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Abstract

A significant amount of the existing literature on the motives of Generation Z is rooted in the
era of the COVID-19 pandemic, during which social restrictions played a crucial role in
communication and interaction with friends and the world. However, since the pandemic is
over now, there is a curiosity about the current motivations driving young people to use the
TikTok platform. This study involved surveying over 200 participants in Germany and
Kazakhstan within the specified age group to explore their motives for using the TikTok
platform. The collected data underwent correlation and regression analysis to identify the
primary motivators. For active usage, where participants engage in producing and uploading
content, the primary motivations include expressing personal creativity, perceiving oneself as
an influencer, and the need to #ry out new things. This research aims to provide contemporary
insights into the evolving motivations of young individuals within the post-pandemic
landscape.
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Introduction

TikTok is a concise story of a skyrocketing social media platform. It is a social media app that
allows users to create, share, and discover short-form videos. It was launched in 2016 by the
Chinese tech company ByteDance and has since become one of the world's most popular
social media platforms. TikTok is known as Douyin in China. Recently, apps designed for
short videos have played an increasingly important role in the entertainment industry as the
increase in users has grown exponentially. According to Statista, TikTok has now, after seven
years in existence a number of 1.7 billion active users per month worldwide [1]. Short videos
are the next fast-growing content medium after text, images, and traditional video. Its
characteristics include, in particular, low production costs, rapid dissemination possibilities,
and the phenomenon of thinning boundaries between producers (video authors) and viewers.

Unlike other popular social media platforms in specific regions or countries, TikTok has a
broad global user base. This attracted an eclectic range of content creators and users,
contributing to its popularity. Inexhaustible and endless content leads to addictive
consumption [2] [3]. As the algorithm presents you with content according to your
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preferences, people feel that the more they watch, the more relevant and entertaining videos
they get.

Social media users are predominantly young people known as Generation Z [4]. TikTok is
primarily used by adolescents and young adults under 30 years old [5]. This aligns with the
finding that TikTok has gained prominence among individuals aged 16 to 25, who can be
classified as Generation Z, constituting the majority of its user base [6]. Thus, the in-depth
analysis of selected motives for TikTok usage will be dedicated to Generation Z users.

Generation Z individuals born between the mid-1990s and mid-2000s and have grown up in a
world where social media is ubiquitous. One of the defining characteristics of Gen Z social
media use is their preference for visually driven platforms such as Instagram, Snapchat, and
TikTok [7]. The Gen Z user is likelier to follow influential figures who share their values and
champion causes they believe in [8]. Social media are shaping how Generation Z
communicates, expresses, and engages with the world.

Against this background, the study centers on the following key research question (RQ):
RQ Why do members of Generation Z create and upload video content?

This research question is based on a literature review elaborated into hypotheses and then
statistically tested and evaluated. This research aims to provide contemporary insights into the
current motivations driving Generation Z to use this platform within the post-pandemic
landscape.

1 Literature Review

The Literature Review is based on a search of academic and scientific publications on Gen Z
social media usage and the social media platform — TikTok.

1.1 Social Media and Generation Z

Gen Z, also known as the iGeneration or post-millennials, is a cohort of individuals born
between the mid-1990s and early 2000s. The period in which Generation Z began has been a
topic of debate among researchers. Some authors have suggested that Generation Z starts in
the year 1995, with individuals born after this date being classified as part of this generation
[9]. Similarly, other researchers have proposed that Generation Z encompasses individuals
born between 1995 and 2010 [9]. Furthermore, there are references indicating that Generation
Z includes those born between 1996 and 2012 [10] and from the early 1990s until the early
2000s [11]. The term “Generation Z” refers to the demographic cohort succeeding Millennials
and preceding Generation Alpha, also known as Zoomers. According to Tapscott, Generation
Z started in 1998 [12]. This diversity in proposed starting years for Generation Z suggests a
lack of consensus among researchers regarding the exact beginning of this generation. This
generation has grown up immersed in technology, in particular, social media platforms.
Various sources have suggested that Gen Z is the first generation of digital natives who have
had exposure to the internet and social media from a young age [13]. Gen Z’s behavior and
attitudes towards social media have been greatly influenced by this exposure to technology.
The social media behavior of Gen Z is notable for its high levels of engagement and activity
across a range of platforms, including Instagram, Snapchat, and Twitter. These platforms
serve as spaces for self-expression, connection, and entertainment and have become an
integral part of their daily lives [14].

