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ocial networks are no longer what they used to be. Case in point:

The rise of short video-app TikTok in 2019 is a sure sign that
what defines a social network will be very different in 2020.
Since the 2000s, social networks were known as places where internet
users could create profiles and interact publicly with a network of
contacts. While those are still core characteristics, the meteoric rise of
TikTok in 2019 has been a major factor in redefining the space.
While TikTok users can create a profile and interact with a network of
contacts (which makes it a social network in our definition), the
primary activity is watching or creating short videos. That makes TikTok
part of a new type of “social entertainment” that’s capturing the
attention of teens and young adults worldwide.
According to a September 2019 survey by Morning Consult, TikTok
was used by about the same percentage of US internet users ages 13
to 16 as Instagram and Twitter. Overall, more than one-fifth (22%) of
US Gen Z and millennial internet users used TikTok.

TikTok's Year in Review: How the App Transformed Social Networking in 2019: And what that means for marketers next
year
©2019 eMarketer Inc. All rights reserved.

1

TikTok’s rapid growth has caused older consumers and industry
experts to scratch their heads. Leaked audio of a July internal meeting
showed Facebook CEO Mark Zuckerberg comparing TikTok with
Instagram’s Explore tab—a place where users can discover
personalized content from Instagram. That caused observers to
question whether Zuckerberg fully understood the app and if Facebook
could maintain its dominance. To be fair, TikTok’s algorithmically driven
“For You” tab also shows personalized content, but the makeup of the
content (often 15-second selfie-style videos) bears little resemblance to
Instagram.
Despite that, Facebook has stayed well ahead. As the Morning Consult
study shows, it is still used by a greater percentage of young users than
TikTok, though it is losing users in the 12 to 24 age group, according to
our latest forecast. Then there’s sister-app Instagram, which will
continue to make up for Facebook’s losses among younger US
generations.
But time spent on Facebook is declining, and the growing popularity of
TikTok may help to explain why. Instead of sharing status updates,
photos and links to articles (the type of content that typically appears in
a user’s Facebook News Feed), TikTok users create content primarily to
entertain their audiences.
In December 2019, TikTok released the TikTok 100, its ranking of the
top videos, genres, creators and memes over the past year. The list
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gives deeper insight into what exactly makes TikTok tick: fun,
lighthearted content like a video of someone trying Kombucha for the
first time or a man performing surgery on a banana—all set to
background music, of course.
That’s in stark contrast to traditional social networks like Facebook,
which tend to be more serious and at times, negative. In fact, too much
negativity was one of the leading reasons that US Facebook users ages
13 and older were using Facebook less in a May 2019 survey by Edison
Research, cited by 59%. Not liking rants or too personal comments
was the most-cited response.

At the same time, TikTok has also brought about a new wave of
amateur content creators, many of whom have amassed followings
that rival those of the more-polished influencers on other social
platforms. According to the TikTok 100, this year’s top creators were
primarily ordinary teenagers who have risen to “TikTok fame.” That’s
thanks to the app’s algorithm that serves viewers content even before it
has proven engagement, meaning that any user could become “TikTok
famous” regardless of their follower count, likes or shares.
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Other social apps also algorithmically recommend content to users
based on previous viewing habits, but they prioritize content with high
engagement rates. That’s how the “Explore tab” on Instagram works,
for example, making it harder for a regular person with a smaller
following to get discovered there than may be the case on TikTok.
The jury may still be out on whether TikTok can sustain its success, but
its impact on the social media landscape is not in question. In 2020
and beyond, marketers will have to grapple with how to develop
content that resonates with social users who prioritize entertainment
and authenticity over practicality and celebrity.

To learn more about marketing opportunities on TikTok,
eMarketer PRO subscribers can read our recent report:

Report by Debra Aho Williamson Oct 30, 2019

Marketing on TikTok

Not sure if your company subscribes? You can find out here.
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