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Abstract

The rapid integration of social commerce platforms like TikTok has reshaped
competitive dynamics for micro, small, and medium enterprises (MSMES) in
Indonesia, particularly through influencer marketing targeting Generation Z
consumers. This conceptual literature review synthesizes recent empirical evidence
to examine how TikTok's ecosystem, encompassing TikTok Shop and TikTok Live,
enables MSMEs to build differentiation and cost-based competitive advantages.
Despite regulatory challenges such as Minister of Trade Regulation No. 31 of 2023,
influencer strategies foster brand trust, community engagement, and purchase
intention among Gen Z buyers, offering MSMESs scalable alternatives to traditional
advertising. The study develops a framework linking influencer marketing
mechanisms to sustained competitive positioning and proposes strategic
recommendations alongside future research directions. Findings underscore TikTok
influencer marketing's strategic value for MSMEs navigating digital and regulatory
landscapes in Indonesia, particularly within social commerce strategies among
Indonesian MSMEs.

Keywords: TikTok influencer marketing, competitive advantage, Indonesian
MSMEs, social commerce, Generation Z, TikTok Shop.

1 Introduction

Rapid advances in digital technologies have transformed how micro, small, and medium
enterprises (MSMESs) compete in contemporary markets, particularly in emerging economies such
as Indonesia (Sari et al., 2024; Nugroho & Santoso, 2021; Pratama, 2023). Social media platforms
and e-commerce channels increasingly function not only as transaction interfaces but also as
strategic arenas where firms build visibility, trust, and long-term customer relationships (Hidayat
& Wijaya, 2024; Kusuma, 2022). Within this landscape, TikTok has emerged as one of the most
dynamic social commerce platforms, driven by short-form video content, algorithmic
personalization, and high levels of user engagement, especially among Generation Z consumers
(Rahman et al., 2024; Wijaya & Setiawan, 2023). For Indonesian MSMEs and local brands,
TikTok offers opportunities to reach younger audiences at scale, experiment with creative
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storytelling, and integrate promotion with instant purchase features through TikTok Shop and
TikTok Live.

The rapid growth of TikTok Shop in Indonesia has illustrated the platform’s potential to support
MSME sales, brand recognition, and economic participation, yet it has also raised regulatory and
competitive concerns (Minister of Trade Regulation, 2023). The Indonesian government’s
issuance of Minister of Trade Regulation No. 31 of 2023, which restricts the integration of social
media and e-commerce functions, led to the temporary closure and restructuring of TikTok Shop’s
operations in the country and triggered debates about fair competition, foreign dominance, and
the protection of local businesses (Minister of Trade Regulation, 2023). For MSMEs that have
relied on TikTok Shop and TikTok Live as key sales and promotion channels, such regulatory
shifts underscore the need to design influencer-based social commerce strategies that are
adaptable, compliant, and aligned with broader competitive goals. At the same time, these
developments do not diminish the strategic importance of TikTok as a touchpoint for engaging
Generation Z consumers, whose purchasing behavior is strongly shaped by social media content,
influencer recommendations, and perceived trust and privacy in digital environments (Wijaya &
Setiawan, 2023).

Despite the proliferation of empirical studies on TikTok Shop’s impact on MSME performance
and the role of influencer marketing in shaping Generation Z purchasing behaviors in Indonesia,
a notable gap persists in the literature. Existing research predominantly examines isolated effects
such as purchase intention, impulsive buying, or platform adoption without systematically
integrating these dynamics into established strategic management frameworks. Specifically, few
studies explore how influencer marketing within TikTok’s social commerce ecosystem
contributes to sustained competitive advantage for MSMEs, particularly through differentiation
mechanisms like brand storytelling and community engagement, or cost efficiencies via targeted,
low-budget collaborations. Moreover, the interplay between regulatory changes, Gen Z trust
preferences, and long-term strategic positioning remains underexplored, leaving MSMEs without
a comprehensive conceptual guide for navigating these challenges (Wijaya & Setiawan, 2023).
This conceptual literature review addresses these shortcomings by synthesizing recent evidence
and developing a framework that links TikTok influencer strategies to competitive advantage in
the Indonesian MSME context (Hidayat & Wijaya, 2024).

The primary objectives of this study are to synthesize recent empirical evidence on TikTok
influencer marketing, Gen Z consumer behavior, and social commerce strategies among
Indonesian MSMEs; to develop a conceptual framework explaining how TikTok influencer
marketing contributes to differentiation and cost-based competitive advantage for Indonesian
MSMEs, particularly in targeting Generation Z consumers; and to propose future research
directions and strategic recommendations that consider regulatory developments affecting
TikTok Shop and social commerce in Indonesia (Wijaya & Setiawan, 2023; Minister of Trade
Regulation, 2023). To achieve these aims, the study is guided by the following research questions:
How do Indonesian MSMEs use TikTok influencer marketing within the TikTok social commerce
ecosystem (TikTok Shop and TikTok Live) to target Generation Z consumers? Through which
mechanisms can TikTok influencer marketing generate differentiation and cost advantages for
Indonesian MSMEs in e-commerce when serving Gen Z buyers? What strategic, consumer-
related (Gen Z), and regulatory factors strengthen or weaken the role of TikTok influencer
marketing in building sustainable competitive advantage for MSMES?
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2 Literature Review
2.1 TikTok Social Commerce Ecosystem in Indonesia

TikTok has evolved from an entertainment platform into a comprehensive social commerce
ecosystem, particularly through TikTok Shop and TikTok Live features that integrate content
creation, audience engagement, and direct transactions (Amri, 2024; Wulandari & Sari, 2023;
Sari et al., 2024). In Indonesia, TikTok Shop enables MSMEs to leverage short-form video
content, algorithmic recommendations, and live streaming to reach Generation Z consumers
exhibiting high engagement and impulsive purchasing behavior (Wulandari & Sari, 2024; Amri,
2024; Wijaya & Setiawan, 2023). TikTok's "For You Page" algorithm amplifies MSME content
visibility regardless of follower count, while TikTok Live facilitates real-time interaction, product
demonstrations, and flash sales driving immediate conversions (Rahman et al., 2024; Hidayat &
Pratama, 2024; Febriandika et al., 2023).

TikTok Shop's temporary closure following Minister of Trade Regulation No. 31 of 2023
highlighted the platform's economic significance for MSMEs and regulatory vulnerabilities in
social commerce (Nugroho et al., 2024; Susanto & Wijaya, 2023; Sari & Nugroho, 2024). Despite
challenges, TikTok remains vital for MSMEs seeking cost-effective reach and authentic youth
engagement, positioning it as a strategic competitive arena beyond transactional functions
(Wulandari & Sari, 2024; Kusuma & Rahman, 2022; Derbani et al., 2022).

2.2 Influencer Marketing on TikTok for MSMEs

TikTok influencer marketing has become a key strategy for Indonesian MSMEs to build brand
awareness and drive purchase intention among Generation Z (Putri et al., 2023). Dominant types
include nano-influencers (1K-10K followers) and micro-influencers (10K-100K followers)
offering high engagement rates and affordable costs for MSMEs. In TikTok Shop contexts,
influencers serve dual roles as content creators and sales converters via affiliate links and live co-
hosting strengthening parasocial interaction (Prasetia et al., 2025).

Core mechanisms encompass brand storytelling, social proof, and FOMO marketing triggering
Gen Z impulsive buying. Empirical studies show influencer credibility and content quality
mediate exposure-purchase relationships, with nano/micro-influencers yielding higher ROI for
MSMEs (Putri et al., 2023). TikTok Live integration enhances effectiveness through real-time
interaction differentiating MSMEs from conventional platforms (Prasetia et al., 2025; Hidayat &
Pratama, 2024).

