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ABSTRACT

In the rapidly evolving landscape of social media, platforms like Douyin have emerged as powerful tools for brand
marketing and promotion. Douyin's exponential growth as an e-commerce platform highlights the increasing
desire for social media engagement and the shared appreciation of visual content among users. Drawing on the
Uses and Gratification Theory, this paper delves into the intricate dynamics of Douyin users' behavior and
emotions in the realm of visual communication. By focusing on various types of visual content, this study provides
a comprehensive review, offering valuable insights into the gratification, curiosity, and social needs that drive
users to engage with visual content on Douyin. The research sheds light on the nuanced ways in which users
interact with the platform, deepening our understanding of the evolving landscape of social media and visual
communication in the digital age.
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SOCIAL MEDIA IN CHINA: A FOCUS ON DOUYIN

Social media in China has become a trend that can't be ignored (Auxier & Anderson, 2021).
Douyin, a short video-sharing platform launched by Byte Dance in 2016, has quickly gained
worldwide attention and positive response with its innovative social model and rich visual
content. According to Lu et al. (2020), Douyin had more than 600 million active users in 2020
alone, with billions of videos watched daily, demonstrating an astonishing impact.

Research shows that Douyin can stand out among many competitors. The key lies in its
unique algorithm recommendation system, rich user-generated content, and extensive
community interaction. Das and Drolet (2021) show that Douyin's algorithmic
recommendation system can effectively match users' interests and provide customized content
recommendations. Douyin's success reflects the specific needs and behavioural characteristics
of Chinese social media users. Social media users in China are deeply interested in strong visual
stimulation and community interaction (S. Wei & Yan, 2023; Zhu, 2022). The study by Yaqi
et al. (2021) further found that Douyin's development met these needs by, for example,
providing rich filters and sound effects to enhance the visual quality of the video; at the same
time, it also supports multiple forms of community interaction such as commenting, liking, and
sharing.

The use of Douyin has had a profound impact on users. Users get a lot of entertainment
and information value by using Douyin. Rahmawati et al. (2023) found that Douyin users get
interesting, useful, and educational information and enjoy themselves by watching and creating
short videos. Douyin's success in the Chinese social media market reflects its deep
understanding of and effective response to user needs (Yagqi et al., 2021b). Douyin's visual
communication content and user behaviour provide important insights into China's social
media ecosystem, especially the development and use of short video-sharing platforms.
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USES AND GRATIFICATIONS THEORY (UGT)

Among the many factors that have influenced the study of mass communication media has
been the Uses and Gratifications Theory since, unlike most other theories and approaches, it
has enabled a better understanding of the people's needs and gratifications that communication
content provides for them (Blumler & Katz, 1974a). As a consequence of this theory, the
functions of a medium can be evaluated from a consumer's perspective, allowing us to
determine what the medium is used to accomplish and, therefore, what needs and desires it can
satisty in the process (Meyer Jr et al., 1975). Thus, the fundamental premise of this approach
is that individuals manipulate the medium to meet a set of needs that motivate them to actively
pursue, through the medium actively, the satisfaction of their specific needs (Liu et al., 2020;
Meyer Jr et al., 1975; Nachrin, 2020; Quan-Haase & Young, 2010). By using UGT as the
theoretical basis, scholars can deeply analyse the intricate media consumption behaviour, and
its interpretation of the characteristics and impact of publications (Liestia, 2023).

The four types of needs that receivers seek to satisfy by consuming messages are
described by Katz et al. (1973): social and personal integration, which reinforces the features
of their personality and relationships; evasion and escape about the desire to have fun and
amusement; cognitive needs that satisfy information needs; and affective-aesthetic needs that
reinforce emotional and pleasure experiences. In the UGT, people consciously decide what
they see and read in the media. People can keep in touch with their countries and societies via
social media. These tools can also aid people in improving their quality of life, adapting
effectively to a new society, and getting control over burdensome things in their lives (Nachrin,
2020).

It was identified by Stafford et al. (2004) that the audience received three types of
gratification when using the internet, as perceived by the authors of Stafford et al. (2004): (1)
content gratifications (provided by content: entertainment, information, etc.); (2) gratifications
associated with the process (navigation, experience with new technology, etc.); and (3) social
gratifications (interpersonal communication and belonging to a social network).

UGT WITH SOCIAL MEDIA

The uses and gratifications of social media can be structured along the lines of an Input-
Process-Output (IPO) perspective, with the inputs referring to the antecedents of the
motivations to spend time on a social media platform (Cuofano, 2023; Whiting & Williams,
2013). These can be fundamentally divided into user-centred conceptualizations, and platform-
centred affordance-based approaches suggest that people use social media to satisfy the needs
created by the technology (Menon, 2022). Both user- and platform-cantered approaches are
helpful to identify antecedents of social media use on the “input” side.

Following Sundar and Limpero’ (2013) MAIN model (Modality, Agency, Interactivity,
Novelty), a pool of general affordances of social media should be refined by adding distinct
features of Douyin. General social media features include forming and keeping social
connections and interactions (Gamage et al., 2022), obtaining a sense of social belonging, but
also self-expression, escapism, novelty-seeking, entertainment, relaxation, or being part of a
new trend (Gan & Wang, 2015; Hossain et al., 2019; Pang, 2021; Qiu, 2022). Importantly,
comparative so-coal media studies that simultaneously investigate different social media show
that older platforms (Facebook, Twitter) come with a narrower set of gratifications, while
newer plat-forms (Instagram, Snapchat) are used for a more diverse set of use gratifications
(Quan-Haase & Young, 2010; Sharabati et al., 2022; S.-Y. Park & Loo, 2022).

