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Abstract

The purpose of this study is to confirm the possibility of marketing in the short-form video culture
through TikTok videos. It examines the position of short-form video in brand strategy and how TikTok's
technical characteristics are distributed as a medium of speed and diffusion. To this end, 100 TikTok
images collected as of March 2022 were classified according to technique. The analysis category of images
is divided through shooting and editing. Subsequently, the main classification is divided into primary and
secondary additional editing works. As a result of the classification, it was confirmed that TikTok was 1) a
shot and scene-oriented image, 2) the composition was simple, and 3) a game was disguised, but it was a
message delivery-oriented media. Based on these characteristics of the video, it is presented as a method of
brand strategy that allows consumers to form their own brand's diffusion identity in a way that is in order
to organize brand products in a style that suits the media platform of the company itself. This study is
meaningful in that short-form video can be paid attention to the possibility of brand strategy as an area of
cultural activity.
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