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ABSTRACT 

TikTok has emerged as an intriguing social media application that attracts usage especially among young users. 

There has also been growing research in media effects, especially with an increasing scrutiny on emerging 

technologies such as algorithm-driven social media applications pointing to a need for a critical look at nuanced 

ways in which technological affordances are enhancing the usability and engagement on social media. This study 

made use of the Affordance Theory and the Uses and Gratifications 2.0 framework, which is also referred to as 

the MAIN model, to analyze the technological affordances of TikTok that enhance its usability and engagement 

among young adults in Kenya using the University of Nairobi as the case study. The study was guided by the 

question; what are the key technological affordances of TikTok that enhance its usability and engagement among 

young adults? The study used the explanatory sequential design. An online survey and Key Informant Interviews 

(KIIs) were used to collect data. Quantitative data was analyzed descriptively using percentages, means and 

standard deviations while qualitative data was analyzed thematically.  The study found that the key technological 

affordances that enhance its usability among young adults include: its user-friendly interface characterized by 

its ease of use and access to content; the easy-to use and appealing video creation tools; the interactivity 

facilitated by the initiating and the maintaining of direct engagement between users through the FYP; community 

and trends as well as measurement.  

Keywords: TikTok, Algorithm, AI, Technological Affordances, Uses and Gratifications 2.0, MAIN Model 

INTRODUCTION 

In the dynamic landscape of social media, TikTok has emerged as a captivating platform, drawing the attention 

of millions of users worldwide. Klug, Qin, Evans and Kaufmann (2021) characterize TikTok as a short video 

sharing platform that stands apart from its social media counterparts; it facilitates users’ interaction with the 

content and shapes further interaction around the content. TikTok’s hallmark lies in its brevity; TikTok videos 

range from 15 seconds to several minutes (Zhao, 2020). Since this app is constantly evolving, the video length 

allowed on the app has been increasing. Other social media platforms have also been integrating brevity of video 

content in their features, i.e., YouTube shorts, Instagram reels and Facebook stories (Klug et al., 2021; Bhandari 

& Bimo, 2022).  

Originating from China, TikTok emerged under the name Douyin, developed by the company ByteDance. Omar 

and Dequan (2020) emphasize that TikTok is purposefully designed for mobile phones. Its interface, interactions, 

and content consumption align seamlessly with the mobile experience.   TikTok’s allure lies in its non-reliance 

on interpersonal interactions. Unlike follower-based platforms such as Facebook, Instagram, and X (formerly 

Twitter), where social connections drive content visibility, TikTok users can access content aligned with their 

interests without necessarily engaging with others. This unique feature fosters a sense of autonomy and 

serendipity. While TikTok stands apart, it also shares commonalities with other media. Klug et al. (2021) and 

Bhandari & Bimo (2022) liken TikTok to a content community, akin to YouTube and Instagram. In this 

classification, content takes centre stage, transcending individual interactions. TikTok’s vibrant ecosystem 

thrives on creativity, trends, and user-generated content.  
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Recent developments have brought TikTok under increased scrutiny, particularly regarding its technological 

affordances and user behaviour. The history of affordances is derived from ecological psychology where 

affordances were conceptualized as artefacts, objects or properties of the environment (Norman, 2013; Hafezieh 

& Eshraghian, 2017). The concept has been adopted and used in Information Technology and Media. As much 

as there appears to be no singular definition of affordances agreed upon by scholars, a look at literature 

characterizes affordances as underlying action possibilities that features of technologies offer to users which 

have the capabilities to shape user interactions and experiences (Karahanna, Xu, Xu & Zhang, 2017; Evans et 

al., 2016; Zhao, Liu, Tang, & Zhu, 2013). 

Background Information 

TikTok was initially designed specifically for teenagers and pre-teenagers but the COVID 19 pandemic 

distributed the usage across different age-groups through presenting TikTok as the ideal app for entertainment 

(Zheng, Abidin and Schaffer, 2021). Currently, TikTok usage still seems to be skewed towards young audiences 

(Maddox & Gill, 2023). Globally, 66% of TikTok users are below the age of 30 (Culture Intelligence, 2022). In 

the United States of America, the social media application has not only witnessed significant adoption in usage, 

but it has also become a major component making up political discussions in the country’s legislature. According 

to the Pew Research Centre (2024), 62 % of Americans under 30 years of age use TikTok.  As of March 2024, 

The Economist reported that TikTok had 170 million users in the USA who spent at least an average of 56 minutes 

a day using the App. This widespread usage underscores the platform’s appeal and its ability to captivate users 

with its unique features. The demographic data further highlights TikTok’s popularity among the younger 

generation.  

This suggestion that TikTok is particularly resonant with younger audiences is quite intriguing especially when 

explored in the context of the findings of the Youth Survey 2022 which showed that 60% of Africa’s population 

comprises of young people below the age of 25 (AfricaNews, 2022). TikTok’s influence extends significantly 

into the African continent, with notable usage in countries such as Nigeria, South Africa and Kenya. In 2023, 

Kenya’s TikTok usage was ranked top globally at 54% by the Reuters Institute Digital News report (Oluwole, 

2023). Also, in 2023 there were calls on the Kenyan government to ban TikTok through a petition presented to 

Kenya’s parliament by Bob Ndolo. The petition cited issues of morality, promotion of violence, hate speech etc. 

as concerns that accompanied the use of TikTok. In addition, a 2022 report by Mozilla Foundation linked TikTok 

to the gaslighting of political tensions ahead of the 2022 general election (Madung & Mozilla Foundation, 2022). 

The discourse surrounding TikTok is complex, encompassing issues such as the unique affordances of TikTok 

driven by its AI powered algorithm. This has significant implications for understanding the uses and 

gratifications of TikTok. It becomes important to seek an understanding of the affordances of TikTok that make 

its usage popular. This study delved into the technological affordances that drive TikTok’s popularity among 

young adults. The choice of university students was influenced by the fact that the demographics of the usage of 

TikTok tend to skew towards younger audiences (Vaterlaus & Winter 2021; Culture Intelligence, 2022). Nwafor 

(2024) agrees and notes that, universities provide auspicious settings for exposure to different technologies, 

diversity in terms of cultural exchange and an academic environment that fosters digital literacy. This made 

university students suited for analysis of technological affordances and the gratifications associated with TikTok 

usage. This study aspired to uncover the nuances that make TikTok a compelling digital playground for the 

youth. 

Q1 What are the key technological affordances of TikTok that enhance its usability and engagement among 

young adults?  

LITERATURE REVIEW 

The Uses and Gratifications Theory (UGT) has been a dominant framework in media studies, characterizing 

discussions around media usage for several decades. This theory emerged as a pivotal paradigm in media uses 

and effects research, challenging the traditional notion of immediate, unidirectional, and powerful media effects. 

UGT posits that media users are not merely passive recipients of media messages that could influence them in a 

direct and potent manner. Instead, it underscores the active role of media users in the consumption process (Katz 

http://www.rsisinternational.org/


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue IX September 2025 
 

Page 796 
www.rsisinternational.org 

 

 

 

 

& Blumler, 1973). According to the Theory, users’ intrinsic needs significantly shape their media use, influencing 

their choice of media, and determining their continued use or disuse thereof. For decades, this theoretical 

perspective has significantly contributed to the general understanding of how individuals interact with media 

platforms and the gratifications they derive from such interactions.  