Distinct Douyin features tap, for example, into the modality affordance reflected by
being able to look into other people’s lives in videos (in contrast to looking at a possibly
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modified Instagram picture). In particular, the beauty function of Douyin combined with its
video modality is likely to motivate users to present themselves in exchange for a social reward
(Jin & Yang, 2020; Sun et al., 2020; Ying et al., 2022). Douyin's agency affordance is
somewhat represented by the ability to present and express oneself to others through filming
and posting videos. Interactivity is reflected by how the platform allows posting and sharing
videos with others to enhance interactions with them, downloading and directly sharing a video
instead of forwarding a Facebook link only accessible by members (Meng & Leung, 2021).

Interactivity may also be reflected by Douyin’s algorithm that supports the emergence
of trendy content, which may boost the numbers of ‘likes’ and ‘forwards.” For example, Douyin
uses a ‘fully played rate’ indicator to define platform popularity and trendiness. The
navigability affordance is, e.g., reflected by Douyin’s ‘for you’ feature that easily provides new
content without having to follow others to see their content (Abbasi et al., 2023; S. Wei & Yan,
2023). And relatedly, Douyin’s ‘browsing gratification’ might have shifted into a ‘swiping
gratification’ with swiping up on the screen being the predominant navigation to access an
algorithmically determined, virtually endless stream of content facilitating the users’ motive
for escapism.

In line with gratification niche theory, Douyin should nevertheless have an overlap with
the broader motives across platforms but also tap into specific gratifications where Douyin is
superior to other social media in the market (Flecha-Ortiz et al., 2023; Meng & Leung, 2021;
Scherr & Wang, 2021). They define how the platform will generally be used, specifically in
temporal niches throughout the day.

VISUAL COMMUNICATION IN DOUYIN

In Douyin, non-video visual content is a common and effective transmission method,
mainly reflected in the user's personal home page. According to Wang et al. (2022), users can
display their personalities and preferences by setting up personal portraits, background images
and writing personal profiles (S. Wang et al., 2022). They can also post statuses and photos on
their home page, where non-video visual content can enhance a user's social interaction and
provide more space for self-expression.

Douyin also serves as an advertising platform, providing a rich form of advertising for
advertisers. Flecha-Ortiz et al. (2023) point out that these forms of advertising often incorporate
visual elements such as animation, special effects, and templates to capture the attention of
users, convey brand messages, and promote the sale of products or services (Flecha-Ortiz et
al., 2023). In addition, Douyin's unique advertising algorithm will also be based on user
behaviour and interest to push relevant ads, further improving advertising communication
effectiveness.

For artists, Douyin is an ideal platform for displaying and sharing works of art. Klug et
al. (2020) said that many users use Douyin to share their artistic creations, such as painting,
photography, design, animation and so on (Klug et al., 2021). These artworks provide visual
enjoyment and convey the artist's thoughts and feelings through their unique visual form and
style.

Algorithms play a central role in Douyin's visual communication. Douyin's algorithm
can be based on user behaviour and preferences to recommend relevant content, thus improving
user satisfaction and participation. In addition, algorithms can help Douyin effectively manage
and distribute content to meet a variety of business and social needs.

Douyin's visual communication also influences user behaviour, such as sharing, liking,
and commenting. These behaviours reflect user feedback on content and user engagement and
interaction on social media.

54



Higher Education and Oriental Studies (HEOS) — Vol 4(1): 52 — 68

Douyin's visual communication content is rich and diverse, including video and non-
video content and commercial and artistic content, both individual expression and collective
interaction. The form and characteristics of these visual contents are closely linked with the
functions and strategies of Douyin, which together constitute the unique visual communication
environment of Douyin.

VISUAL COMMUNICATION THEORY

According to the research by Kujur & Singh (2020), they identified three key aspects of visual
content within Visual communication theory, namely informative content, entertaining content,
and remuneration content. Due to the wide applicability of visual communication in different
fields, the study of visual communication has been carried out in many disciplines, such as
communication, psychology, art and science (Chitturi et al., 2022). As visual, visual
communication transmits information and ideas through the use of symbols and images, it can
affect the audience's response emotionally (emotionally) or cognitively (logically) or
simultaneously (Andriyan & Anesti, 2020). According to Sharma (2017)., 75% of all
information processed by the human brain comes from visual communication. Furthermore,
they sought to explain the meaning of how the visual processing system and the visual system
operate. As information travels through an image through a specific medium, the viewer's brain
processes the image. It interprets it through personal filters of personal experience, cultural and
social context, and attitudes and attitudes.

Users are consumers of visual content and creators and disseminators of visual content.
This phenomenon, known as “Visual Society,” is reshaping communication and social
relationships (Mirzoeff, 2011; Sontag, 1977). For example, the study found that users often
establish and maintain relationships on social networks by sharing photos and videos of their
lives to reveal their identity and status (Swani & Labrecque, 2020).

The effectiveness and impact of visual communication have been widely recognized.
According to Mayer (2001), visual communication attracts more attention, is easier to
understand and remember, and is more likely to elicit emotional responses than text-only
communication. In addition, visual communication can enhance the persuasiveness and
influence of information (Grabe & Bucy, 2009). Users can gain information and express
themselves by watching and creating short videos, establishing and maintaining social
relationships, and thus obtaining various psychological satisfactions (Yaqi et al., 2021).

