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Abstract: [Objective/ Significance] TikTok is an important social media marketing channel. Publishing appropriate TikTok
content can effectively convey brand values and enhance consumers’ brand evaluation. Enhancing brand value and promoting
sales through the TikTok platform has become an important social media marketing strategy for many companies. This article
aims to explore what kind of content a brand publishes through the TikTok platform and what kind of interaction strategy can
be used to effectively improve consumer brand evaluation, so as to effectively formulate TikTok brand marketing strategies
with enhancing the marketing effects and enlighten consumers on consumption rationality. Moreover, our conclusions not only
provided a more comprehensive understanding for the effectiveness of TikTok marketing, but also did a further exploration on
TikTok brand marketing. [Methods/Process]. This paper constructs a conceptual model of the influence of TikTok content’s
ability to express brand values on consumer brand evaluation, and systematically studies the internal mechanism and boundary
conditions of the influence relationship based on the psychological distance theory. [Results /Conclusions]. Through experimental
method, the research found that (1) the expressive ability of TikTok contents on brand values can positively influence consumers’
brand evaluation; (2) psychological distance plays a mediating role in the influence of TikTok contents’ ability to express brand
values on brand evaluation; (3) brand style images will moderate the influence of TikTok contents’ ability to express brand values
on brand evaluation.

Keywords: TikTok; brand marketing; psychological distance theory; brand styles; consumer behavior
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