One of the defining characteristics of Generation Z’s social media usage is their preference
for visually-driven platforms like Instagram, Snapchat, and TikTok [7]. These platforms rely



heavily on short-form video content, images, and filters, which appeal to Gen Z's desire for
instant gratification and self-expression [15].

Another trend in Gen Z’s social media usage is the emphasis on authenticity and social
activism. Gen Z users are likelier to follow influencers who share their values and advocate
for the causes they believe in [8]. They are also more likely to use social media as a platform
for activism, with hashtags like #MeToo and #BlackLivesMatter gaining widespread traction
on social media platforms [15].

Overall, social media has become integral to Gen Z’s lives, shaping how they communicate,
express themselves, and engage with the world around them.

1.2 TikTok, a Concise Story of a Skyrocketing Social Media Platform

TikTok is a global social media platform that allows users to create, share, and discover short
form videos on the platform. It has become one of the world’s most popular social media
platforms since it was launched in 2016 by Chinese tech company ByteDance. TikTok's brand
name in China is Douyin. Although the two apps look the same, they are actually completely
separate. Thus, it is impossible to search for a Douyin account on TikTok or vice versa, as
there is no link between Chinese and international content. For that reason, the article is
dedicated to the social media platform under the brand name TikTok. As the number of
TikTok users has grown exponentially in recent years, the app, which is designed for short
videos, has played an increasingly important role in the entertainment industry. According to
Statista, TikTok now has 1.7 billion monthly active users worldwide after having existed for
seven years [1].

Xu et al. [16] believe that short videos can be considered a new type of video. Typically, these
videos range in length from a few seconds to five minutes. This research presents a theoretical
framework that explores important antecedents of user loyalty. The research shows that
satisfaction is the most critical factor responsible for why people use TikTok.

Factors influencing user satisfaction include perceived usefulness, entertainment, and social
value. Several other research papers discuss why short videos may have become so popular in
the current era. Jianguo & Qi [17] believe that their popularity is due to their “short” form, as
audience attention tends to be limited and fragmented during the information explosion. Thus,
the video must be short enough to capture and hold the viewer’s attention. TikTok’s success
can be attributed to several other factors as well.

Firstly, its algorithm delivers personalized content to users based on their interests [18],
making the user experience engaging and addictive [3]. The app also has a user-friendly
interface and allows for easy creation and sharing of content, leading to a proliferation of viral
challenges and trends [19]. Another reason for TikTok’s success is its global appeal. Unlike
other social media platforms primarily popular in specific regions or countries, TikTok has a
broad user base worldwide. The vast user base has allowed the app to attract a diverse range
of content creators and users, which has, in turn, contributed to its popularity [20].

Omar and Dequan [21] have identified five motivators for using this platform. These include
social interaction (messages), archiving (sending pictures of important/impressive events to
others to keep in mind), self-expression (to display one's creativity), escapism (to escape
everyday sorrows and problems), and peeking (users show their lives or talents to other users,
who are expected to derive personal, social, and fantasy satisfaction from it).

According to Smith [22], TikTok’s success can be attributed to the fact that it has become a
cultural phenomenon. Many popular trends and challenges on TikTok have been adopted by



mainstream media, and celebrities, politicians, and brands have also embraced the app. This
has helped to solidify its position as a significant player in the social media world.

Most of the literature referred to in this article dates from the COVID-19 pandemic when
TikTok was used to escape lockdowns and socialize virtually with friends. Especially the
uncertainty of what might be next caused fears, and TikTok seemed to be the solution to
forgetting one's sorrows and loneliness [23] [24] [25], offering a way out.

The sadness caused by social isolation during the COVID-19 pandemic called for
entertainment media that made people laugh again [26] [27]. The funny content in TikTok is
meant to entertain people and thus increase their happiness [28].

Sheer inexhaustible and endless content leads to addictive consumption [2] [3]. Since the
algorithm presents content according to the user’s liking, people get more matching and
entertaining videos the more they watch. Interrupting this would lead to a fear of missing out
that users try to avoid [29].