Muntinga et al. (2020) defined three specific types of engagement behaviours: viewing,
sharing, and creating visual communication content, which are key measures of user
engagement on the Douyin platform. Social media and new technologies directly impact these
engagement behaviours, as these platforms facilitate interaction between users and Douyin
platforms or visual communication content. Empirical research on user engagement behaviour
has been scarce, especially in social media settings, although user engagement has been
recognized as an important research focus (Sharabati et al., 2022).

There is a need to measure how active users are on corporate social media pages and to
study the nature and specific types of interactions which significantly impact businesses and
content. User interaction is becoming more and more influential because people prefer to get
informal and interactive feedback from other users rather than formal information released by
the enterprise. Muntinga et al. (2011) have divided users' online content-related activities
(COBRA) into three categories: viewing, contributing, and creating. They are distinct patterns
of behaviour based on how active social media use is with content-related activities (Muntinga
etal., 2011).

In previous literature, visual content has been studied for various purposes, such as
measuring the popularity of content posts, attracting users to engage in content-related
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activities on enterprise social media pages, determining motivations for using social media sites
(Flecha-Ortiz et al., 2023; Lu et al., 2020; Meng & Leung, 2021; Scherr & Wang, 2021).
Furthermore, visual content is divided into three types: informational, entertaining, and
remunerative (Das & Drolet, 2021). These visual content types are based on delivering
messages on social media.

INFORMATIVE CONTENT

In a social media environment, information content is a major factor in guiding user
interaction and engagement (Boyd & Ellison, 2007). Previous research has shown that social
media users are primarily seeking and sharing information, which allows them to understand
and perceive content, topics, or businesses that are relevant to their interests (Leaver et al.,
2020; Polanco-Levican & Salvo-Garrido, 2022). This process provides useful information and,
in many cases, provides a pleasant experience, as users can communicate with their peers and
other social media users and discover new, interesting, or useful information (M. Kim et al.,
2021). Therefore, it is essential to understand and analyse the process of user satisfaction from
social media such as Douyin from the perspective of informational content.

With the rapid development of social media, pleasure-oriented information systems
have been shown to produce social effects that motivate users to participate and contribute (Ver
Steeg & Galstyan, 2012; Westerman et al., 2014). For example, by sharing interesting,
compelling, or interesting videos on the platform, Douyin users have the potential to pique the
interest of other users, leading them to participate and contribute and form an active and
interactive community (Cui et al., 2018). This content-based interaction and contribution allow
users to gain satisfaction, especially when discovering and sharing informative content
(Osatuyi, 2013; Kumar & Shah, 2018).

Visual content, especially video, can be more effective than plain text in drawing the
user's attention and conveying a large amount of information (Ariel & Avidar, 2015). For
example, the core function of Douyin is to allow users to create, share and watch short videos.
These videos provide users with a rich and diverse range of informative content in creative and
interesting ways (Kim et al., 2014; Jin & Yang, 2020). Therefore, visual content is important
to understand how users derive satisfaction from social media such as Douyin.

Visual posts containing relevant information are key motivators that drive users to
engage in content-related activities such as liking, commenting, and sharing(Dias & Duarte,
2022; Wang et al., 2022). This is because when users find useful, interesting, or attractive
information on social media, they are more likely to share and spread that information, thereby
participating in broader social interactions (Jin & Yang, 2020). On platforms such as Douyin,
such engagement by users can enhance their sense of community and provide them with
opportunities for satisfaction.

Finally, users often have a positive attitude toward informational content on social
media (Lee & Kim, 2021). Their satisfaction increases when they receive useful information,
such as discovering new music, learning new dance moves, or learning new life tricks (Wang
et al., 2022). This re-emphasizes the importance of informational content in the satisfaction
users derive from social media.

Informational content, taken literally, refers to content shared in a medium that conveys
a certain kind of information or knowledge (Westerman et al., 2014). But in practice, the
meaning and function of this concept is much more complex. Information content not only
meets people's daily information needs but also shapes people's knowledge structure and social
behaviour (Lu et al., 2020; Meng & Leung, 2021). As for the Douyin platform, informational
content includes not only traditional forms such as news, education and popular science but
also a wide range of content in various areas of life such as music, dance, food, and life skills,
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as well as information conveyed through emotions, humour, and storytelling (Gkikas et al.,
2022; Ver Steeg & Galstyan, 2012).

The modern informative content shows unprecedented richness and diversity in form
and expression. In the case of Douyin, users can express and share information in a variety of
ways-text, pictures, audio, video, and a mix of them. This diversity not only expands the space
of expression for users but also enables them to access information more vividly and
interestingly (Kim et al., 2014; Osatuyi, 2013; Zhang et al., 2019). In particular, visual content,
such as video and pictures, has become the main form of informational content because of its
intuitive and attractive nature. Compared with traditional text content, visual content can
convey information more quickly and directly while stimulating users' emotional responses and
enhancing the impact of the information (Falgoust et al., 2022; Lopez, 2023). Therefore,
understanding the definition and nature of informational content and how it affects user
behaviour and satisfaction is of great theoretical and practical value for us to delve into the use
and impact of social media.

ENTERTAINING CONTENT

The entertainment nature of visual communication content is an important motivation to
promote user interaction on social media platforms (Dolan et al., 2019; Heinonen, 2011).
People express and share their feelings and opinions on social media and are entertained and
validated in the process of relationship management and identity building (Leung, 2013). More
crucially, this type of content tends to give users a high level of pleasure and arousal,
stimulating them to engage more actively in social media activities. On a short video platform
like Douyin, users can easily access and share a variety of interesting, innovative and in-depth
video content, greatly increasing their satisfaction (Ali et al., 2023; Doshi et al., 2023; Pang,
2021).

According to research, this high level of pleasure and arousal further influences users'
willingness to return to social media and, to some extent, their ability to spread positive word
of mouth (Liebler & Chaney, 2014; Pang, 2021). In the information-overload digital age, users
increasingly rely on social media to find and share interesting and entertaining content. To meet
this demand, many brands and individuals have started to post all kinds of entertaining content
on social media, such as humorous jokes and innovative videos, in order to attract users'
attention and interaction (Dolan et al., 2019; Gu et al., 2022; Lyu, 2022). In this context, social
media platforms such as Douyin, whose user-generated content and personalized
recommendation algorithms allow users to find what they're interested in across a vast range
of content, have become crucial, it also provides a space for sharing and interaction, creating
powerful community effects (Quan-Haase & Young, 2010).

Entertainment value or content is a major motivator driving users' online interactions,
which are not only manifested in content consumption but also in content contribution and
creation (Lyu, 2022; Omar & Dequan, 2020; Zeng, 2021). This is particularly evident on short
video-sharing platforms such as Douyin. Because of Douyin's emphasis on user-generated
content, users are encouraged to create and share their own content while watching interesting
videos posted by others, a process that not only adds to the user's entertainment experience but
it also enriches the platform's content library (Borges, 2023). For example, Douyin's challenge
campaign effectively encourages users to create and share videos creatively by setting up
specific themes and soundtracks. This form of interaction brings a huge amount of user-
generated content to Douyin (Lyu, 2022).

Similarly, the visual content characteristics of entertainment-themed advertising
language have been identified as a determinant of user attitudes towards content posts on social
media pages (Y. Chen et al., 2023; Hossain et al., 2019; Jin & Yang, 2020). Users are more
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likely to respond to entertaining visual content on social media, especially on visual-driven
platforms such as Douyin, where getting likes, shares and comments from users is easier.
Among them, music, dance, mime, and other forms of entertainment content is particularly
popular with users, and the creators of these content often in a short period of time to
accumulate a lot of attention and influence (Lu et al., 2020).

Visual Entertainment content has played a critical role in the Internet community,
especially on short video platforms such as Douyin (Dolan et al., 2019). Visual Entertainment
content has changed from simple images and text to short videos, dynamic graphics, virtual
reality (VR) and other forms, greatly enriching the online entertainment experience for users.
Short video platforms, such as Douyin, have captured users' attention through short and highly
entertaining visual content, thus achieving rapid growth (Gkikas et al., 2022; Leaver et al.,
2020; Lim & Rasul, 2022).

REMUNERATION CONTENT

Motivation is a powerful tool for stimulating user action. In the content of visual
communication, providing incentives for users' interactive behaviours, such as liking,
commenting, sharing, and so on, can greatly improve their participation (Pelletier et al., 2020;
Ruckenstein & Turunen, 2020; Westerman et al., 2014). They found that motivated users were
more likely to actively participate in various social media communities, commenting on and
sharing visual information such as short videos and images. This can take the form of direct
monetary incentives or incentives for creating or sharing specific content, as well as incentives
related to users' interests (Zeng, 2021).

Hoffner & Bond (2022) point out that motivation also plays an important role on
emerging social media platforms. On these platforms, incentives can effectively promote
participation because users often want something in return for their participation. For example,
Douyin users may be encouraged to create and share more content by offering free virtual gifts,
advanced features or potential celebrity endorsements (M. Kim et al., 2021). Swani &
Labrecque (2020) point out that motivational content affects users' attitudes to social media
posts, and they find that users pay more attention to and approve of posts that contain
motivational messages. Unlike traditional media remunerations, social media users may be
rewarded not just for money but for social recognition, increased attention, and increased social
influence (Lim & Rasul, 2022). The provision of such incentives has greatly boosted user
engagement on social media platforms and increased user loyalty to brands and content.

At the same time, there are problems with incentives. Ahmed et al. (2020) point out that
over-reliance on incentives may lead users to create and share content as a job rather than out
of personal interest or social need. This can lead to a decline in social media user experience
and satisfaction and may even lead to resentment. For example, Ahmed et al. (2020) believe
that over-reliance on incentives may lead to the erosion of the innovative spirit of users to
commercial interests and may even cause users to dislike the system. Therefore, how to
properly set incentives to encourage users to create and share content actively but not affect
the user experience, social media platforms need to consider the important issue (Ahmed et al.,
2022).

Another area worth looking into is how to design the most appropriate incentives for
different user groups and social media platforms. As Schultz (2017) shows, different user
groups may respond differently to different forms of motivation. For example, younger users
may prefer social recognition and increased influence, while adult users may value tangible
remunerations, such as cash rewards or gifts(Dias & Duarte, 2022; Wang et al., 2022).
Therefore, incentives need to be designed with user needs and preferences in mind.
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GRATIFICATIONS SOUGHT (GS) AND GRATIFICATIONS OBTAINED (GO)

Gratifications Sought (GS), and Gratifications Obtained (GO) are the key to studying how users
interact with media content. The satisfaction of user interaction with visual content involves
personal interest, social interaction, and community participation. These satisfactions may
include factors such as entertainment, emotional connection, knowledge acquisition, or social
identity (Katz & Blumler, 1974). For example, Facebook research has found that users' social
connections are an important part of their daily activities (Ellison et al., 2007). Unlike
traditional media, the GS of social media platforms is more complex and dynamic.

GS has a wealth of empirical research in many areas, from education to business to
health care. There are obvious user needs and expectations.

First, in the field of education, examples of students using online platforms for
educational resources and interactive learning are widespread. Research shows that students
often seek online educational resources to support their learning and career development, such
as acquiring knowledge and skills through online learning platforms (Lopez et al., 2019). These
platforms provide a variety of educational resources, including video tutorials, lectures and
real-time interactive courses to meet the different needs of different students.

Second, in the business world, consumers may seek product information and review to
understand better and evaluate the products and services they may purchase. This behaviour
has become an important component of modern consumer behaviour, encompassing a wide
range of categories from clothing and electronics to restaurants and tourist destinations
(Cheung et al., 2009). Sites such as Amazon and Yelp, for example, offer user reviews and
ratings that allow consumers to make smarter buying decisions based on the experience of
others.

Finally, this diversity of GS extends even to health and medicine. Online medical
communities and support groups have sprung up to provide a platform for patients and
caregivers to share experiences and seek support. For example, online platforms such as
Patients Like Me allow patients to share their treatment experiences and outcomes, helping
other patients understand the potential effects of different treatment regimens (Sundar &
Limperos, 2013; Adetunji et al., 2020). In addition, many health applications and wearables
allow individuals to monitor and track their health, thus meeting their health management
needs.

In contrast to GS, GO focuses on the satisfaction users derive from visual content. An
example of research on Twitter reveals how users can achieve social engagement and identity
by sharing and discussing news with others (Hasugian et al., 2019; Moran et al., 2019). Another
study on YouTube suggests that people may derive emotional expression and social interaction
satisfaction from watching and commenting on videos (Natarajan et al., 2014; Zhu, 2022).
These cases highlight the multidimensional nature of GO and show how users can derive
satisfaction from different social media platforms.

GS and GO may differ across cultural and social contexts. For example, Twitter users
in Japan may place greater emphasis on privacy and personal space (Kaur et al., 2020). In the
Middle East, Facebook users may be more inclined to social and political engagement (Banaji
& Bhat, 2022). This cultural difference involves not only the different aspects of GS and GO
but also how to balance the needs and expectations of users.

The study of GS and Go has a broad future. As new social media platforms emerge and
existing ones evolve, a better understanding of these concepts will help to reveal new trends
and patterns (Hasugian et al., 2019; Lopez et al., 2019; Polanco-Levican & Salvo-Garrido,
2022). Future research can focus on specific areas, such as artificial intelligence and GS and
GO in virtual reality, or on the behaviour of specific populations, such as older adults or
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adolescents, on social media. The cross-disciplinary and cross-cultural research methods will
contribute to further developing theory and practice in this field.

THE RELATIONSHIP BETWEEN INFORMATIVE CONTENT AND GRATIFICATIONS
OBTAINED BY DOUYIN USERS

The emergence of visual communication platforms, particularly ones like Douyin, has provided
a plethora of content ranging from informative to entertaining, further accentuating the
implications of their content on gratifications obtained by users. Due to its immersive nature,
research indicates that visual content tends to cater to various gratifications spanning from
cognitive to tension-free experiences (Barry, 2002; Giese et al., 2021; Singh & Kumar, 2021).
Research has explored the relationship between information content and satisfaction. Zhang et
al. (2019) found that social media platforms can help users satisfy their knowledge needs by
providing valuable information. In addition to being relevant to daily life, education and career
development, this information can also help users meet their knowledge needs in real-world
situations.

In addition, some studies indicate that information content credibility and quality have
a significant impact on satisfaction. Westerman et al. (2014) conducted a research study
involving a large number of participants and discovered that users were more satisfied with the
information content when they felt that it was accurate and reliable. This finding underscores
the importance of providing accurate, timely, and relevant information.

Some studies have highlighted the relationship between personalization of information
content and satisfaction. Using algorithms and Al technologies, Xiao et al. (2018) found
personalized information push could more accurately meet users' individual needs and interests,
enhancing their satisfaction. Research has shown that the quality of information, perceived
usability and usefulness of applications are significantly associated with the willingness to use
social media (Chen & Tsai, 2019). Information quality and perceived convenience play an
important role in perceived usefulness. In addition, information quality, system quality, and
perceived convenience significantly impact perceived ease of use and then affect the user's
intention to use the system(Zhang et al., 2019).

THE RELATIONSHIP BETWEEN ENTERTAINING CONTENT AND
GRATIFICATIONS OBTAINED BY DOUYIN USERS

Entertainment content has long been seen as a major draw for users on social media and other
visual communication platforms. Researchers found that a significant portion of the time
people spend on social media is spent watching and sharing interesting content (Pelletier et al.,
2020; Schultz, 2017). This phenomenon reveals a possible close link between entertainment
content and user satisfaction.

However, some scholars question the relationship between entertainment content and
satisfaction. For example, Kramer et al. (2017) study showed that not all entertainment content
elicits the same level of satisfaction. The authors stress that the quality of content and its
relevance to the audience may influence the contribution of entertainment content to
satisfaction, which warrants further research and analysis.

Entertainment is also about social interaction. Trillo et al. (2023) research has found
that people increase their social connections with friends and family by sharing funny videos,
pictures and jokes. This kind of social interaction promoted by entertainment content may be
another important way for people to get satisfaction from entertainment content. From a
psychological point of view, entertainment content may have a positive impact on people's
mental health. As Dolan et al. (2016) have shown, entertainment such as comedy, humorous
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short videos, and dance can provide satisfaction on a personal level by reducing stress and
improving emotional well-being. An online experiment with 200 full-time employees in the
US explored the role of entertaining and rewading online videos in workers' stress levels and
job happiness, and the results showed that viewing uplifting videos evoked positive emotions
and had unique effects on subjective, psychological and social well-being (Janicke-Bowles et
al., 2019).

THE RELATIONSHIP BETWEEN REMUNERATION CONTENT AND
GRATIFICATIONS OBTAINED BY DOUYIN USERS

Research has focused on how rewarding content affects users' satisfaction with social media.
Dong et al. (2020) studied online community users' incentive and reward systems and found a
significant relationship between remuneration content and satisfaction. By providing tangible
remuneration for users' participation and contributions, such as digital vouchers, virtual gifts,
virtual currencies, or points, the platform can motivate and satisfy users.

On the other hand, some research on the relationship between remuneration content and
satisfaction provides more complex insights. For example, Mekler et al. (2017) noted that while
monetary rewards may increase satisfaction in the short term, they may weaken intrinsic
motivation in the long term and thus affect gratifications. This perspective highlights the
complexity and dynamics of the relationship between remuneration content and satisfaction.

At the same time, research has also emphasized the impact of different types of
remuneration content on satisfaction. Like Ryan et al. (2010), they suggest that spiritual and
social rewards, such as recognition and recognition, may increase user satisfaction more than
material remunerations. This finding suggests that different types of remuneration content may
be associated with varying levels of satisfaction. In addition, some scholars have explored how
individual differences affect the relationship between remuneration content and satisfaction.
The work of Dolan et al. (2019) shows that different people may respond differently to the
content of a remuneration, depending on their values, needs, and goals. Therefore,
understanding the relationship between remuneration content and satisfaction requires
considering these individual differences. The results indicate that non-reward incentives can
substantially impact success by fostering awareness and behaviour, suggesting that a balance
between remuneration content and other motivational measures may enhance specific
outcomes, such as environmental consciousness within a company (Jamal Ali & Anwar, 2021).

CONCLUSION

This paper explores the significant impact of Douyin as a powerful tool for marketing and
promotion in the rapidly changing world of social media. Douyin's rapid growth as an e-
commerce platform reflects the increasing desire for social media engagement and the love for
visual content among users. Using the Uses and Gratification Theory, the study dives into how
Douyin users behave and feel about visual communication. By looking at different types of
visual content, the research provides insights into why users engage with Douyin's visuals,
addressing their gratification, curiosity, and social needs. These findings deepen our
understanding of how people interact with social media, offering practical insights for
businesses and researchers navigating the digital age of visual communication.

REFERENCES

61



Higher Education and Oriental Studies (HEOS) — Vol 4(1): 52 — 68

Abbasi, A. Z., Ayaz, N., Kanwal, S., Albashrawi, M., & Khair, N. (2023). TikTok app usage
behavior: The role of hedonic consumption experiences. Data Technologies and
Applications.

Adetunji, R., Abdulgaffar, A., Adeyemo, S., & Ramzan, M. (2020). Unveiling Social
Gratifications Sought and Obtained from Social Media Utilization. Jurnal The
Messenger, 12, 168. https://doi.org/10.26623/themessenger.v12i2.1818

Ahmed, Q. M., Nazir, M. A., & Paracha, O. S. (2022). Exploring the Impact of Remuneration
on Advertising Value & Attitudes: A Perspective During the Covid-19 Crises.
International Journal of Marketing, Communication and New Media, 10(19).

Ahmed, Q. M., Paracha, O. S., & Salman, A. (2020). Roles of remuneration on consumer
responses towards social media advertising: A Pakistani perspective. International
Transaction Journal of Engineering, Management, & Applied Sciences &
Technologies, 11(5), 1-14.

Ali, L., Balta, M., & Papadopoulos, T. (2023). Social media platforms and social enterprise:
Bibliometric analysis and systematic review. International Journal of Information
Management, 69, 102510. https://doi.org/10.1016/j.ijinfomgt.2022.102510

Andriyan, W., & Anesti, V. (2020). Visual audio communication design on the role of
information technology on student life style of universitas raharja. ADI J. Recent Innov,
2(1), 15-24.

Ariel, Y., & Avidar, R. (2015). Information, interactivity, and social media. Atlantic Journal

of Communication, 23(1), 19-30.

Auxier, B., & Anderson, M. (2021). Social media use in 2021. Pew Research Center, 1, 1-4.

Banaji, S., & Bhat, R. (2022). Social Media and Hate. Taylor & Francis.
https://doi.org/10.4324/9781003083078

Barry, A. M. (2002). Perception and Visual Communication Theory. Journal of Visual
Literacy, 22(1), 91-106. https://doi.org/10.1080/23796529.2002.11674583

Blumler, J. G., & Katz, E. (1974). The Uses of Mass Communications. Sage.

Blumler, J. G., & Katz, E. (1974a). The Uses of Mass Communications: Current Perspectives
on Gratifications Research. Sage Annual Reviews of Communication Research Volume
1.

Borges, N. P. (2023). User gratifications in social media usage: The case of TikTok [PhD
Thesis].

Boyd, D. M., & Ellison, N. B. (2007). Social network sites: Definition, history, and scholarship.
Journal of Computer-Mediated Communication, 13(1), 210-230.

Chen, C.-C., & Tsali, J.-L. (2019). Determinants of behavioral intention to use the Personalized
Location-based Mobile Tourism Application: An empirical study by integrating TAM
with ISSM. Future Generation Computer Systems, 96, 628—638.

Chen, Y., She, S., & Sun, Y. (2023). An Investigation into the Awareness of Green Advertising
on Chinese Social Media Platforms, Focusing on Douyin Users as a Case Study. 716—
725. https://doi.org/10.2991/978-94-6463-192-0 92

Chitturi, R., Londofio, J. C., & Henriquez, M. C. (2022). Visual design elements of product
packaging: Implications for consumers’ emotions, perceptions of quality, and price.
Color Research & Application, 47(3), 729-744.

Cui, R., Gallino, S., Moreno, A., & Zhang, D. J. (2018). The operational value of social media
information. Production and Operations Management, 27(10), 1749—-1769.

Cuofano, G. (2023a, January 8). What Is The Uncertainty Reduction Theory? Uncertainty
Reduction Theory In A Nutshell. FourWeekMBA.
https://fourweekmba.com/uncertainty-reduction-theory/

62



Higher Education and Oriental Studies (HEOS) — Vol 4(1): 52 — 68

Cuofano, G. (2023b, January 10). What Is Social Penetration Theory? Social Penetration
Theory In A Nutshell. FourWeekMBA. https://fourweekmba.com/social-penetration-
theory/

Das, R. K., & Drolet, B. C. (2021). Plastic surgeons in TikTok: Top influencers, most recent
posts, and user engagement. Plastic and Reconstructive Surgery, 148(6), 1094e—1097e.

Dias, P., & Duarte, A. (2022). TikTok Practices among Teenagers in Portugal: A Uses &
Gratifications Approach.

Dolan, R., Conduit, J., Fahy, J., & Goodman, S. (2016). Social media engagement behaviour:
A uses and gratifications perspective. Journal of Strategic Marketing, 24(3—4), 261—
277.

Dolan, R., Conduit, J., Frethey-Bentham, C., Fahy, J., & Goodman, S. (2019). Social media
engagement behavior: A framework for engaging customers through social media
content. European Journal of Marketing, 53(10), 2213-2243.

Dong, L., Huang, L., Hou, J. J., & Liu, Y. (2020). Continuous content contribution in virtual
community: The role of status-standing on motivational mechanisms. Decision Support
Systems, 132, 113283.

Doshi, P., Nigam, P., & Rishi, B. (2023). Customer values and patronage intention in social
media networks: Mediating role of perceived usefulness. VINE Journal of Information
and Knowledge Management Systems. https://doi.org/10.1108/VJIKMS-07-2022-
0217

Ellison, N. B., et al. (2007). The Benefits of Facebook “Friends:” Social Capital and College
Students’ Use of Online Social Network Sites. Journal of Computer-Mediated
Communication.

Falgoust, G., Winterlind, E., Moon, P., Parker, A., Zinzow, H., & Chalil Madathil, K. (2022).
Applying the uses and gratifications theory to identify motivational factors behind
young adult’s participation in viral social media challenges on TikTok. Human Factors
in Healthcare, 2, 100014. https://doi.org/10.1016/j.hth.2022.100014

Flecha-Ortiz, J. A., Feliberty-Lugo, V., Santos-Corrada, M., Lopez, E., & Dones, V. (2023).
Hedonic and Utilitarian Gratifications to the Use of TikTok by Generation Z and the
Parasocial Relationships with Influencers as a Mediating Force to Purchase Intention.
Journal of Interactive Advertising, 1-14.

Gamage, T. C., Tajeddini, K., & Tajeddini, O. (2022). Why Chinese travelers use WeChat to
make hotel choice decisions: A uses and gratifications theory perspective. Journal of
Global Scholars of Marketing Science, 32(2), 285-312.
https://doi.org/10.1080/21639159.2021.1961599

Gan, C., & Wang, W. (2015). Uses and gratifications of social media: A comparison of
microblog and WeChat. Journal of Systems and Information Technology, 17(4), 351—
363.

Giese, H., Neth, H., & Gaissmaier, W. (2021). Determinants of information diffusion in online
communication on vaccination: The benefits of visual displays. Vaccine, 39(43), 6407—
6413. https://doi.org/10.1016/j.vaccine.2021.09.016

Gkikas, D. C., Tzafilkou, K., Theodoridis, P. K., Garmpis, A., & Gkikas, M. C. (2022). How
do text characteristics impact user engagement in social media posts: Modeling content
readability, length, and hashtags number in Facebook. International Journal of
Information Management Data Insights, 2(1), 100067.
https://doi.org/10.1016/}.jjimei.2022.100067

Guiyang Municipal Bureau of Statistics. (2023). Statistical bulletin on the national economy
and social development of Guiyang City in 2022. Retrieved from
https://www.guiyang.gov.cn/zwgk/ztxxgks/fdzdgknr/tjxx/tjgb/202306/t20230601_79
992313.html

63


https://www.guiyang.gov.cn/zwgk/zfxxgks/fdzdgknr/tjxx/tjgb/202306/t20230601_79992313.html
https://www.guiyang.gov.cn/zwgk/zfxxgks/fdzdgknr/tjxx/tjgb/202306/t20230601_79992313.html
https://www.guiyang.gov.cn/zwgk/zfxxgks/fdzdgknr/tjxx/tjgb/202306/t20230601_79992313.html

Higher Education and Oriental Studies (HEOS) — Vol 4(1): 52 — 68

Hasugian, J., Nasution, A. M., Subhilhar, Isk, & Muda, A. (2019). Discrepancy of Gratification
Sought and Gratification Obtained in Use of Print and Electronic Information
Resources Based on Gender and Field of Science at University of Sumatera Utara
Library, Indonesia. Journal of Management Information and Decision Sciences, 22(4),
1-157.

Heinonen, K. (2011). Consumer activity in social media: Managerial approaches to consumers’
social media behavior. Journal of Consumer Behaviour, 10(6), 356-364.

Hossain, Md., Kim, M., & Jahan, N. (2019). Can “Liking” Behavior Lead to Usage Intention
on Facebook? Uses and Gratification Theory Perspective. Sustainability, 11(4), 1166.
https://doi.org/10.3390/sul 1041166

Jamal Ali, B., & Anwar, G. (2021). An Empirical Study of Employees’ Motivation and its
Influence Job Satisfaction. International Journal of Engineering, Business and
Management, 5(2), 21-30. https://doi.org/10.22161/ijebm.5.2.3

Janicke-Bowles, S. H., Rieger, D., & Connor, W. (2019). Finding meaning at work: The role
of inspiring and funny YouTube videos on work-related well-being. Journal of
Happiness Studies, 20, 619—-640.

Jin, H., & Yang, F. (2020). A strategic study on customer engagement improvement from the
perspective of short video advertising: Take douyin as an example. International
Journal of Engineering and Management Research, 4(3), 6-8.

Katz, E., Lazarsfeld, P. F., & Roper, E. (2017). : The Part Played by People in the Flow of
Mass Communications. Routledge. https://doi.org/10.4324/9781315126234

Kaur, P., Dhir, A., Chen, S., Malibari, A., & Almotairi, M. (2020). Why do people purchase
virtual goods? A uses and gratification (U&G) theory perspective. Telematics and
Informatics, 53, 101376. https://doi.org/10.1016/j.tele.2020.101376

Kim, K.-S., Sin, S.-C. J., & Yoo-Lee, E. Y. (2014). Undergraduates’ use of social media as
information sources. College & Research Libraries, 75(4), 442—-457.

Kim, M., Song, D., & Jang, A. (2021). Consumer response toward native advertising on social
media: The roles of source type and content type. Internet Research.

Klug, D., Qin, Y., Evans, M., & Kaufman, G. (2021). Trick and please. A mixed-method study
on user assumptions about the TikTok algorithm. Proceedings of the 13th ACM Web
Science Conference 2021, 84-92.

Kujur, F., & Singh, S. (2020). Visual Communication and Consumer-Brand Relationship on
Social Networking Sites—Uses &amp; Gratifications Theory Perspective. Journal of
Theoretical and Applied Electronic Commerce Research, 15(1), 0-0.
https://doi.org/10.4067/S0718-18762020000100104

Kumar, S., & Shah, N. (2018). False information on web and social media: A survey. ArXiv
Preprint ArXiv:1804.08559.

Leaver, T., Highfield, T., & Abidin, C. (2020). Instagram: Visual social media cultures. John
Wiley & Sons.

Leung, L. (2013). Generational differences in content generation in social media: The roles of
the gratifications sought and of narcissism. Computers in Human Behavior, 29(3), 997—
1006.

Liebler, R., & Chaney, K. (2014). Here we are now, entertain us: Defining the line between
personal and professional context on social media. Pace L. Rev., 35, 398.

Liestia, M. N. (2023). Utilization of Uses and Gratifications in Media Use Literature During
the Covid-19 Pandemic. Journal of Social Research, 2(8), 2608-2627.

Lim, W. M., & Rasul, T. (2022). Customer engagement and social media: Revisiting the past
to inform the future. Journal of Business Research, 148, 325-342.

Liu, X., Min, Q., & Han, S. (2020). Understanding users’ continuous content contribution
behaviours on microblogs: An integrated perspective of uses and gratification theory

64



Higher Education and Oriental Studies (HEOS) — Vol 4(1): 52 — 68

and social influence theory. Behaviour & Information Technology, 39(5), 525-543.
https://doi.org/10.1080/0144929X.2019.1603326

Lopez, C., Hartmann, P., & Apaolaza, V. (2019). Gratifications on Social Networking Sites:
The Role of Secondary School Students’ Individual Differences in Loneliness. Journal
of Educational Computing Research, 57(1), 58-82.
https://doi.org/10.1177/0735633117743917

Lopez, J. (2023, June 19). Analyzing TikTok UX/UI: Unveiling the Magic Behind User
Behavior and the Infinite Scroll. Medium. https://uxplanet.org/analyzing-tiktok-ux-ui-
unveiling-the-magic-behind-user-behavior-and-the-infinite-scroll-3e2694a54813

Lu, X., Lu, Z., & Liu, C. (2020). Exploring TikTok use and non-use practices and experiences
in China. Social Computing and Social Media. Participation, User Experience,
Consumer Experience, and Applications of Social Computing: 12th International
Conference, SCSM 2020, Held as Part of the 22nd HCI International Conference, HCII
2020, Copenhagen, Denmark, July 19-24, 2020, Proceedings, Part II 22, 57-70.

Lyu, Y. (2022). Visualization Communication of Ethnic Music on Short Video Platforms A
Case Study of the Mongolian Music on Douyin. 2022 5th International Conference on
Humanities Education and Social Sciences (ICHESS 2022), 363-373.

Ma, J., & