was motivated by the increasing role of social media influencers in shaping consumer 

behavior, particularly in the context of financial decision-making facilitated by digital 

platforms. 

 

This final chapter synthesizes the findings obtained through qualitative analysis of interview 

data with previously established empirical theories discussed in the earlier theoretical 

framework of the thesis. It aims to contextualize the findings within the broader discourse 

of digital media influence and consumer behavior, providing a comprehensive understanding 

of the dynamics at play. 

 

5.1. Key Findings 

The findings from this research align closely with existing theories on consumer behavior 

and the psychological effects of social media influence, providing a nuanced understanding 

of how digital influencer interactions can shape financial outcomes. Also, several new and 

notable insights into the impact of TikTok influencers on consumer financial well-being 

were revealed, broadening our understanding of how influencers affect more than just 

immediate buying habits. Figure 5 presents a summary of new findings identified through 

the research. 
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Figure 5. New findings from the study. 

 

A key finding from the study is that influencers have a significant impact on the overall 

financial well-being of consumers, not only on their spending behaviors. This broader 

influence includes effects on how individuals feel about their financial stability and 

satisfaction, an area previously underexplored in research. This study highlights that 

influencers' impact goes beyond prompting purchases, also shaping deeper perceptions of 

financial well-being and future planning. 

 

The study found out the role of TikTok influencers in triggering increased spending among 

consumers. This finding was in line with previous studies, that have shown that influencer 

marketing significantly influences purchase intentions and product recommendations 

(Alcántara-Pilar et al., 2024; Liu, 2023). The interviews highlighted numerous times where 

respondents admitted to making impulse purchases directly influenced by influencer content. 

This phenomenon is particularly evident in scenarios where influencers showcase products 

or lifestyles that are perceived as desirable or aspirational.  
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Such content may lower the psychological barriers to spending, leading consumers to make 

quick purchase decisions without thorough consideration of their actual needs or financial 

capacity. As Mundel, Wan, and Yang (2023) stated, influencer marketing can lead increase 

in online impulse purchasing, which was clear finding this research as well. This behavior 

is typical of the powerful effect of social media on consumer impulse buying, a topic 

discussed in consumer research literature, which underscores how social media increases 

impulsive behaviors. The social media use has heightened social comparisons, which have 

been related to increased consumerism, leading to compulsive shopping. (Koay et al., 2022.) 

 

Moreover, the emotional and psychological impacts of influencer content on consumers are 

profound from this research. Interviewees report feeling increased material desires when 

exposed to the luxurious lifestyles portrayed by influencers. This may lead to feelings of 

inadequacy and dissatisfaction with one's financial situation, as consumers compare their 

own lives to the idealized images presented on TikTok. The theory of social comparison 

provides a framework for understanding these feelings, suggesting that individuals evaluate 

their own worth based on how they measure up against others (Kim, Park & Kim, 2023). In 

the context of TikTok, which is full of materialistic and luxury content, this comparison can 

lead to anxiety as previous studies highlighted (Mundel, Wan & Yang, 2023; Claeys, Charry 

& Tessitore, 2023). 

 

The study found as new information that the type of content seen on TikTok significantly 

affects overall financial well-being. Materialistic content strongly influences consumer 

desires, prompting aspirations for lifestyles and products that may be unaffordable, while 

humorous content does not provoke the same financial concerns. Additionally, investment-

related content can lead to negative feelings through social comparison, as consumers reflect 

on their financial situations relative to the success depicted by influencers. It was observed 

that higher engagement levels and more frequent exposure to materialistic content correlate 

with an increase in spending behavior, desire for materialistic goods, or social comparison. 

The content that focuses heavily on the material — often highlighted in user-generated 

videos — tends to reinforce materialistic values among consumers, which drives higher 

consumption and spending. In previous studies, Dinh and Lee (2022) stated that social 
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comparison and materialism become bridges between admiring social media influencers and 

buying the products they recommend.   

 

The impact of TikTok on financial decisions is multifaceted. On one hand, the platform 

inspires users to make purchases through influencer content that showcases the latest 

products and trends. This also confirmed the results of previous studies, where Koay et al. 

(2022) stated, that social media influencers have been related to increased consumerism, and 

compulsive shopping (Koay et al., 2022). On the other hand, the platform also plays a role 

in shaping longer-term financial behaviors. For example, some interviewees described how 

TikTok influenced their decision to start investing or exploring financial instruments, which 

could potentially have a positive impact on their financial well-being. However, the 

dominant trend is that frequent interactions with influencer content led to increased 

consumer spending as Mundel, Wan, and Yang (2023) stated in previous studies, often 

without planning or consideration of the long-term financial implications. 

 

This study's findings also highlight the importance of content interaction in shaping financial 

behavior. Consumers who frequently engage with materialistic content are more likely to 

experience changes in their spending habits and financial well-being. This suggests that 

TikTok, like other social media platforms, can have a dual impact on financial behavior — 

both positive and negative, depending on the nature of the content consumed. 

 

As the influence of TikTok influencers continues to expand, the implications for consumer 

financial well-being become increasingly significant. The interviews conducted for this 

thesis reveal a nuanced landscape where the desire for influencer-endorsed products may 

lead to decreased financial health among consumers, particularly those who are less 

financially secure. The emotional connection that consumers develop with influencers plays 

a critical role in how financial decisions are influenced. As Belanche et al. (2021) found out, 

influencers have evolved as a new type of opinion leaders who have a unique position in the 

age of social media, combining the attractiveness of a celebrity with the relatability of a 

friend.  
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Influencers often portray lifestyles that are not only aspirational but also seemingly 

attainable, creating a powerful motivator for followers to imitate these lifestyles through 

purchasing similar products. Followers view influencers as trendsetters and credible sources 

of information (Alcántara-Pilar et al., 2024), which may cause users to find themselves 

purchasing items not out of need, but to forge a imitate of the lifestyle promoted by their 

favorite TikTok personalities. Alix Earle is a good example of this kind of behavior as her 

followers are copying her skincare, and cosmetics techniques, wearing clothing inspired by 

her style, and expressing their enthusiasm to try whatever product she uses (Fear-Smith, 

2023). This behavior is supported by findings in social psychology which suggest that 

individuals often engage in spending to achieve social acceptance and improve self-esteem 

(Ameen, Hosany & Taheri, 2023). 

 

New findings from the study are that despite knowing influencers often receive products for 

free and present an idealized view of their lives, consumers are still negatively affected in 

their mood, financial well-being and self-perception. This indicates a complex relationship 

between awareness and influence, where even informed consumers feel the impact of the 

aspirational content they consume. Consumers may recognize the commercial intent behind 

influencer content, but the emotional and psychological impact of this content can still 

significantly sway their spending habits. This is evident in how consumers discuss the impact 

of seeing constant displays of new products and lifestyles, which can lead to a sense of 

lacking or the need to upgrade one's lifestyle continuously. The concept of the "hedonic 

treadmill," where individuals continuously acquire new possessions to maintain a certain 

level of happiness, is observable in these consumer behaviors (Gentina & Tang, 2024). This 

endless cycle of consumption can lead to financial strain as it promotes living beyond one's 

means. 

 

Users who spend considerable amounts of time on the platform are more likely to be 

influenced by multiple influencer campaigns. The platform's algorithm further increases this 

by tailoring content that aligns with previous interactions. This means that consumers are 

continually presented with materialistic content, increasing the likelihood of spending as 
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Voorveld, Meppelink & Boerman (2023) stated in a previous study. This targeted exposure 

not only reinforces existing consumer behaviors but can also reshape financial priorities and 

perceptions over time. 

 

In terms of financial planning and well-being, the influence of TikTok can be harmful. 

Several respondents noted a shift in their financial planning due to influencer influence, often 

targeting budgeted funds towards spontaneous purchases inspired by TikTok videos. This 

shift in spending behavior reflects a broader trend of digital platforms influencing immediate 

desires as Ameen, Hosany & Taheri (2023) stated in a previous study, over long-term 

financial stability. Moreover, while some interviewees reported that influencer content had 

inspired them to engage in financially beneficial activities like investing, these practices 

were less frequent compared to impulsive spending behaviors. 

 

To further understand the depth of TikTok's impact on financial well-being, it is crucial to 

consider the broader societal and economic contexts in which these behaviors occur. The 

rise of "buy now, pay later" services and the increasing accessibility of credit offer more 

opportunities for consumers to make purchases influenced by influencer content without 

immediate financial impacts. However, this can also lead to increased debt and financial 

uncertainty. As Nanda & Banerjee (2021) stated, especially college students rely heavily on 

student loan debt and credit cards. And that can be an important factor that can have a 

negative impact on their financial well-being. Furthermore, credit card companies' marketing 

methods can push students to overspend as Nanda & Banerjee (2021) argued. And that can 

further harm students’ financial well-being in the long run. 

 

While TikTok offers a dynamic platform for content creation and consumption, its impact 

on financial well-being is complex. As digital influence becomes more pervasive, the 

potential for this platform to affect consumer behavior financially will likely increase. 

Another important insight is the concern among consumers aged 23-30 about younger 

consumers’ understanding of financial realities. Participants expressed worries that younger 

audiences might be misled by the luxury lifestyles often showcased by influencers, 

potentially leading to a false perception of financial management and decision-making. This 
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concern underscores the importance of providing financial education that clarifies the 

differences between social media portrayals of wealth and real economic conditions.  

 

The concerns come from observations that younger TikTok users are often exposed to high 

volumes of content that praise materialism and consumption without providing a realistic 

view of the financial situation required to sustain such lifestyles. This false perception can 

lead to unrealistic expectations about living standards and personal spending, which may not 

align with the economic realities these young individuals face or will face in the future. The 

fear is that continuous exposure to such content could distort their understanding of financial 

well-being, leading them to prioritize spending on non-essential goods over more critical 

financial decisions such as saving or investing. 

 

Interviewees noted that many young people might not have the critical thinking skills needed 

to note the nature of influencer content, which is often designed to appear attainable and 

desirable. This lack of understanding can increase feelings of inadequacy or dissatisfaction 

with one's own life when compared to the idealized images portrayed by influencers, as Tian 

et al. (2023) noted. Abuhussein & Magatef (2023) characterized social media as a "false 

reflection of reality," indicating that it can falsify or misrepresent the facts. The social 

pressure to imitate influencer lifestyles, which can be false, can lead to impulsive spending 

behaviors, driven by a desire to imitate the status symbols and lifestyle elements that 

influencers promote. 

 

The potential for financial distress among young consumers is increased by their limited 

experience with managing finances independently. Without a solid foundation in financial 

literacy, young individuals exposed to constant materialistic content may make poor 

financial decisions that harm their current and future financial well-being. These decisions 

may include overspending, mismanaging credit, and underestimating the importance of 

savings—all behaviors that can set a risky financial path into adulthood. As Dinh, Wang & 

Lee (2023) stated, materialistic social media users frequently purchase products to improve 

or maintain their social status and happiness, and influencers play an important part in 

influencing their followers' spending patterns. 
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To reduce these risks, improved financial education for younger audiences is needed. This 

education should cover the basics of financial management and develop critical media 

literacy skills to help young users evaluate and interpret content on platforms like TikTok. 

By understanding the commercial motives behind influencer content and recognizing the 

staged nature of many social media posts, young people can make informed decisions that 

match their financial abilities and long-term goals. 

 

Furthermore, there is a need for parents, educators, and policymakers to actively discuss the 

impacts of social media on financial perceptions and behaviors. Initiatives could include 

workshops, school programs, and family discussions that encourage open conversations 

about money, consumerism, and realistic financial planning. These efforts can help build a 

generation that is financially skilful and resistant to the pressures of digital influencer 

cultures. 

 

In conclusion, the impact of TikTok influencers on consumer financial well-being and 

behavior is significant and complex. While the platform can provide opportunities for 

financial education through informative content, it often promotes impulsive spending and 

materialism. These findings highlight the need for greater consumer awareness and financial 

literacy to help individuals manage their finances in an age dominated by influencer 

marketing. 

 

5.2. Managerial Implications 

The influence of TikTok influencers on consumer financial well-being and spending habits 

revealed in this study suggests several key areas for strategic action by brands, marketers, 

and policymakers. Given the strong effect influencers have on prompting impulsive 

purchases, brands should reconsider their engagement strategies with influencers. Aligning 

influencer content with values of responsibility and sustainability can help decrease negative 

financial impacts on consumers and improve brand loyalty and trust. Additionally, brands 
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should focus on long-term implications, choosing influencers who promote sensible 

consumption and genuine value in their recommendations. 

 

This research highlights the importance of improving financial literacy, especially among 

the younger demographic active on TikTok. Financial and educational institutions, along 

with consumer advocacy groups, should create comprehensive educational programs that 

address the psychological influences of social media on spending. These programs can help 

consumers with the skills to critically evaluate influencer content and understand the true 

costs of influenced purchases. This education is essential for empowering consumers to 

make informed financial decisions and reduce their impulsive buying triggered by 

influencers. 

 

The significant impact of influencer marketing on consumer financial well-being and 

behavior highlights the need for stricter regulations. Updated regulations should ensure that 

influencer content and partnerships are transparently disclosed, clearly distinguishing 

between paid promotions and genuine recommendations. In Finland, the regulations are in 

good shape, but in other countries, they are not – and this clarity is essential for maintaining 

consumer trust and ensuring a fair digital marketplace. Organizations should also maintain 

high standards of transparency and ethical practices in their digital marketing strategies. 

Encouraging influencers to share authentic experiences and honest opinions can help 

preserve credibility and brand integrity. Additionally, tools like viewing time limits or 

spending alerts could help decrease the risks associated with overexposure to materialistic 

content. 

 

The vulnerability of younger audiences to materialistic content on TikTok requires 

protective measures to manage their exposure to harmful financial habits. Creating content 

that promotes financial well-being and responsible consumption can encourage healthier 

spending behaviors. The research highlights a significant gap in financial education among 

young TikTok users, who are increasingly influenced by the platform's materialistic content. 

Given TikTok's large reach and impact, there is a need for a targeted educational strategy 

that uses the platform to deliver financial literacy content. This could include creating a 
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dedicated TikTok account that provides financial tips and real-life cost breakdowns of 

popular items showcased by influencers. By showing how much an average person with a 

median salary would need to work to afford various products, such educational content could 

help young consumers develop a more realistic understanding of money and its value. A 

TikTok account could effectively engage young audiences by using the platform’s native 

formats—short videos, engaging visuals, and direct communication. This content could both 

inform and entertain, making financial education more appealing and effective. For example, 

using popular TikTok challenges or trends to highlight smart money management techniques 

or the real costs of trendy purchases could make financial learning more relatable and 

impactful. 

 

Creating this type of content requires collaboration among educators, financial experts, and 

content creators who understand how to communicate effectively with the TikTok audience. 

Partnering with popular influencers whom young people admire and trust could help these 

educational messages reach a wider audience and have a stronger impact. This approach not 

only educates young people about financial matters in an enjoyable format but also may 

prevent the harmful spending impulses often triggered by influencer marketing on the 

platform. 

 

Leveraging TikTok for financial education is a strategic response to the challenges of 

influencer culture, particularly its impact on young consumers' financial well-being and 

habits. By introducing educational content directly on TikTok, stakeholders can equip young 

users with the tools and knowledge they need to manage their finances wisely. This study 

provides valuable insights into the dynamics between TikTok influencers and consumer 

financial well-being and behavior, offering guidance for brands, marketers, and 

policymakers. These insights can help improve consumer protection, promote financial 

literacy, and ensure ethical marketing practices in the evolving digital landscape. 
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5.3. Limitations and Suggestions for Future Research 

Like all academic research, this thesis on the impact of TikTok influencers on financial well-

being has several limitations that should be considered for a comprehensive understanding 

of its findings and implications. One major limitation is the qualitative methodology used, 

involving interviews with a relatively small number of participants. This focus on a specific 

demographic provides in-depth insights but may not be generalizable to different populations 

or cultures. All interviewees were TikTok users sharing personal accounts, which may not 

represent the broader social media user base. 

 

The self-reported nature of the data could also introduce biases, as participants might be 

influenced by their current emotions or recent experiences, affecting their responses. 

Additionally, the subjective interpretation by the researcher in conducting and analysing the 

interviews could introduce another layer of bias in the data analysis and presentation. 

 

Another limitation is the exclusive focus on TikTok, without considering the role of other 

social media platforms that might similarly influence financial well-being and behavior. 

TikTok's unique content delivery and user engagement differ from other social networks like 

Instagram or Facebook, potentially limiting the applicability of these findings to other 

settings with different dynamics. Additionally, the research mainly addressed younger 

audiences, specifically active TikTok users, neglecting older demographic groups who may 

also be influenced by digital content but in different ways. Studying the financial well-being 

and behaviors to influencer marketing among older groups could provide a more 

comprehensive understanding of the phenomena. 

 

For future research, expanding the study to include a larger and more diverse sample would 

improve the generalizability of the findings. Conducting a comparative analysis involving 

multiple social media platforms could also provide insights into whether the impacts 

observed are unique to TikTok or consistent across different platforms. This thesis has laid 

a foundation for understanding how TikTok influence financial well-being and spending 
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habits among consumers. A particularly pressing concern from the findings is the impact of 

such content on younger consumers, who may lack the maturity or experience to critically 

assess the materialistic messages presented. Therefore, a suggested future research direction 

would be to specifically target the 13-20 age group to evaluate their level of financial literacy 

and how they perceive and are impacted by the financial behaviors showcased on platforms 

like TikTok. 

 

Future research could research several dimensions. First, assessing the baseline financial 

knowledge of this younger group would help understand their knowledge of budgeting, 

saving, and the broader economic implications of spending. This could involve surveys that 

measure their ability to plan and manage their financial resources. Second, it is crucial to 

explore how these young consumers perceive materialistic content on social media: do they 

see it as aspirational, attainable, or out of reach? Understanding this perception can reveal 

how it influences their spending behaviors and long-term financial well-being as well as 

planning. Interviews or focus groups could delve deeper into the emotional and 

psychological responses of these young people to social media content. This would help 

determine whether they feel pressured to conform to the lifestyles they see online and how 

it affects their self-esteem and financial decisions. The study could explore the preferred 

sources of financial advice and education among young people, examining the potential for 

social media as an effective tool for financial education. Additionally, longer studies could 

track changes in financial well-being and behavior over time to assess the lasting impacts of 

influencer content. This approach would help determine whether the observed effects are 

temporary or have a long-term impact on financial decisions and well-being. 
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Appendix 1. The interview questions. 

1. Background information 

- Age 

- Gender 

- Residence 

- Life situation 

- Educational background (degree) 

 

2. Could you tell me a bit about your typical daily usage of TikTok? 

 

3. How much do you see content, that is focused on materialism? 

 

4. When watching TikTok influencers who frequently showcase purchases or receive 

products, how do you feel about your financial situation? 

 

5. Can you recall a specific instance where a TikTok influencer’s content influenced your 

perception of your financial status? 

 

6. Have you ever made a purchase influenced by a TikTok influencer? Can you describe that 

experience? 

 

7. Have you ever regretted a purchase influenced by a TikTok influencer? If yes, why? 

8. In what ways do you think TikTok influencers impact your spending habits? 
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9. Do you feel that watching these influencers affects your financial decisions or spending 

patterns? How so? 

 

10. Have you ever had to adjust your budget or financial plans due to influences from 

TikTok? 

 

11. Have you ever experienced a change in your financial well-being due to following certain 

TikTok influencers? Could you elaborate on that? 

 

12. How do you balance between being inspired by influencers and maintaining a realistic 

perspective on your financial situation? 

 

13. Is there anything you'd like to share about your experience with TikTok influencers that 

we haven’t covered? 

 

 

Appendix 2. The AI usage. 

In the preparation of this thesis, I have utilized Artificial Intelligence (AI) tools to assist in 

structuring my work, generating new ideas, enhancing language processing during 

proofreading and corrections, and deepening my understanding of complex topics. The use 

of AI aimed to enhance the research process, ensuring accuracy, and efficiency in analysing 

and presenting the findings while adhering to the ethical standards of academic integrity. 

 

 

 



 76 

Appendix 3. Tables and figures. 

 

 

Figure 1. Theoretical framework. 

 

 

Figure 2. Interviewees of the research. 
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Figure 3. Initial themes for data analysis. 

 

 

Figure 4. Summary of key themes identified through data analysis. 
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Figure 5. New findings from the study. 
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