Nevertheless, technological enhancements have led to the development of digital affordances that were not 

available during the 50s and 70s when these theoretical aspects were being developed. There has therefore been 

a need to explain media use in the era of technological advancements that have created new media. The MAIN 

model or uses and gratifications 2.0, is an affordance-driven framework that attempts to integrate social media 

affordances into literature on uses and gratification. The model proposes that social media gratifications are not 

determined by intrinsic needs but are rather based on the structure of the medium. This model categorizes these 

affordances into four categories namely; mode, agency, interactivity and navigability. These join to form the 

acronym MAIN, hence the term MAIN model. Sundar and Limperos (2013) argue that affordances are 

instrumental in shaping users’ media experience, leading to a set of gratifications that are uniquely tailored to 

the capabilities of new media platforms. The Theory of Uses and Gratifications 2.0 was particularly apt for the 

study because its emphasis on affordances aligns seamlessly with the study’s focus on the technological 

affordances of TikTok. The theory helped this study to systematically dissect the specific actions that the 

affordances of TikTok enable, enhancing its likeability and use among young adults. The theory’s adaptability 

to new media contexts ensured that the research remained grounded in contemporary media usage patterns. 

Rathnayake and Winter (2018) applied this framework in their research on college students examining the 

gratifications that were derived from use of a range of social media such as Facebook, X (formerly Twitter), 

YouTube, Tumblr, Instagram and WordPress. Rathnayake and Winter (2018) used the Survey instrument to 

examine affordances of social media as interactive platforms. In Malaysia, Nordin et al. (2021), made use of the 

UGT 2.0 Framework to analyze how technological affordances on Facebook shape the adoption of new 

innovations by Paddy farmers. Nordin et al. (2021) found that modality, agency, navigation and interactivity-

based affordances influenced the uptake of new information on farming processes. 

As observed by Nordin et al. (2021), there appears to be a shift in concepts around media uses from the innate, 

intrinsically motivated media choices of users to the idea of affordance-driven choices. Therefore, social media 

use is not only determined by the users’ needs but also the affordances. It is this shift in both possibilities of 

usage and the perceived sources of motivation for media use that has brought into the effects research the angle 

that social media uses and gratifications depend on the design and the structure of the platform. This assertion 

of medium-related factors that shape media usage can be closely linked to the affordance school of thought. The 

main idea in the Affordance framework is that affordances that are in existence must be perceived by users and 

actualized for them to influence and affect the users. According to Pozzi et al. (2014), the Information 

Technology concept of affordances was conceived as follows, affordance existence, affordance perception, 

affordance actualization and the affordance effects.  

Vaast, Safadi, Lapointe and Negoita (2017) applied the Affordance framework to analyze how twitter (now X) 

was used to facilitate what they term as connective action during the 2010 oil and gas explosion on the Gulf of 

Mexico. Vaast et al. (2017) explored how the affordances of X enabled users to share and even generate content 

at low technical and financial costs yet attaining the collective success of making the event linger in the general 

consciousness of the public as the most micro-blogged topic of 2010.In addition to that, Sedalo, Boateng & 

Kosiba (2022) grounded their case study of social media use in small and medium-sized enterprises (SMEs) in 

Ghana on the Affordance Framework. Through use of thematic analysis, they identified brand visibility, 

relationship-building and sharing as the possibilities that facilitated the acquisition of customers by SMEs. To 

provide  context that and prevent the oversimplification that could arise from  the affordance framework, this 

study made use of both the Affordance framework and the MAIN model which provided concrete categories that 

could be used to discuss the affordances of TikTok.  

Digital Affordances and Features  

Zhao et al. (2013) and  Evans (2016) differentiate between features and affordances based on the user perception 

and affordances. Features are referred to as the specific, inherent functionalities or characteristics of digital 
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technologies which are a representation of what the systems can do. Affordances emerge from technological 

features, but they are not synonymous with them. They are dependent on user perception and context. Contextual 

variations could impact affordance perception. The action possibilities(affordances) are shaped by design 

features of the technology as well as the context in which these technologies are used (Evans et al., 2016). 

Affordance shapes the user interaction as well as the user experience. Affordances transcend the specific 

functionalities of features. Affordances include not just the function capabilities of the technologies, but the way 

users perceive and utilize these capabilities (Zhao, et al., 2013). 

Zhao et al. (2013) analyzed the relationship between affordances, features and gratifications by explaining that 

users draw specific gratifications from social media use due to the unique affordances that shape user needs. 

This therefore calls for a consideration of platform specific features in understanding social media usage. In 

other words, users perceive and make use of affordances to meet their needs and therefore obtain gratifications. 

Karahanna et al. (2018) accept the proposition that affordances are underlying action possibilities emerging from 

social media. However, they diverged from the idea of affordance-determined gratifications and advanced that 

it is the innate needs of the users that drive users to use the affordances. 

Several studies have adopted the affordance framework to explain various phenomena around technological 

affordances. Zhao and Wagner (2022) investigated how the affordances of TikTok lead to the continued usage 

of TikTok by its users; a phenomenon they referred to as the user flow. The user flow  identifies three affordances 

of perceived effortlessness, perceived accuracy and serendipity as the algorithmic based affordances that lead to 

continued TikTok use. Lee Sun and Wong (2023) investigated and compared how users interact with the 

affordances of TikTok and YouTube and concluded that, with content relevance as the mediator, the affordances 

of both TikTok and YouTube impact user experience on those platforms. Ebrahim and Tanner (2023) used a case 

study which employed interviews and observation to investigate how the actualization of TikTok’s affordances 

can be used to challenge societal stands about women and beauty. It was concluded that TikTok affordances 

provided opportunities for women to associate, edit, share and browse through content which contributes to their 

sense of self-representation. 

Technological Affordances of TikTok 

According to Rathnayake and Winter (2018), affordances are features of a platform that enable, restrain or 

constrain user-behavior. Since users can perceive these affordances, their mere existence can influence the way 

in which users interact with the platform. Karahanna et al. (2018) acknowledge that even though the 

psychological needs of individuals are innate, social media provides underlying action possibilities that influence 

media use. Technological features provide a foundation upon which these underlying action possibilities or 

affordances are built (Vaast et al., 2017). There is an intricate relationship between features of technologies, 

technological affordances and ultimately the gratifications of social media use. It is apparent that features of 

TikTok are evolving. However, features of TikTok such as the algorithmically- powered For You Page (FYP), 

the predominance of the short video content, the multimedia editing options, duet feature etc. dominate scholarly 

discussions on the key features of TikTok. 

User-Friendly Interface 

Zheng et al (2021) identify the FYP as the primary interface that users make use of to interact with content on 

TikTok. Omar and Dequan (2020) note that TikTok’s mobile app is generally easy to navigate. TikTok can be 

accessed through smartphones, in portrait mode getting the optimum viewing experience without requiring the 

tilting of the phone (Montag, Yang and Elhai, 2021). TikTok’s FYP initiates a process that observes and 

eventually reinforces users’ consumption interests (Schellewald, 2023). Once that is established, the ease with 

which users access the rest of the recommendations is facilitated through scrolling (Zhao, 2020). These aspects 

of TikTok converge to offer users action possibilities that are unique and interesting. Navigation on TikTok is 

easy as it enables participants to easily interact with and make changes to the content on the app. Under UGT 

2.0, Navigation refers to affordances that make it easy for users to move within the platform. Nordin et al. (2021), 

observe that visual platforms such as TikTok present content in video form, a form users find appealing. The 

concept of social media affordances based on visual appeal is referred to as modality under the MAIN Model by 
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Sundar (2008) and Sundar and Limperos (2013). Vaterlaus and Winter (2021) explain that videos are more 

appealing to human perceptual organs as compared to text because videos appear to be more real(realism).  

Video Creation Tools 

Under UGT 2.0, the ability of social media users to be sources of content is known as agency. Features of TikTok 

that are considered distinct such as the short video-format, soundtrack challenges, duet, stich feature, built-in 

filters, stickers, popular music etc. create a multimedia context of visuals that not only create an appealing 

viewing experience but also enables TikTok users to become sources of content (Lu & Lu 2019; Montag et al, 

2021). This content, which is mostly in the form of short videos, is sometimes referred to as memes (Vaterlaus 

& Winter, 2021). Memes are media that are shared, imitated and interpreted across the internet (Stern et al . 2020 

cited in Vaterlaus & Winter, 2021).  

Brenzil (2022) notes that not everyone on social media is there to be an agent of content sharing as only 1% of 

social media users are content creators; 90% of social media users are said to be simply observers while 9% are 

active participants. However, as Vaterlaus and Winter (2021) note, even for those who are on TikTok to just 

observe or even participate, actions such as viewing videos, liking and scrolling are easy to accomplish on TikTok 

courtesy of the video- creation tools (Vaterlaus & Winter, 2021). 

Interactivity 

Affordances that allow users to make real-time changes to the content within a social medium are classified 

under the interactivity category of affordances (Sundar & Limperos ,2013; Rathnayake & Winter, 2018).On 

TikTok, the algorithm relies on user profile information and interactions, such as likes and comments, to curate 

content for the users (Kanthawala, Cotter, Foyle, & DeCook,  2022). As Bhandari and Bimo (2022) and Klug et 

al. (2021) explain, the Algorithm on TikTok initiates the interactive process between the FYP and the users to 

determine the content to be curated for them. In other words, TikTok’s algorithm can respond to the users’ 

demands.  

The interaction between users and the algorithm facilitates the creation of personas of the users that are used to 

recommend content that is likely to please them hence retaining them on the app. Zhao (2021) notes that since 

these algorithms are driven by artificial (AI), the content orientation aspects create powerful distribution 

strategies that make users receive personalized content based on their personalities. The implication of the direct 

engagement between TikTok users and the algorithm through the FYP ensures that the users get what Bhandari 

and Bimo (2022) refer to as ‘hyper-personalized’ content. That is, content that accurately predicts the 

personalities and interests of the users. Zhao (2021) underscores that, the more people use TikTok, the more 

accurate their recommendations become. According to Vaterlaus and Winter (2021), TikTok’s primary function 

appears to be facilitating interaction with video content. It has been identified that algorithmic recommendations 

of TikTok are the key feature of TikTok (Schellewald, 2021).  

Community and Trends 

TikTok is not to be viewed as a networking site. However, TikTok technologies are networked, creating 

communities that are networked and imagined leading to formation of collectives of users because of their shared 

interests (Maddox & Gill, 2023). Krutrök (2021) and Maddox & Gill (2023) agree that the TikTok algorithm 

functions in such a way that it assigns people to different communities based on their interests. In view of that, 

Maddox and Gill (2023) show that there are distinct platforms on TikTok such as BookTok, FoodTok, KinkTok, 

JewTok etc. which have come to be referred to as different sides of TikTok (Maddox & Gill, 2023; Kaye et al., 

2022). These communities function as affordances that bring people together around shared interests (the 

sides).Trends on the other hand refer to creative formats, ideas as well behavior that gain specific attention on a 

platform (Lee & Abidin, 2023). These ideas and creative formats which are characterized by features like 

hashtags, audio clips, viral challenges have been found to define the way that users interact with the content on 

the app (Brenzil, 2022). TikTok relies on trends to not only keep users engaged on the platform but also 

entertained. 
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Measurement 

On TikTok, algorithmic rankings provide ways for ordering and categorizing content; these ultimately shape the 

way in which users interact with content on the platform (Abidin, 2021). 

Since TikTok gives preference to recommendations based on user interests instead of networks, ranking is key 

in determining how the algorithm structure content on the FYP of users. (Bhandari & Bimo, 2021) 

These algorithmic rankings are not strictly ordered sequentially nor chronologically but are based on an 

assessment of the numbers that content garners through engagement (Abidin, 2020). Klug et al. (2021) propose 

the ‘partitioned bucket strategy’, a method thought to be used by TikTok’s algorithm to ascertain the probability 

of content to trend based on views, viewing completion, likes as well as shares. According to Zhao (2021), views, 

shares, replays and completion rates are effective indicators that are used to recommend content to users. The 

recommendation strategies form a closed loop relationship between the algorithm, the recommendations it 

creates and possible addiction tendencies in the users of TikTok. The more people use TikTok, the more TikTok 

understands them which will consequently create recommendations that will keep them using TikTok.  

However, algorithmic ranking systems on TikTok do not just provide ways of ordering content and influence 

how users relate to the platforms; the inner workings of the TikTok algorithm shape the way users feel within 

the different communities of TikTok (Lagerkvist, 2019; Abidin, 2020). As Lagerkvist (2019) expounds, 

quantifying measures have a way of shaping how individuals feel in their personal lives, for instance the feeling 

of support during mourning. Maddox and Gill (2023) found that users who were mourning examined engagement 

on the content shared through assessing the number of views, comments and shares to determine the level of 

support. 

METHODOLOGY 

The study used the explanatory sequential design (ESD) mixed method. The study used the case of university of 

Nairobi students to understand specific instances, the context as well the unique insights about TikTok usage 

among young adults in Kenya. A survey component was incorporated because this study aimed to make use of 

data from a large and diverse sample size for generalisability. The study site was Nairobi County. The target 

population for the study were the undergraduate government sponsored students at the University of Nairobi 

because most undergraduate university students share the same age range as the established age range of TikTok 

users. Also, the university of Nairobi has a large and diverse students’ body comprising 27,795 government 

sponsored students (University of Nairobi, 2024). In addition to that, the location of the university in the city is 

likely to make it a hub of technology adoption hence making it an ideal location for investigating TikTok usage.  

The sampling frame for this study comprised of all the government sponsored students at the university of 

Nairobi who were registered for the September 2024 to January 2025 session of the 2023/2024 academic year. 

For the quantitative phase, a sample size of 379 students was selected in reference to the Krejcie & Morgan 

Table. The sample for the qualitative part of the study was drawn from a population of 180 students of UoN who 

make up the membership of the IEEE  (Institute of Electrical and Electronic Engineers). Specifically, cluster 

sampling was used based on the 10 faculties of the University of Nairobi to ensure that the sample selected is 

representative. Proportionate sampling was then used based on the number of students available in each faculty. 

After that, purposive sampling was used to identify 5 key informants with a background in Technology to 

participate as key informants. In addition, 2 TikTok influencers were selected as key informants through 

snowball sampling. The number of participants was considered ideal because of their knowledge of emerging 

technologies and the fact that they share the same age demographic as most users of TikTok  

With the help of student- research assistants, questionnaires were administered online (online survey) where a 

link was provided to the respondents to access the questionnaire. Thereafter, key informant interviews were used 

to collect qualitative data. Questionnaires were used to find out how young adults perceive and interact with the 

technological affordances of TikTok. Subsequently, key Informant Interviews were conducted with 5 

participants from IEEE and 2 influencers to elaborate on the findings from the questionnaire responses. Ethical 
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guidelines were considered by the researcher. For instance, approval was sought from the relevant bodies, 

identities of respondents were protected and informed consent was sought.  

FINDINGS 

A link to the online survey was shared with 379 undergraduate students at the university of Nairobi with the help 

of a research assistant. The response page in the application recorded a total of 379 responses which translated 

to 100% response rate. The high response rate could be attributed to the researcher maintaining active 

engagement during the process. The researcher understood that the sampled population is accustomed to short 

form multimedia content and may be prone to distractions. Therefore, the researcher not only shared the link 

with the respondents but also maintained an observational presence to mitigate delays and the possibility of 

respondents failing to submit the filled survey. Holtom et al. (2022) examined trend rates in surveys between 

2011 and 2020 and found that researcher presence and participant motivation boast the response rate in surveys. 

In the qualitative phase of the study, the 7 participants sampled through purposive and snowball sampling 

participated in the interviews. 

Demographic Information  

The study assessed demographic information among young adults, including gender, age, and TikTok usage 

duration, to understand the characteristics of users and how these factors influence the technological affordances 

and gratifications derived from TikTok use. The sample was almost evenly split between male and female 

respondents, with males comprising 50.1% (n=190) and females 49.9% (n=189). This balanced gender 

representation ensured that the study captured diverse perspectives on TikTok use and gratifications across both 

genders. Most respondents (71.5%) were within the 17-21 age group, followed by 19.3% in the 22-23 age range, 

6.9% aged 24-25, and only 2.4% aged over 25 years. The age range is consistent with the typical age bracket of 

undergraduate university students in Kenya especially for those who transition directly from secondary school 

to university. The high representation of users aged 17-21 suggests that this demographic finds TikTok’s 

technological affordances and gratifications particularly appealing. The results also align with those of Brenzil 

(2022) who found that the dominant demographic on TikTok is composed of young adults. 

Regarding TikTok usage experience, 43% of respondents had been using TikTok for a year, while 32.2% had 

been using it since its introduction in 2019. Additionally, 22.7% had used TikTok for six months, and a small 

fraction (2.1%) had been on the platform for over two years. These findings indicate that most respondents have 

substantial experience using TikTok, with a significant portion (75.2%) engaging with the platform for at least 

a year. This suggests that respondents have had enough exposure to TikTok’s technological affordances to 

provide meaningful insights into the gratifications they derive from its use. 

User-friendly Interface 

This study assessed respondents' perceptions of TikTok’s interface, focusing on ease of access, personalized 

content recommendations, and the evolving relevance of the "For You Page" (FYP) algorithm. Table 4.1 presents 

the findings on the user-friendly interface and its impact on usability and engagement. 

Table 4.1 User-friendly interface 

  
SD D N A SA Mean Std. 

Dev 

It is easy to log in to the TikTok app for the first 

time. 

Freq. 9 6 40 199 116 4.10 0.84 

 
% 2.4 1.6 10.6 52.5 30.6 

  

TikTok provided content that I liked the first time 

I logged on to the app. 

Freq. 36 38 98 164 39 3.35 1.10 
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% 9.5 10 25.9 43.3 10.3 

  

The more I used the app, the more interesting the 

FYP-recommended content became. 

Freq. 45 12 59 183 80 3.63 1.20 

 
% 11.9 3.2 15.6 48.3 21 

  

User friendly interface 
    

3.74 0.73 

The overall user-friendly interface was rated positively (3.74, SD = 0.73), with low variability in responses, 

indicating a generally consistent perception among users. These findings highlight TikTok’s ability to provide 

an intuitive experience while improving content relevance through algorithmic adjustments, reinforcing its role 

in sustaining user engagement. This aligns with the proposition by Schellewald (2023) and Zhao (2020) that 

TikTok initiates a process that observes and eventually reinforces users’ consumption interests facilitating  the 

ease with which users access recommendations of content which is facilitated through scrolling. 

Video Creation Tools 

The study assessed video creation tools on TikTok, focusing on aspects such as the availability of soundtracks, 

filters, multimedia features, ease of creating videos in portrait mode, and the overall motivation derived from 

using TikTok’s creative tools. Findings are presented in Table 4.2. 

Table 4.2 Video Creation Tools 

  
SD D N A SA Mean Std. 

Dev 

Soundtracks, filters and other multimedia video 

creation tools make it easy to make videos on 

TikTok 

Freq. 5 4 70 188 107 4.04 0.80 

 
% 1.3 1.1 18.5 49.6 28.2 

  

It is easy to make videos TikTok videos on portrait 

mode. 

Freq. 2 22 133 158 53 3.65 0.82 

 
% 0.5 5.8 35.1 41.7 14 

  

Creating videos on TikTok is motivating because of 

TikTok’s Features. 

Freq. 0 9 97 164 98 3.95 0.79 

 
% 0 2.4 25.6 43.3 25.9 

  

Video Creation Tools 
     

3.88 0.62 

The results indicated in Table 4.2 showed that users generally found TikTok’s soundtracks, filters, and 

multimedia tools effective in simplifying video creation, as indicated by a high mean score (4.04, SD = 0.80). 

This suggests that TikTok’s built-in editing features significantly contribute to a seamless content creation 

experience. Overall, video creation tools were rated positively (3.88, SD = 0.62), with a low standard deviation 

indicating a generally consistent perception among users. These findings highlight TikTok’s effectiveness in 

providing accessible and engaging video creation features, reinforcing its appeal among young adults.  

The sentiments of R6 regarding the portrait mode of recording appear to be explaining these findings. 

“I also find the portrait mode that allows creating videos without tilting the phone impressive. I noticed that the 

TikTok app appears to have just been created with portrait mode shooting in consideration. When you use 
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landscape mode, the video  does not fit properly on the entire screen, it leaves space. However, I do not use the 

portrait much because I record comical skits which have more actors and landscape mode is therefore ideal in 

my case because it has more room for more people.” 

Interactivity 

The study assessed interactivity on TikTok, focusing on aspects such as access to preferred content without 

following users, the impact of the For You Page (FYP) on user experience, and users’ understanding of engaging 

with the algorithm. Findings are presented in Table 4.3. 

Table 4.3 Interactivity 

  
SD D N A SA Mean Std. 

Deviation 

I did not have to follow anyone on TikTok to 

get access to content I liked. 

Freq. 43 63 47 149 73 3.39 1.29 

 
% 11.3 16.6 12.4 39.3 19.3 

  

TikTok’s FYP makes the TikTok experience 

interesting. 

Freq. 39 7 51 193 80 3.72 1.14 

 
% 10.3 1.8 13.5 50.9 21.1 

  

I understand how to engage with the FYP to 

get content that I like on TikTok. 

Freq. 20 29 65 198 61 3.67 1.01 

 
% 5.3 7.7 17.2 52.2 16.1 

  

Interactivity 
     

3.60 0.89 

Overall, interactivity on TikTok was rated positively (3.60, SD = 0.89), indicating that TikTok’s algorithm and 

engagement mechanisms contribute to an interactive user experience. However, the moderate standard deviation 

implies some level of inconsistency in user experiences, possibly influenced by individual familiarity with the 

platform's recommendation system. These findings highlight TikTok’s success in creating a personalized, 

interactive environment while also suggesting potential areas for improvement in user guidance on optimizing 

content recommendations. 

Community and Trends 

The study assessed community engagement and trend awareness on TikTok, focusing on users’ sense of 

connection with others, the role of memes in trend discovery, and the interest generated by interactions such as 

views, shares, and comments. Findings are presented in Table 4.4. 

Table 4.4 Community and Trends 

  
SD D N A SA Mean Std. 

Dev 

I feel connected to other TikTokers who have 

similar content preferences like me. 

Freq. 33 28 65 181 68 3.59 1.13 

 
% 8.7 7.4 17.2 47.8 17.9 
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TikTok’s memes are the best way of finding out 

what is trending. 

Freq. 21 19 51 182 99 3.86 1.05 

 
% 5.5 5 13.5 48 26.1 

  

As a TikToker, I find views, shares and 

comments on TikTok interesting. 

Freq. 25 16 61 174 94 3.80 1.08 

 
% 6.6 4.2 16.1 45.9 24.8 

  

Community and Trends 
     

3.75 0.8 

Overall, community and trend engagement on TikTok was rated positively (3.75, SD = 0.87), indicating that 

users generally perceive TikTok as an effective platform for staying updated on trends and engaging with like-

minded individuals. However, the moderate standard deviation suggests variability in user experiences, with 

some feeling a stronger sense of connection and trend awareness than others. These findings underscore 

TikTok’s role as a key platform for community building and trend dissemination, while also suggesting potential 

opportunities to enhance user engagement through more personalized community-driven features. 

Measurement 

The study assessed how users evaluate TikTok videos based on popularity metrics such as views, shares, and 

likes. Findings are presented in Table 4.5. 

Table 4.5 Measurement 

  
SD D N A SA Mean Std. Dev 

The popularity of TikTok videos 

determines whether I watch the video or 

not. 

Freq. 0 56 79 157 49 3.58 0.93 

 
% 0 14.8 20.8 41.4 12.9 

  

Videos that have less views and shares 

may not interesting. 

Freq. 55 86 80 109 38 2.97 1.24 

 
% 14.5 22.7 21.1 28.8 10 

  

When people like the videos of a content 

creator, it means they like them. 

Freq. 31 80 93 128 39 3.17 1.14 

 
% 8.2 21.1 24.5 33.8 10.3 

  

Measurement 
     

3.22 0.84 

Overall, the measurement of TikTok video popularity was rated moderately (3.22, SD = 0.84), suggesting that 

while popularity metrics influence content consumption, users do not rely solely on them to assess content 

quality or creator appeal. These findings highlight the role of algorithm-driven visibility on TikTok as described 

by Zhao (2020) and Lu and Lu (2021).However, whereas this study suggests room for personalized 

recommendations that prioritize content relevance over raw engagement statistics, there are studies that suggest 

that algorithmic recommendations are not just centered on meeting user interests, but they possess capabilities 

of making users get addicted to the content they are continuously exposed to (Krutrök, 2021; Zhao, 2021 ; 

Schellewald, 2021). 

 

http://www.rsisinternational.org/


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue IX September 2025 
 

Page 804 
www.rsisinternational.org 

 

 

 

 

DISCUSSION 

The findings of the study highlight the important role of the technological affordances of TikTok in shaping the 

usability and the likeability of the App among young adults. To begin with, the  findings highlight TikTok’s 

ability to provide an intuitive experience while improving content relevance through algorithmic adjustments, 

reinforcing its role in sustaining user engagement. Similarly, Schellewald (2023) and Zhao (2020) found that 

TikTok initiates a process that observes and eventually reinforces users’ consumption interests facilitating  the 

ease with which users access recommendations of content which is facilitated through scrolling. Furthermore,  

TikTok was found to be effective in providing accessible and engaging  video creation tools which reinforce its 

appeal among young adults. The findings align  with the findings of Vaterlaus and Winter (2021) who note that 

actions such as viewing videos, liking and scrolling are easy to accomplish on TikTok courtesy of the video- 

creation tools. 

Furthermore, findings indicate that TikTok facilitates direct user engagement, though inconsistencies in user 

experiences were observed. So, while the algorithm is effective in engaging with users to shape their  

recommendations, it differs for some possibly influenced by the perception of users on how the algorithm works. 

This aligns with the Affordance Theoretical framework that suggests that affordances must be perceived by users 

before they can be actualized to produce any effect on the users. The pointing of the findings to the fact that 

users may not be passive partakers of the algorithmic recommendations suggests that even though the FYP tries 

to dictate and limit the users’ choices by initiating and relentlessly attempting to reinforce control of the content 

recommendations, it may not always work. As Klug et al. (2021) found, experienced users of TikTok believed 

they were able to tweak their usage to get the algorithm to work in their favor. This aligns with Scharlach and 

Hallinan (2023) who argue that even though technological affordances could be a determinant in influencing 

gratifications, the role of everyday users of technologies in constructing and challenging the significance of these 

technological affordances cannot be overlooked. However, Bhandari and Bimo (2022) disagree and view 

algorithmic determinism as a threat to user agency on TikTok. According to Bhandari and Bimo (2022), even 

what appear as autonomous choices on TikTok could easily be because of pre-determined and algorithmically 

influenced strategies meant  to impose on users’ algorithmic recommendations disguised as user-influenced 

personal recommendations. In his ethnographic study on TikTok use among Uk young adults, Schellewald 

(2021) found that sometimes young TikTok users perceived the FYP’s  recommended content as  an attempt to 

project personalities on them based on their demographic information.  

Moreover, findings suggest that users generally perceive TikTok as an effective platform for staying updated on 

trends and engaging with like-minded individuals. However, some users experienced a more sense of connection 

and trend awareness than others. The findings are compatible with those of Cotter et al. (2022) and Jones (2023) 

who observe that, when it comes to community and identity formation on TikTok, TikTok has established itself 

as a medium not so keen on fostering social connections between people as it is focused on bringing people 

closer to their interests, an idea that Schellewald (2023) sides with. The study assessed how users evaluate 

TikTok videos based on popularity metrics such as views, shares, and likes. The study found that popularity 

metrics influence content consumption on the App just to a certain extent because TikTok users did not solely 

depend on the algorithm to determine content quality and creator appeal. However, Zhao (2020) and Lu and Lu 

(2021) found that algorithm-driven visibility on TikTok is mostly controlled by the FYP through measurement. 

CONCLUSION 

From the findings discussed, it can be concluded that TikTok as a platform has technological affordances that 

promote its usability and engagement among young adults. Basically, the user-friendly interface of TikTok 

provides an intuitive experience while improving content relevance through algorithmic adjustments, reinforcing 

its role in sustaining user engagement. TikTok’s built-in video creation tools appear to contribute significantly  

to a seamless content creation experience through acting as a motivation for content creation. The fact that the 

algorithm tries to make content alienated from the user means that users can directly engage with the algorithm 

to curate their personalized recommendations without having to follow other users. This concurs with 

Schellewald (2021) who found that TikTok users found the  algorithmically- powered FYP relatable in terms of 

provision of authentic and relatable content that aligned with their preferences.  
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In addition to that, TikTok’s algorithm gives prominence to  trends which facilitate creativity on the App. 

However, some users may interpret trends as a call to conform and be a certain way when engaging on the 

platform. Popularity metrics such as views, shares and likes are important in the algorithm-driven 

recommendations that shape content consumption on TikTok, but they are not the sole determining factor of 

how users engage with content 

REFERENCES 

1. Abidin, C. (2020). Mapping Internet celebrity on TikTok: exploring attention economies and visibility 

labours. Cultural Science, 12(1), 77–103. https://doi.org/10.5334/csci.140 

2. Africa News. (2022, June 13). Growing number of African youth want to move abroad -  survey. 

Africanews. https://www.africanews.com/2022/06/13/growing-number-of-african-youth-want-to-move-

abroad-survey/ 

3. Al-Maroof, R., Ayoubi, K., Alhumaid, K., Aburayya, A., & Alshurideh, M. (2021). The acceptance of 

social media video for knowledge acquisition, sharing and application: A comparative study among 

YouYube users and TikTok users’ for medical purposes. ZU Scholars. 

https://zuscholars.zu.ac.ae/works/4415/ 

4. Azpeitia, J. (2021). Social Media Marketing and its Effects on  TikTok Users. 

https://www.theseus.fi/bitstream/handle/10024/494757/Final%20Thesis%20Janell%20Azpeitia.pdf?seq

uence=2&isAllowed=y 

5. Basch, C. H., Hillyer, G. C., & Jaime, C. (2020). COVID-19 on TikTok: harnessing an emerging social 

media platform to convey important public health messages. International Journal of Adolescent 

Medicine and Health, 34(5), 367–369. https://doi.org/10.1515/ijamh-2020-0111 

6. Basch, C. H., Meleo-Erwin, Z. C., Fera, J., Jaime, C., & Basch, C. E. (2021). A global pandemic in the 

time of viral memes: COVID-19 vaccine misinformation and disinformation on TikTok. Human Vaccines 

& Immunotherapeutics, 17(8), 2373–2377. https://doi.org/10.1080/21645515.2021.1894896 

7. Bhandari, A., & Bimo, S. (2022). Why’s Everyone on TikTok Now? The Algorithmized Self and the 

Future of Self-Making on Social Media. Social Media + Society, 8(1), 205630512210862. 

https://doi.org/10.1177/2056305122108624 

8. Bossen, C. B., & Kottász, R. (2020). Uses and gratifications sought by pre-adolescent and adolescent 

TikTok consumers. Young Consumers: Insight and Ideas for Responsible Marketers, 21(4), 463–478. 

https://doi.org/10.1108/yc-07-2020-1186 

9. Brenzil, A. (2022). The development and growth of TikTok Creators - ProQuest. 

https://www.proquest.com/openview/59be06329f73db362e3ce1d109e85c95/1?pq-

origsite=gscholar&cbl=18750&diss=y 

10. Ebrahim, S., & Tanner, M. (2023). The actualization of TikTok affordances to challenge female 

unrealistic standards of beauty. In Lecture notes in computer science (pp. 417–430). 

https://doi.org/10.1007/978-3-031-48316-5_39 

11. Evans, S. K., Pearce, K. E., Vitak, J., & Treem, J. W. (2016). Explicating Affordances: A conceptual 

framework for understanding affordances in communication research. Journal of Computer-mediated 

Communication, 22(1), 35–52. https://doi.org/10.1111/jcc4.12180 

12. Fung, B. (2024, April 25). TikTok suspends TikTok Lite Reward program in the EU amid regulatory 

scrutiny. CNN.com. Retrieved April 27, 2024, from https://edition.cnn.com/2024/04/25/tech/tiktok-

suspends-tiktok-lite-program-

eu/index.html?utm_medium=social&utm_source=whatsappCNN&utm_content=2024-04-25T17:11:54 

13. Hafezieh, N., & Eshraghian, F. (2017, June 10). Affordance Theory in Social Media Research: Systematic 

review and Synthesis of the literature. https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2988394 

14. Harindranath, G., Bernroider, E., & Kamel, S. (2015). Social Media and Social Transformation 

Movements: The role of affordances and platforms. AIS Electronic Library (AISeL). 

http://aisel.aisnet.org/ecis2015_cr/73?utm_source=aisel.aisnet.org%2Fecis2015_cr%2F73&utm_mediu

m=PDF&utm_campaign=PDFCoverPages 

15. How US adults use TikTok. (2024). In pewresearch.org. 

16. Hu, J., Lai, Y., & Yi, X. (2024). Effectiveness of social media-assisted course on learning self-efficacy. 

Scientific Reports, 14(1). https://doi.org/10.1038/s41598-024-60724-0 

http://www.rsisinternational.org/
https://doi.org/10.5334/csci.140
https://www.africanews.com/2022/06/13/growing-number-of-african-youth-want-to-move-abroad-survey/
https://www.africanews.com/2022/06/13/growing-number-of-african-youth-want-to-move-abroad-survey/
https://zuscholars.zu.ac.ae/works/4415/
https://www.theseus.fi/bitstream/handle/10024/494757/Final%20Thesis%20Janell%20Azpeitia.pdf?sequence=2&isAllowed=y
https://www.theseus.fi/bitstream/handle/10024/494757/Final%20Thesis%20Janell%20Azpeitia.pdf?sequence=2&isAllowed=y
https://doi.org/10.1515/ijamh-2020-0111
https://doi.org/10.1080/21645515.2021.1894896
https://doi.org/10.1177/2056305122108624
https://doi.org/10.1108/yc-07-2020-1186
https://www.proquest.com/openview/59be06329f73db362e3ce1d109e85c95/1?pq-origsite=gscholar&cbl=18750&diss=y
https://www.proquest.com/openview/59be06329f73db362e3ce1d109e85c95/1?pq-origsite=gscholar&cbl=18750&diss=y
https://doi.org/10.1007/978-3-031-48316-5_39
https://doi.org/10.1111/jcc4.12180
https://edition.cnn.com/2024/04/25/tech/tiktok-suspends-tiktok-lite-program-eu/index.html?utm_medium=social&utm_source=whatsappCNN&utm_content=2024-04-25T17:11:54
https://edition.cnn.com/2024/04/25/tech/tiktok-suspends-tiktok-lite-program-eu/index.html?utm_medium=social&utm_source=whatsappCNN&utm_content=2024-04-25T17:11:54
https://edition.cnn.com/2024/04/25/tech/tiktok-suspends-tiktok-lite-program-eu/index.html?utm_medium=social&utm_source=whatsappCNN&utm_content=2024-04-25T17:11:54
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2988394
http://aisel.aisnet.org/ecis2015_cr/73?utm_source=aisel.aisnet.org%2Fecis2015_cr%2F73&utm_medium=PDF&utm_campaign=PDFCoverPages
http://aisel.aisnet.org/ecis2015_cr/73?utm_source=aisel.aisnet.org%2Fecis2015_cr%2F73&utm_medium=PDF&utm_campaign=PDFCoverPages
https://doi.org/10.1038/s41598-024-60724-0


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue IX September 2025 
 

Page 806 
www.rsisinternational.org 

 

 

 

 

17. Jones, C. (2023). How to train your algorithm: The struggle for public control over private audience 

commodities on Tiktok. Media, Culture & Society, 45(6), 1192–1209. 

https://doi.org/10.1177/01634437231159555 

18. Kanthawala, S., Cotter, K., Foyle, K., & R. DeCook, J. (Eds.). (2022). It’s the methodology for me: a 

systematic review of early approaches to studying TikTok. 

https://scholarspace.manoa.hawaii.edu/server/api/core/bitstreams/d2f247c1-0fe4-4c53-a956-

0440f8d71346/content 

19. Karahanna, E., Xu, S. X., Xu, Y., & Zhang, N. (Nandy). (2018). The Needs–Affordances–Features 

Perspective for the use of Social Media on JSTOR. MSQ Quarterly, 42 No 3. 

https://doi.org/10.25300/MSQ/2018/11492 

20. Kaye, D. B. V., Zeng, J., & Wikstrom, P. (2022). TikTok: Creativity and culture in short video. John 

Willey & Sons. https://scholar.google.com/scholar?hl=en&as sdt=0%2C5&q=Kaye%2C 

+D.+B.+V.%2C+Zeng%2C+J.%2C+%26+Wikstr%C3%B6m%2C+P.+%282022%29.+TikTok%3A+Cr

eativity++and+culture+in+short+video.+Polity.&btnG= 

21. Klug, D., Qin, Y., Evans, M. C., & Kaufman, G. (2021). Trick and Please. A Mixed-Method Study On 

User Assumptions About the TikTok Algorithm. Google Scholar. 

https://doi.org/10.1145/3447535.3462512 

22. Krutrök, M. E. (2021). Algorithmic Closeness in Mourning: Vernaculars of the Hashtag #grief on TikTok. 

Social Media + Society, 7(3), 205630512110423. https://doi.org/10.1177/20563051211042396 

23. Lee, J., & Abidin, C. (2023). Introduction to the special issue of “TikTok and Social Movements.” Social 

Media + Society, 9(1), 205630512311574. https://doi.org/10.1177/20563051231157452 

24. Lee, S. K., Sun, J., & Wong, N. (2023). Comparative Analysis of Media Affordances in Tiktok and 

Youtube. SSRN. https://doi.org/10.2139/ssrn.4557930 

25. Lu, X., & Lu, Z. (2019). Fifteen Seconds of Fame: a qualitative study of Douyin, a short video sharing 

mobile application in China. In Lecture Notes in Computer Science (pp. 233–244). 

https://doi.org/10.1007/978-3-030-21902-4_17 

26. Lu, X., Lu, Z., & Liu, C. (2020). Exploring TikTok use and non-use practices and experiences in China. 

In Lecture Notes in Computer Science (pp. 57–70). https://doi.org/10.1007/978-3-030-49576-3_5 

27. Maddox, J., & Gill, F. (2023). Assembling “Sides” of TikTok: Examining Community, Culture, and 

Interface through a BookTok Case Study. Social Media + Society, 9(4). 

https://doi.org/10.1177/20563051231213565 

28. Madung, O. & Mozilla Foundation. (2022, June 8). New research: Disinformation on TikTok gaslights 

Political tensions ahead of Kenya’s 2022 elections. Mozilla Foundation. 

https://foundation.mozilla.org/en/blog/new-research-disinformation-on-tiktok-gaslights-political-

tensions-ahead-of-kenyas-2022-elections/ 

29. Montag, C., Yang, H., & Elhai, J. D. (2021). On the Psychology of TikTok Use: A First Glimpse From 

Empirical Findings. Frontiers in Public Health, 9. https://doi.org/10.3389/fpubh.2021.641673 

30. Norman, D. (2013). The Design of Everyday Things: Revised and Expanded Edition. Google Scholar. 

https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Norman+D+%282013%29+The+design

+of+everyday+things%3A+Revised+and+expanded+edition.+Basic+books.&btnG=#d=gs_cit&t=1709

824668449&u=%2Fscholar%3Fq%3Dinfo%3A8PSlw94Rn7AJ%3Ascholar.google.com%2F%26outpu

t%3Dcite%26scirp%3D0%26hl%3Den 

31. Oluwole, V. (2023, June 28). Kenya tops global TikTok usage charts, shaping news trends. Business 

Insider Africa. https://africa.businessinsider.com/local/lifestyle/kenya-tops-global-tiktok-usage-charts-

shaping-news-trends/wthlmg5 

32. Omar, B., & Dequan, W. (2020). Watch, share or create: The influence of personality traits and user 

motivation on TikTok Mobile video usage. International Journal of Interactive Mobile Technologies, 

14(04), 121. https://doi.org/10.3991/ijim.v14i04.12429 

33. Pew Research Center. (2024). TikTok - Research and data from Pew Research Center. 

https://www.pewresearch.org/topic/internet-technology/platforms-services/social-media/tiktok/ 

34. Pozzi, G., Pigni, F., & Vitari, C. (Eds.). (2014). Affordance Theory in the IS Discipline: A Review and 

Synthesis of the Literature. 

http://www.rsisinternational.org/
https://doi.org/10.1177/01634437231159555
https://scholarspace.manoa.hawaii.edu/server/api/core/bitstreams/d2f247c1-0fe4-4c53-a956-0440f8d71346/content
https://scholarspace.manoa.hawaii.edu/server/api/core/bitstreams/d2f247c1-0fe4-4c53-a956-0440f8d71346/content
https://doi.org/10.25300/MSQ/2018/11492
https://scholar.google.com/scholar?hl=en&as%20sdt=0%2C5&q=Kaye%2C%20+D.+B.+V.%2C+Zeng%2C+J.%2C+%26+Wikstr%C3%B6m%2C+P.+%282022%29.+TikTok%3A+Creativity++and+culture+in+short+video.+Polity.&btnG=
https://scholar.google.com/scholar?hl=en&as%20sdt=0%2C5&q=Kaye%2C%20+D.+B.+V.%2C+Zeng%2C+J.%2C+%26+Wikstr%C3%B6m%2C+P.+%282022%29.+TikTok%3A+Creativity++and+culture+in+short+video.+Polity.&btnG=
https://scholar.google.com/scholar?hl=en&as%20sdt=0%2C5&q=Kaye%2C%20+D.+B.+V.%2C+Zeng%2C+J.%2C+%26+Wikstr%C3%B6m%2C+P.+%282022%29.+TikTok%3A+Creativity++and+culture+in+short+video.+Polity.&btnG=
https://doi.org/10.1145/3447535.3462512
https://doi.org/10.1177/20563051211042396
https://doi.org/10.1177/20563051231157452
https://doi.org/10.2139/ssrn.4557930
https://doi.org/10.1007/978-3-030-21902-4_17
https://doi.org/10.1007/978-3-030-49576-3_5
https://doi.org/10.1177/20563051231213565
https://foundation.mozilla.org/en/blog/new-research-disinformation-on-tiktok-gaslights-political-tensions-ahead-of-kenyas-2022-elections/
https://foundation.mozilla.org/en/blog/new-research-disinformation-on-tiktok-gaslights-political-tensions-ahead-of-kenyas-2022-elections/
https://doi.org/10.3389/fpubh.2021.641673
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Norman+D+%282013%29+The+design+of+everyday+things%3A+Revised+and+expanded+edition.+Basic+books.&btnG=#d=gs_cit&t=1709824668449&u=%2Fscholar%3Fq%3Dinfo%3A8PSlw94Rn7AJ%3Ascholar.google.com%2F%26output%3Dcite%26scirp%3D0%26hl%3Den
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Norman+D+%282013%29+The+design+of+everyday+things%3A+Revised+and+expanded+edition.+Basic+books.&btnG=#d=gs_cit&t=1709824668449&u=%2Fscholar%3Fq%3Dinfo%3A8PSlw94Rn7AJ%3Ascholar.google.com%2F%26output%3Dcite%26scirp%3D0%26hl%3Den
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Norman+D+%282013%29+The+design+of+everyday+things%3A+Revised+and+expanded+edition.+Basic+books.&btnG=#d=gs_cit&t=1709824668449&u=%2Fscholar%3Fq%3Dinfo%3A8PSlw94Rn7AJ%3Ascholar.google.com%2F%26output%3Dcite%26scirp%3D0%26hl%3Den
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Norman+D+%282013%29+The+design+of+everyday+things%3A+Revised+and+expanded+edition.+Basic+books.&btnG=#d=gs_cit&t=1709824668449&u=%2Fscholar%3Fq%3Dinfo%3A8PSlw94Rn7AJ%3Ascholar.google.com%2F%26output%3Dcite%26scirp%3D0%26hl%3Den
https://africa.businessinsider.com/local/lifestyle/kenya-tops-global-tiktok-usage-charts-shaping-news-trends/wthlmg5
https://africa.businessinsider.com/local/lifestyle/kenya-tops-global-tiktok-usage-charts-shaping-news-trends/wthlmg5
https://doi.org/10.3991/ijim.v14i04.12429
https://www.pewresearch.org/topic/internet-technology/platforms-services/social-media/tiktok/


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue IX September 2025 
 

Page 807 
www.rsisinternational.org 

 

 

 

 

35. Rathnayake, C., & Winter, J. S. (2018). Carrying Forward the Uses and Grats 2.0 Agenda: An Affordance-

Driven Measure of Social Media Uses and Gratifications. Journal of Broadcasting & Electronic Media, 

62(3), 371–389. https://doi.org/10.1080/08838151.2018.1451861 

36. Rejeb, A., Rejeb, K., Appolloni, A., Treiblmaier, H., & Iranmanesh, M. (2024). Mapping the scholarly 

landscape of TikTok (Douyin): A bibliometric exploration of research topics and trends. Digital Business, 

100075. https://doi.org/10.1016/j.digbus.2024.100075 

37. Ronzhyn, A., Cardenal, A. S., & Rubio, A. B. (2022). Defining affordances in social media research: A 

literature review. New Media & Society, 25(11), 3165–3188. 

https://doi.org/10.1177/14614448221135187 

38. Scharlach, R., & Hallinan, B. (2023). The value affordances of social media engagement features. Journal 

of Computer-mediated Communication, 28(6). https://doi.org/10.1093/jcmc/zmad040 

39. Schellewald, A. (2021). On Getting Carried Away by the TikTok Algorithm. Selected Papers of Internet 

Research. https://doi.org/10.5210/spir.v2021i0.12039 

40. Schellewald, A. (2023). Understanding the popularity and affordances of TikTok through user 

experiences. Media, Culture & Society, 45(8), 1568–1582. https://doi.org/10.1177/01634437221144562 

41. Sedalo, G., Boateng, H., & Kosiba, J. P. (2022). Exploring social media affordance in relationship 

marketing practices in SMEs. Digital Business, 2(1), 100017. 

https://doi.org/10.1016/j.digbus.2021.100017 

42. .Sundar, S. (2008). The MAIN Model: A Heuristic Approach to Understanding Technology Effects on 

Credibilit. Bing. Retrieved April 1, 2024, from https://betterlegalinfo.ca/wp-

content/uploads/2019/12/Sundar-paper.pdf 

43. Sundar, S. S., & Limperos, A. M. (2013). Uses and Grats 2.0: New gratifications for new media. Journal 

of Broadcasting & Electronic Media, 57(4), 504–525. https://doi.org/10.1080/08838151.2013.845827 

44. The Economist. (2024, March 13). Will TikTok still exist in America? The Economist. 

https://www.economist.com/business/2024/03/13/will-tiktok-still-exist-in-america 

45. Toyon, M. a. S. (2021). Explanatory sequential design of mixed methods research: Phases and challenges. 

International Journal of Research in Business and Social Science, 10(5), 253–260. 

https://doi.org/10.20525/ijrbs.v10i5.1262 

46. University of Nairobi. (2025, March 18). Times Higher Education (THE). 

https://www.timeshighereducation.com/world-university-rankings/university-nairobi 

47. Uzochukwu, C. E., & Udenze, S. (2020). Young Nigerians are flocking to TikTok - why it’s a double-

edged sword. The Conversation. https://theconversation.com/young-nigerians-are-flocking-to-tiktok-

why-its-a-double-edged-sword-171504 

48. Vaast, E., Safadi, H., Lapointe, L., & Negoita, B. (2017). Social Media Affordances for Connective 

Action on JSTOR. www.jstor.org, 41(4). 

https://www.jstor.org/stable/26630290?searchText=&searchUri=&ab_segments=&searchKey=&refreqi

d=fastly-default%3A910a813fff6463c1a14d9d2adf555d01 

49. Vaterlaus, J. M., & Winter, M. (2021). TikTok: an exploratory study of young adults’ uses and 

gratifications. Social Science Journal, 1–20. https://doi.org/10.1080/03623319.2021.1969882 

50. Yang, S., Zhao, Y., & Ma, Y. (2019, September 12). Analysis of the reasons and development of Short 

Video Application——Taking Tik Tok as an example. Web of Proceedings. 

https://webofproceedings.org/proceedings_series/article/artId/10287.html 

51. Zeng, J., Abidin, C., & Schäfer, M. S. (2021, July 7). Research Perspectives on TikTok & its Legacy 

Apps| Research Perspectives on TikTok and its Legacy Apps—Introduction. Zeng | International Journal 

of Communication. https://ijoc.org/index.php/ijoc/article/view/14539 

52. Zhao, H., & Wagner, C. (2022). How TikTok leads users to flow experience: investigating the effects of 

technology affordances with user experience level and video length as moderators. Internet Research, 

33(2), 820–849. https://doi.org/10.1108/intr-08-2021-0595 

53. Zhao, Y., Liu, J., Tang, J., & Zhu, Q. (2013). Conceptualizing perceived affordances in social media 

interaction design. Aslib Proceedings, 65(3), 289–303. https://doi.org/10.1108/00012531311330656 

54. Zhao, Z. (2021). Analysis on the “Douyin (Tiktok) mania” phenomenon based on recommendation 

algorithms. E3S Web of Conferences, 235, 03029. https://doi.org/10.1051/e3sconf/202123503029 

http://www.rsisinternational.org/
https://doi.org/10.1080/08838151.2018.1451861
https://doi.org/10.1016/j.digbus.2024.100075
https://doi.org/10.1177/14614448221135187
https://doi.org/10.1093/jcmc/zmad040
https://doi.org/10.5210/spir.v2021i0.12039
https://doi.org/10.1177/01634437221144562
https://doi.org/10.1016/j.digbus.2021.100017
https://betterlegalinfo.ca/wp-content/uploads/2019/12/Sundar-paper.pdf
https://betterlegalinfo.ca/wp-content/uploads/2019/12/Sundar-paper.pdf
https://doi.org/10.1080/08838151.2013.845827
https://www.economist.com/business/2024/03/13/will-tiktok-still-exist-in-america
https://doi.org/10.20525/ijrbs.v10i5.1262
https://www.timeshighereducation.com/world-university-rankings/university-nairobi
https://theconversation.com/young-nigerians-are-flocking-to-tiktok-why-its-a-double-edged-sword-171504
https://theconversation.com/young-nigerians-are-flocking-to-tiktok-why-its-a-double-edged-sword-171504
https://www.jstor.org/stable/26630290?searchText=&searchUri=&ab_segments=&searchKey=&refreqid=fastly-default%3A910a813fff6463c1a14d9d2adf555d01
https://www.jstor.org/stable/26630290?searchText=&searchUri=&ab_segments=&searchKey=&refreqid=fastly-default%3A910a813fff6463c1a14d9d2adf555d01
https://doi.org/10.1080/03623319.2021.1969882
https://webofproceedings.org/proceedings_series/article/artId/10287.html
https://ijoc.org/index.php/ijoc/article/view/14539
https://doi.org/10.1108/intr-08-2021-0595
https://doi.org/10.1108/00012531311330656
https://doi.org/10.1051/e3sconf/202123503029

	ABSTRACT
	Technological Affordances of TikTok
	User-Friendly Interface
	Video Creation Tools
	Interactivity
	Community and Trends