Since TikTok started as a lip-synchro platform, others have created and watched many music
videos [21]. Background songs for short videos and reels gained popularity within this context
[30] [31]. TikTok thus provides new unreleased music content.

2 Hypotheses

This chapter deals with the research question outlining the hypotheses under consideration in
this survey. It provides a context by delving into the background and situating them within the
current scientific research landscape, demonstrating the derivation of these hypotheses.

The hypotheses of the research question deal with motives for active TikTok usage: Why do
members of Generation Z create and upload video content?

The following hypothesis can be derived:

People who feel like influencers in that they believe their content will be liked, shared, and
creatively processed by many people will upload more content than others who are merely
entertained without this sense of mission [32] [33]. To keep the role and function of an
influencer, a constant creation of videos is necessary [34] and we thus conclude:

H1: Heightened feelings of being an influencer lead to increased levels of activity in content
creation.

Uploading videos is not only a social act of participating in a non-verbal conversation. It can
be seen as a way of self-expression that enables users to live out their creativity [35] [36] [37].
We then assume:

H2: The more users feel creative, the more they post on TikTok.
Uploading videos makes users happy and satisfied [38] [33] [39]. So, it can be expected that:
H3: Increased video uploads result in a higher level of users’ happiness.

Studies have revealed that Likes work as rewards and reinforcers for the content creator [34]
[40] and as a form of social support [41], leading to enjoyment. Now, the question can be
raised as to whether negative feelings arise for the users if they do not receive a positive
response to the content they have created. We thus conclude:

H4: The absence of positive feedback leads to a lower emotional state among users, resulting
in a heightened sense of sadness.



The fast pace of today’s media, the short attention span, and the hunger for ever-new content
lead to strong attrition effects in video consumption. Users are always looking for something
new in reception and production, whether it is new formats or content [42]. Therefore, those
who want to try out new things are also the ones who upload new content more frequently
[39].

HS: The higher the willingness to try out new things, the higher the content upload.

3 Methodology

The survey was conducted online and the students were asked to distribute it on social
networks. The course was made up of participants from Germany and Kazakhstan. These
results are an international sample. Table 1 gives sociodemographic key data of the sample
showing the data of the country-specific samples and the overall data set.

Tab. 1: Overview of socio-demographic survey key data
Country N  Age Women [%)]

Germany 121  23.,6 54
Kazakhstan @ 105  22.,3 72
Total 226 23.,0 62

Source: Authors’ calculations based on the conducted survey

A total of 226 participants completed the survey in both countries. The overall share of
women is 62%, which is more than half, and the average age is 23 years, representing
TikTok’s most substantial user group: Generation Z.

For all items of the battery in the questionnaire to measure the motives of active TikTok
usage, a scale ranging from 0 to 10 was used. This scale was chosen due to its inclusion of an
absolute zero point, ensuring a clear minimum in both Germany and Kazakhstan. A 1-5 scale
was avoided, as it serves as a school grading system in both countries, where 5 is the highest
grade in Kazakhstan and the lowest in Germany, creating potential confusion. The decimal
scale ranging from 0-10 was used for the following reasons: Scherpenzeel [43] discusses the
practical use of 11-point scales, which are often used in surveys and are well handled by
respondents. These studies collectively underscore the need for a nuanced understanding of
the use and analysis of 0-10 scales in social sciences.

The 11-point scale is used in many other ongoing surveys, for example, the Gsoep and World
Value Study, and seems to be well handled by respondents. Respondents are asked to indicate
the strength of their attitude or opinion in a number between 0 and 10, with the endpoints 0
and 10 being defined by verbal labels. Also, for many questions of the Swiss Household Panel
questionnaire, the 11-point scale has been chosen instead of a category scale.

Given that the scales in this study verbally define the minimum and maximum points but do
not assign specific expressions to the intermediate levels, which are challenging to delineate
verbally, the authors categorize these scales as metric ones. The authors presume that the
scale points are equidistant due to the online survey’s layout, which utilizes an optical scale
displaying distances between 0 and 10 in equal intervals.

The item battery consists of a question on the intensity of use and five items of motivation for
the usage. The following tables show the measured construct, the corresponding item, its
mean, and its standard deviation, see Table 2.