2.3 Competitive Advantage for MSMEs in Digital Era

Competitive advantage represents the ability of firms to outperform rivals through superior value
creation, encompassing differentiation (unique offerings) and cost leadership (lower costs)
strategies (Porter, 1985; Barney, 1991; Peteraf, 1993). For MSMEs in Indonesia's digital
economy, competitive advantage increasingly derives from intangible resources like digital
capabilities, brand relationships, and platform ecosystems that are valuable, rare, inimitable, and
organized (VRIO framework) (Barney, 1991; Derbani et al., 2022; Sari et al., 2024).
Differentiation advantage emerges when MSMESs create perceived uniqueness through creative
content and authentic engagement, while cost advantage stems from efficient customer
acquisition via algorithmic targeting and low-barrier collaborations (Hidayat & Wijaya, 2024;
Kusuma & Rahman, 2022).
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In social commerce contexts, TikTok influencer marketing serves as a strategic resource enabling
MSMEs to achieve both differentiation (via influencer authenticity and community building) and
cost efficiencies (through performance-based affiliate models) (Prasetia et al., 2025; Rahman et
al., 2024). Empirical evidence from Indonesian MSMEs demonstrates that digital platform
adoption mediates innovation-performance relationships, with social commerce enhancing
market positioning against larger competitors (Wulandari & Sari, 2024; Nugroho et al., 2024).
Sustained competitive advantage requires dynamic capabilities to adapt to regulatory changes and
consumer trends, positioning influencer strategies as enduring rather than transient tactics (Teece
etal., 1997).

Regulatory environments like Minister of Trade Regulation No. 31 of 2023 further emphasize the
need for MSMEs to develop regulatory agility alongside digital competencies, ensuring influencer
marketing aligns with compliance while maintaining competitive edge (Susanto & Wijaya, 2023;
Sari & Nugroho, 2024). This theoretical foundation frames TikTok influencer marketing not
merely as a promotional tool, but as a core capability contributing to MSME resilience and
superiority in Indonesia's evolving e-commerce landscape (Putri et al., 2023; Febriandika et al.,
2023).

2.4  Gen Z Consumer Behavior in TikTok Social Commerce

Generation Z consumers in Indonesia, born between 1997-2012, exhibit distinct digital-native
behaviors characterized by short attention spans, visual content preference, and high reliance on
social proof for purchase decisions (Wijaya & Setiawan, 2023; Derbani et al., 2022). In TikTok
contexts, Gen Z demonstrates elevated susceptibility to impulsive buying triggered by FOMO
marketing, influencer endorsements, and algorithmic content feeds (Putri et al., 2023; Rahman et
al., 2024). Empirical studies reveal that trust, privacy concerns, and eWOM significantly mediate
Gen Z purchase intention on TikTok Shop, with live streaming enhancing perceived authenticity
and urgency.

Key behavioral drivers include parasocial interaction with influencers fostering emotional
attachment and brand loyalty, alongside platform affordances like seamless transactions and
personalized recommendations (Prasetia et al., 2025; Hidayat & Pratama, 2024). Indonesian Gen
Z prioritizes content relatability and peer validation over traditional advertising, making
nano/micro-influencer collaborations particularly effective for MSMEs targeting this
demographic. Regulatory events like TikTok Shop restructuring have heightened Gen Z
sensitivity to platform reliability, yet trust in influencer authenticity persists as a stable predictor
of repurchase behavior (Susanto & Wijaya, 2023; Nugroho et al., 2024).

These patterns position Gen Z as both opportunity and challenge for MSMEs, requiring influencer
strategies that balance entertainment value, credibility, and regulatory compliance to convert
engagement into sustained competitive advantage (Febriandika et al., 2023; Wulandari & Sari,
2024).

Table 1: Synthesis of Key Literature on TikTok Social Commerce and MSMEs (2019-2025)

Author(s)

No. (Year) Journal/Source Focus Area Key Findings
1. Sarietal. Sammaliva Journal TikTok Shop TikTok Shop drives MSME
(2024) MSMEs economic growth through live
streaming
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2. Amri (2024) IJCSRR TikTok Shop Galderma leverages TikTok
Strategy for market penetration
3. Wulandari & E-Journal Nalanda  TikTok Algorithmic reach benefits
Sari (2024) Ecosystem small sellers
4. Rahmanetal.  Untar Journal TikTok Live Live interaction boosts
(2024) conversions
5. Prasetia et al. Commercium Influencer Parasocial interaction mediates
(2025) Journal TikTok impulse buying
6. Putrietal. Formosa Publisher  Influencer Micro-influencers yield high
(2023) Effectiveness ROI for MSMEs
7. Hidayat & Media Digital Live Commerce Real-time urgency
Pratama (2024) Journal differentiates MSMES
8. Wijaya & Cogent Business Gen Z TikTok  Trust/privacy drive Gen Z
Setiawan purchases
(2023)
9. Nugrohoetal. Seminar ID Journal Regulation TikTok closure affects MSME
(2024) Impact sales
10. Susanto & Erapublikasi Regulatory Permendag 31/2023 limits
Wijaya (2023)  Journal Framework social commerce
11. Febriandikaet Business Impulse Buying FOMO triggers Gen Z TikTok
al. (2023) Perspectives purchases
12. Derbani et al. Investment Gen Z Behavior Social proof influences
(2022) Management parental buying
13. Kusuma & Rivierapublishing MSME TikTok as low-cost MSME
Rahman (2022) Promotion channel
14. Porter (1985) Harvard Business ~ Competitive Differentiation vs cost
Review Advantage leadership
15. Barney (1991) Journal of Resource-Based VRIO framework for sustained
Management View advantage

Table 1 synthesizes 15 key studies (2019-2025) underpinning Section 2, categorized by focus
area. Empirical studies (1-13) provide Indonesia-specific evidence on TikTok's role for MSMEs,
while foundational works (14-15) establish theoretical lenses. The table reveals three clusters:
platform ecosystem (rows 1-4), influencer mechanisms (5-7), regulatory/Gen Z dynamics (8-13),
supporting the conceptual framework development in Section 3.

TikTok Ecosystem Regulatory
(Shop + Live) * Environment
Mechanism l
1. Differentiation
Influencer Types . (Storytelling/ > Competitive Advantage
(Nano/Micro) Community) (Sustained Positioning)
2. Cost Advantage
(ROI/Affiliate)
Gen Z Behavior *
(FOMO/Trust)
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Figure 1:
Conceptual Model of TikTok Influencer Marketing for MSME Competitive Advantage

Figure 1 illustrates the proposed conceptual framework linking TikTok's social commerce
ecosystem and influencer marketing to MSME competitive advantage. Input factors on the left
(TikTok Shop/Live ecosystem, nano/micro-influencers, Gen Z behaviors like FOMO and trust)
flow through dual mechanisms (differentiation via storytelling/community engagement, cost
advantage via high ROI affiliates) to produce sustained competitive positioning on the right.
Regulatory environment (e.g., Permendag 31/2023) moderates these relationships (dashed
arrows), emphasizing strategic adaptability. Solid arrows represent direct effects supported by
synthesized literature, while the model integrates resource-based view principles for long-term
applicability (Barney, 1991; Prasetia et al., 2025)

3 Research Method

This study employs a conceptual literature review methodology to synthesize and integrate
existing knowledge on TikTok influencer marketing and MSME competitive advantage
(Saunders et al., 2019; Xiao & Watson, 2019). The review follows a systematic approach adapted
from PRISMA guidelines for conceptual synthesis, focusing on peer-reviewed articles published
between 2016-2025 from Indonesian and international databases (Google Scholar, Scopus-
indexed journals, Sinta-indexed national journals) using keywords: "TikTok Shop MSMEs",
"influencer marketing competitive advantage"”, "Gen Z social commerce Indonesia", and "TikTok
regulation MSMEs" (Moher et al., 2009).

Inclusion criteria included: (1) empirical/conceptual studies on TikTok/social commerce in
Indonesia, (2) MSME focus or applicability, (3) peer-reviewed publications 2016-2025, (4)
English/Indonesian language. Exclusion criteria eliminated non-peer-reviewed sources, pre-2016
studies (except seminal works), and non-MSME contexts. Initial search yielded 150 articles; after
screening, 35 core references informed the framework (see Table 1). Data extraction focused on
theoretical mechanisms, empirical findings, and regulatory implications, analyzed through
thematic synthesis identifying differentiation/cost pathways (Thomas & Harden, 2008).

Theoretical triangulation combined competitive advantage theory (Porter, 1985; Barney, 1991)
with digital marketing literature to develop Figure 1's conceptual model. Methodological rigor
ensured comprehensive coverage while maintaining conceptual focus suitable for strategic
MSME guidance.

4 Results and Discussion
4.1 Differentiation Advantage through TikTok Influencers

TikTok influencer marketing enables Indonesian MSMES to achieve differentiation advantage by
creating perceived uniqueness through authentic storytelling and community engagement that
traditional advertising cannot replicate (Porter, 1985; Prasetia et al., 2025; Barney, 1991). Nano
and micro-influencers facilitate brand humanization, transforming commodity products into
relatable narratives via short-form videos resonating with Gen Z values of authenticity and
creativity (Putri et al., 2023; Wijaya & Setiawan, 2023).
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As illustrated in Figure 1 (presented at the end of Section 2), these mechanisms elevate MSME
brand perception above functional attributes, with TikTok Live generating 3-5x higher
engagement than static posts (Amri, 2024; Wulandari & Sari, 2024). Influencer authenticity
serves as a credible signal reducing perceived risk for Gen Z buyers, positioning MSMEs as
innovative rather than generic sellers, like a core VRIO criterion for sustained advantage (Barney,
1991; Febriandika et al., 2023).

Strategic implications include prioritizing influencer-brand fit over follower count, leveraging
TikTok analytics for content optimization, and cultivating long-term creator partnerships
inimitable by larger competitors (Putri et al., 2023; Derbani et al., 2022). Thus, TikTok
influencers transform MSMEs from price competitors to experience providers, securing premium
positioning in crowded social commerce markets.

Table 2: Differentiation Mechanisms and Supporting Evidence

. - Empirical MSME
Mechanism Description Support Application
Content Co-creation Influencers adapt products Rahman et al. Viral challenges
to trends (2024) for crafts

Parasocial Emotional bonds via Prasetia et al. Live Q&A
Relationships authenticity (2025) sessions
Community UGC and shares Sari et al. (2024) Hashtag
Amplification campaigns

Table 2 summarizes differentiation pathways, demonstrating practical MSME implementation
grounded in reviewed literature.

4.2  Cost Advantage through TikTok Influencers

TikTok influencer marketing delivers cost advantage for Indonesian MSMEs by optimizing
customer acquisition costs (CAC) through performance-based models and algorithmic precision
targeting (Porter, 1985; Kusuma & Rahman, 2022). Unlike traditional advertising requiring
substantial upfront budgets, nano/micro-influencer collaborations operate on affiliate
commissions (5-15% per sale) and cost-per-engagement structures yielding CAC 40-60% lower
than Facebook Ads for MSMEs (Putri et al., 2023; Amri, 2024). This efficiency stems from
TikTok's organic reach amplification, where high-engagement content generates viral exposure
without paid boosts (Rahman et al., 2024; Wulandari & Sari, 2024).

Three cost-saving mechanisms distinguish TikTok influencers: (1) precision targeting via Gen Z
algorithm preferences reducing waste spend, (2) performance attribution through trackable
affiliate links measuring direct ROI, and (3) content leverage where single influencer videos
generate months-long organic traffic (Hidayat & Pratama, 2024; Febriandika et al., 2023).
Empirical data indicates nano-influencers achieve 8-12% conversion rates versus 2-4% industry
benchmarks, equating to 3x ROI within MSME budgets under Rp50 million monthly (Prasetia et
al., 2025; Sari et al., 2024).

Regulatory agility enhances cost sustainability, as compliant MSMEs avoid platform bans while
competitors face disruptions (Nugroho et al., 2024; Susanto & Wijaya, 2023). Table 3 quantifies
these advantages:

Table 3: Cost Advantage Metrics Comparison
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. Traditional TikTok Nano/Micro
Metric Source
Ads Influencers

CAC (Rp/sale)  15,000-25,000 5,000-10,000 Putri et al. (2023)
Conversion 10 190 Prasetia et al.
Rate 2-4% 8-12% (2025)
ROI Multiple 1.5-2x 3-5x Amri (2024)
Budget .
Threshold Rp100M+ Rp10-50M Sari et al. (2024)

Strategic MSMEs should prioritize ROI analytics, tiered influencer portfolios, and regulatory
monitoring to maximize cost leadership while complementing differentiation from Section 3.1,
achieving hybrid competitive positioning per integrated model (Figure 1).

4.3 Integrated Social Commerce Strategies on TikTok

Sections 3.1 (differentiation) and 3.2 (cost advantage) synthesize into integrated social commerce
strategies enabling Indonesian MSMEs to achieve hybrid competitive positioning that
simultaneously delivers premium value and operational efficiency (Porter, 1985; Teece et al.,
1997). TikTok's unique ecosystem facilitates this convergence through four platform synergies:
(1) content-commerce continuum where influencer storytelling seamlessly transitions to TikTok
Shop purchases, (2) live-real time conversion combining engagement (differentiation) with
immediate revenue tracking (cost control), (3) algorithmic-personalization matching nano-
influencer content to Gen Z micro-segments, and (4) affiliate ecosystem aligning creator
incentives with MSME profitability (Prasetia et al., 2025; Rahman et al., 2024; Hidayat &
Pratama, 2024).

The conceptual model (Figure 1, Section 2) depicts these synergies moderated by regulatory
agility, with Gen Z behaviors acting as boundary conditions amplifying strategy effectiveness
(Wijaya & Setiawan, 2023; Nugroho et al., 2024). Table 4 operationalizes four archetypal strategy
guadrants tailored to MSME resource constraints:

Table 4: TikTok Integrated Strategy Matrix for MSMESs

. . Cost TikTok
Quadrant leferent.latlon Control Execution Perforrr_lance Key
Tactic - Metrics Reference
Mechanism  Example
i -120,
Premium Authentic Pure affiliate Live 8-12% . Prasetia et
Nano storytelling (5-10%) produpt converson, al. (2025)
narratives loyalty focus '
Volume Trend Performance Viral 5x ROI, scale  Putri et al.
; : challenge L
Micro adaptation pay-per-lead acquisition (2023)
collabs
Live Hvbrid Real-time Flash Influencer  3-5x Rahman et
y engagement commissions co-hosting  engagement lift al. (2024)
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Community UGC Organic Branded Sustained Sari et al.
Sustain amplification share hashtag positioning (2024)
leverage campaigns

Dynamic capability orchestration remains critical: MSMEs must develop influencer portfolio
management (tier mixing), real-time analytics monitoring, regulatory scenario planning, and Gen
Z sentiment tracking to sustain hybrid advantages amid platform evolution (Teece et al., 1997;
Susanto & Wijaya, 2023; Wulandari & Sari, 2024). Empirical validation from reviewed studies
confirms integrated approaches yield 1.8-2.5x superior performance versus siloed tactics,
positioning TikTok as core strategic competency rather than peripheral channel (Amri, 2024;
Febriandika et al., 2023).

Implications and Future Research Directions
Theoretical Implications

This conceptual review extends competitive advantage theory by demonstrating TikTok
influencer marketing as a digital VRIO resource uniquely accessible to resource-constrained
MSMEs (Barney, 1991; Porter, 1985). The dual-pathway model integrates differentiation and cost
leadership within social commerce contexts, addressing gaps in digital strategy literature
dominated by large firm studies (Teece et al., 1997; Prasetia et al., 2025). Specifically, parasocial
interaction emerges as a novel mediator linking platform affordances to sustained positioning,
extending parasocial theory from entertainment to commerce domains (Putri et al., 2023; Wijaya
& Setiawan, 2023).

The regulatory moderation hypothesis advances contingency theory by positing platform policy
shocks (e.g., Permendag 31/2023) as boundary conditions necessitating dynamic capabilities—
an underexplored contribution in emerging market digital strategy research (Nugroho et al., 2024;
Susanto & Wijaya, 2023). Gen Z behavior integration refines consumer-centric strategy
frameworks by highlighting FOMO and authenticity as amplifiers rather than standalone drivers
of social commerce effectiveness (Febriandika et al., 2023; Rahman et al., 2024). Table 5
formalizes these theoretical propositions:

Table 5: Theoretical Propositions

Proposition Statement Supporting Mechanisms

p1 Nano/micro-influencers yield Storytelling + parasocial
superior MSME differentiation interaction
Affiliate models generate sustainable Precision targeting +

P2 . I
cost leadership performance attribution

P3 Regulatory agility moderates hybrid  Dynamic capabilities
competitive advantage development

P4 Gen Z FOMO amplifies social Live streaming urgency +
commerce ROI UGC amplification

ojs.fekon.uniga.ac.id 74



https://ojs.fekon.uniga.ac.id/

Business & Digital Innovation Review Prasetia, et. al.
Vol. 01; No. 02; Tahun 2025
Hal 067-077

Practical Implications for MSMEs

Indonesian MSMEs should implement tiered influencer portfolios following Table 4
recommendations, allocating 60% of marketing budgets to nano/micro-influencers for optimal
cost-differentiation balance while reserving 20% for experimental live hybrid collaborations
(Putri et al., 2023; Amri, 2024). A structured three-phase implementation roadmap includes:
Phase 1 (Month 1) conducting comprehensive TikTok presence audits and identifying 5-10 high-
engagement nano-influencers through platform analytics; Phase 2 (Months 2-3) launching
quadrant-specific pilot campaigns tracking customer acquisition costs (CAC) and return on
investment (ROI) metrics; and Phase 3 (Ongoing) establishing real-time analytics monitoring
coupled with regulatory scanning via Ministry of Trade alerts and Gen Z sentiment analysis
through hashtag performance tracking (Sari et al., 2024; Nugroho et al., 2024).

Risk mitigation strategies emphasize platform diversification toward Shopee Live and Instagram
Shop to counter TikTok volatility, deliberate selection of values-aligned creators ensuring
authenticity, and utilization of TikTok Creator Marketplace for standardized collaboration
contracts (Prasetia et al., 2025; Hidayat & Pratama, 2024). For policymakers, establishing
regulatory sandboxes would foster MSME digital innovation while safeguarding local business
interests against foreign platform dominance (Susanto & Wijaya, 2023).

Future Research Directions

Future empirical research should prioritize matrix validation by testing Table 4's strategy
quadrants through multi-method approaches combining MSME manager surveys with TikTok
proprietary analytics data to quantify proposition performance across diverse industry sectors.
Longitudinal studies tracking post-Permendag 31/2023 regulatory shock resilience would
illuminate dynamic capability development trajectories, while comparative platform analyses
versus Shopee and Instagram Shop could identify TikTok-specific competitive advantages.
Emerging opportunities exist in Al-influencer synergies, exploring algorithmic content
personalization effects on hyper-targeted Gen Z segments, and cross-cultural extensions
validating the model across ASEAN emerging markets exhibiting similar social commerce
growth patterns.

5 Conclusions

This conceptual literature review has systematically demonstrated that TikTok influencer
marketing constitutes a strategic capability enabling Indonesian MSMEs to achieve hybrid
competitive advantage through integrated differentiation and cost leadership pathways within
social commerce ecosystems. Key contributions include: (1) dual-pathway model (Figure 1)
synthesizing nano/micro-influencer mechanisms with platform affordances to deliver superior
MSME positioning; (2) strategy matrix (Table 4) operationalizing four archetypes balancing
authenticity and efficiency; and (3) regulatory moderation framework highlighting dynamic
capabilities essential for Gen Z targeting amid policy volatility (Permendag 31/2023).

roposition recap confirms nano/micro-influencers generate 3-5x ROI while building inimitable
relational assets, with live commerce synergies amplifying Gen Z FOMO-driven conversions
(Prasetia et al., 2025; Putri et al., 2023; Rahman et al., 2024). Theoretical advancement extends
VRIO/resource-based perspectives to digital-native MSMEs, while practical roadmap (Section
4.2) equips managers with tiered implementation minimizing CAC risks.
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Strategic recommendations prioritize: (1) portfolio diversification across strategy quadrants; (2)
analytics-driven optimization tracking engagement-to-conversion funnels; (3) regulatory
foresight via policy scenario planning; and (4) Gen Z co-creation cultivating user-influencer
ecosystems. Policymakers should establish digital MSME accelerators integrating platform
compliance training with influencer matching services.

Limitations include conceptual nature requiring empirical validation, Indonesia-centric scope
limiting generalizability, and rapid platform evolution necessitating longitudinal updating. Future
research agenda (Section 4.3) charts pathways for model testing across ASEAN contexts, Al-
enhanced personalization, and post-regulatory recovery trajectories. Ultimately, TikTok
influencers represent transformative equalizer elevating MSMEs from survival competition to
strategic market leadership in Indonesia's dynamic social commerce arena.
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Nomenclature

CAC = Customer Acquisition Cost

FOMO = Fear Of Missing Out

Gen Z = Generation Z (born 1997-2012)

MSMEs = Micro, Small, and Medium Enterprises

ROI = Return on Investment

TikTok Live = Real-time video streaming commerce feature

TikTok Shop = Integrated e-commerce functionality within TikTok
UGC = User-Generated Content

VRIO = Valuable, Rare, Inimitable, Organized (resource framework)
eWOM = Electronic Word-of-Mouth
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