Tab. 2: Selected motives to upload TikTok videos

Item measured Question / Statement in Survey (0-10) M | SD
Active TikTok Use | How often do you upload video content yourself? 2.10 | 2.79
Influencer Role 1 see myself as an influencer. 0.98 | 1.87
Creativity TikTok allows me to live out my creativity. 2.37 | 3.14
Wellbeing 1 feel better when I get positive feedback on TikTok. | 3.38 | 3.63
Feared Sadness 1t makes me sad when no one “likes” my posts. 2.29 | 3.07
Try Out New Things | I want to try out new things. 3.75|3.45

Source: Authors’ calculations based on the conducted surveys

First, it is noticeable that none of the mean values are above 4. This means that all of the
values for these statements are in the lower third of the scale.

It can be seen that trying out new things and wellbeing receive the highest level of approval,
although their values in absolute terms are not high. Creativity is relatively in the middle
range, and the perceived role as an influencer even brings up the rear. However, the extent to
which these items are related to active TikTok use, or have an impact on it, will be examined
in the next chapter.

4 Results

In hypotheses testing as we regard the 0-10 scale as a metric, we employ a Pearson correlation
to assess coherence between the items and active TikTok usage. Furthermore, a non-
parametric correlation (Kendall Tau) is computed to investigate the relationship when the
scale is not treated as metric. The findings are consistent in both scenarios, revealing
moderate to high correlations at a significantly robust level (refer to Table 3).

The hypotheses deal with active TikTok usage (Video creation). Again, 5 items and their
coherence with the active usage were checked, yielding the following results: All items show
highly significant correlations, with highly intermediate to even strong values, see Table 3.

Tab. 3: Correlation table of active TikTok usage

Hypothesis Items r Tau Sig.

H1 Influencer Role S77 0 .538 0 <.001
H2 Creativity 661  .623 <.001
H3 Wellbeing 558 1 .512 1 <.001
H4 Feared Sadness 488 1 451  <.001
H5 Try Out New Things @ .588  .548 | <.001

Source: Authors’ calculations based on the conducted surveys
Here, creativity and trying out new things show the highest correlation, whereas feared
sadness and wellbeing show the lowest value. However, all hypotheses can be accepted.

A linear regression (R? = .497) was also conducted here to check for the “impact” of the
correlating items on active TikTok usage, delivering the following results, see Table 4.
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Tab. 3: Regression model of active TikTok usage

Item Standard Beta Significance | VIF
Creativity 313 .002 3.347
Perceived Influencer Role 233 .002 1.887
Trying Out New Things 213 .013 2.366
Wellbeing -.010 918 2.893
Feared Sadness .086 254 1.835

Source: Authors’ calculations based on the conducted surveys

We see that Creativity, the Perceived Influencer Role, and Trying Out New Things are
significant motivators to upload content. Wellbeing and Feared Sadness well correlate with
the-active TikTok usage, but impact is not significant here.

Overall: All Hypotheses can be accepted.

Conclusion

All findings concerning the motivational drivers for the active usage of this platform are a
backup and validation of the results of the surveys yet in existence. What this article can
provide, however, is an examination of how strongly these individual items contribute to the
outcome — variable.

In terms of active use, it is evident that Generation Z is primarily driven and motivated to
upload and share content by the perceived aspect of creativity. TikTok opens up a channel
they have used well during the pandemic and whose possibilities they have been able to try
out and exploit often as the only way to interact with others and communicate with the world.
This can be done by developing new video formats, trying out classic lip-syncs, taking on
challenges and reacting to them, and creating memes, hoping they will go viral.

Trying out new things reflects a certain need for stimulation. The brevity of the videos and
their ephemerality in the feed are not intended to create evergreens" that will be remembered
years from now but are entirely ephemeral, paying homage to the moment. A mere copying
and clumsy repetition of what is already known is what stands in the way of creativity and
trying out the new. The rise of social media has contributed to an increase in the desire for
novel experiences among young people. Furthermore, the cultural context in which Gen Z has
grown up plays a significant role in their inclination toward trying new things. The increasing
emphasis on individualism and self-expression in Western societies has led to a culture of
experimentation and personal exploration. Thus, contemporary emerging adults, including
Gen Z, are more likely to engage in diverse experiences and lifestyles than previous
generations. In addition, the impact of globalization cannot be overlooked. Gen Z has been
exposed to a more interconnected world, allowing them to access a wide array of cultural
products and ideas. This exposure to diverse influences has contributed to their openness to
trying out new things, whether it be in fashion, food, or entertainment. It is also essential to
consider the potential risks and benefits associated with trying out new things. While
exploration can lead to personal growth and self-discovery, it can also expose individuals to
potential harm, especially in the context of social media challenges and trends. Therefore, it is
crucial for educators, parents, and policymakers to provide guidance and support to ensure
that Gen Z's experimentation is safe and informed.

The role of feeling like an influencer, communicating with the world, contributing, and
showcasing personal abilities also plays a significant role. While interpreting this as a form of
"fishing for compliments" might be tempting, indicating a desire for attention and recognition



possibly linked to lower self-esteem, such a conclusion could not be definitively established.
The urge to feel like an online influencer is a complex phenomenon that various factors might
shape. Gen Z consumers exhibit discerning behavior towards influencers and endorsed
brands, often avoiding them due to perceptions of commercialization and opportunism. This
skepticism towards traditional marketing has led Gen Z to focus on growing their social
networks, establishing relationships, and exerting personal influence, indicating a preference
for authentic interactions. The constant need for authenticity often results in active social
media to vocalize their concerns and preferences. Additionally, Gen Z individuals appreciate
the efficiency of personal branding through social media, leveraging their digital and tech-
savvy nature to build authentic personal brands.

It is worth noting that well-being does not have a significant effect as a driver on the active
use intensity of the platform in the case of positive feedback. However, the mean value of the
item is the second highest. By looking only at the mean values of the items that can be seen as
motivators, it can be concluded that receiving positive feedback creates a sense of well-being
that users strive for. It seems that well-being does not arise when the user simply uploads
content, but only when it is accepted by the community and receives positive reactions. This
suggests that users define themselves through third parties, which would indicate insecurity
and a lack of self-confidence on the part of the individual. The self-created is only valuable if
others perceive it as such. However, the regression shows that this is different in the context
of direct use. Respondents generally agree that their well-being increases, but it is not the
reason why they become active on TikTok. This means that the obvious assertion that
Generation Z defines itself through others and third parties is not tenable.

The same applies to the fifth item examined in the study—the feared sadness resulting from a
lack of feedback and the intensity of active use. The situation is very similar here too. The
statement receives low approval but not the lowest value. This means that the respondents
agree that they feel sad when their actions receive no likes, but they do not act proactively due
to the fear of not getting enough likes. This suggests that active and creative work motivates
users to upload something rather than prophylaxis against the fear of not getting enough
feedback. This behavior might also be because other metrics might help GenZets distinguish
whether the content user posts is exciting, e.g., the number of views. Undoubtedly, the
reinforcement of TikTok usage is likely influenced by design elements such as Likes or
Number of Views. Likes provide an easy way to give feedback and help with authentic self-
expression. This indicates that likes play a significant role in shaping user behavior on the
platform. Again, the role of hedonic consumption experiences, including enjoyment and
escapism should be emphasized as they influence users' intention to use the TikTok app. The
enjoyment of receiving likes from others could be linked to the impact of likes on Gen Z's
active usage. On the other hand, when the likes are missing, other factors might give GenZets
feedback from their followers on the quality of their content.

The study sheds light on the reasons why Generation Z actively uses TikTok. According to
the study, creativity and the desire for recognition are the major motivators for active usage of
the platform. Overall, this research helps us better understand the usage patterns and appeal of
TikTok among Generation Z.

The relatively low values in the lower third of the scale can be questioned critically, as none
of the values exceeds 4. This may be explained by the fact that the platform TikTok is not yet
as popular as it is believed to be in the studied sample. It would be helpful to conduct a
comparative study with the same cohort, but with Instagram as the platform instead of
TikTok.
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It would also be desirable to collect the items in the subsequent questionnaire with a single
question and 3-5 items, using item batteries previously used in studies. Additionally, having a
larger participant pool in both countries would have allowed for mean value comparisons to
explore intercultural differences in use. Furthermore, conducting a follow-up study in 4 or 6
years could provide insights into whether the motivational drivers remain consistent or if
prolonged platform use exhibits signs of wear and tear, potentially diminishing its initial
appeal.
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HLOUBKOVA ANALYZA VYBRANYCH MOTIVU GENERACE Z PRO AKTIVNI
VYUZIVANI TIKTOKU

Znacné mnozstvi existujici literatury o motivech Generace Z ma koieny v éfe pandemie
COVID-19, béhem niz hréala socidlni omezeni z4sadni roli v komunikaci a interakci s ptateli
a svétem. Pandemie skoncila, a je zajimavé zjistit, jaka motivace vede mladé lidi k pouZzivani
platformy TikTok v dne$ni dobé. Tato studie zahrnovala prizkum u vice nez 200 Gcastnikt
v Némecku a Kazachstdnu ve specifikované vékové skupiné s cilem prozkoumat jejich
motivy pro pouzivani platformy TikTok. Shromazdéna data prosla korelacni a regresni
analyzou, a byly identifikovany primarni motivatory. Mezi primarni motivace ucastniki, kteti
se aktivné zabyvaji tvorbou a nahravanim obsahu této platformy, patii vyjadieni osobni
kreativity, vnimani sebe sama jako influencera a potieba zkouset nové véci. Tento vyzkum si
klade za cil poskytnout soucasny pohled na vyvijejici se motivaci mladych jedinci v post
pandemické dobg.

EINE EINGEHENDE ANALYSE DER GENERATION Z AUSGEWAHLTER MOTIVE FUR
DIE AKTIVE TIKTOK NUTZUNG

Innerhalb weniger Jahre hat sich TikTok zu einer der meistbesuchten Social-Media-
Plattformen weltweit entwickelt. Ziel dieser Studie ist es, die Frage zu beantworten, was die
Hauptnutzergruppe dazu motiviert, die Plattform zu nutzen — sowohl als Konsumenten als
auch als Produzenten von Kurzvideos. Im November 2022 wurde in Deutschland und
Kasachstan gleichzeitig eine empirische quantitative Online-Umfrage mit 226 Teilnehmern
durchgefiihrt, um den ,,Impact® der in fritheren Umfragen und Quellen genannten Motivatoren
zu ermitteln. Fiir die aktive Nutzung (Videoerstellung) werden in der Literatur die Rolle des
wahrgenommenen Influencers, das Ausleben der eigenen Kreativitit, Wohlfiihlen bei
positivem Feedback, die Traurigkeit wenn es keine Likes gibt, und das Ausprobieren neuer
Dinge genannt. Natiirlich lassen sich noch weitere Motive aufzéhlen, aber die in dieser Arbeit
verwendeten Motive sind diejenigen, die in der Literatur am hdufigsten anzutreffen sind. Alle
Zusammenhinge dieser Einflussgroflen konnten in dieser Befragung untermauert und validiert
werden.

DOGLEBNA ANALIZA WYBRANYCH MOTYWOW AKTYWNEGO KORZYSTANIA
Z TIKTOKA PRZEZ POKOLENIE Z

W ciggu kilku lat TikTok stal si¢ jedna z najczgsciej odwiedzanych platform mediow
spotecznosciowych na $wiecie. Celem niniejszego badania jest odpowiedz na pytanie, co
motywuje gtéwna grupe uzytkownikow do korzystania z platformy — zaréwno jako
konsumentow, jak 1 producentow krotkich filmoéw. Empiryczna ilo$ciowa ankieta internetowa
z udzialem 226 wuczestnikow zostala przeprowadzona w Niemczech i1 Kazachstanie
w listopadzie 2022 r. w celu okreslenia ,,wptywu” motywatoréw wspomnianych
w poprzednich ankietach i1 zrodtach.. W przypadku aktywnego wykorzystania (tworzenie
wideo) literatura identyfikuje role postrzeganego influencera, przezywanie wtlasnej
kreatywnosci, pozytywne opinie, smutek, gdy nie ma polubien i wyprébowywanie nowych
rzeczy. Oczywiscie motywOw mozna by wymieni¢ wiecej, ale te, ktore zostaly uzyte w tym
artykule, to te, ktore najczgséciej spotyka si¢ w literaturze. Wszystkie te korelacje elementow
wplywajacych mogg zosta¢ zarchiwizowane 1 zweryfikowane w tej ankiecie.



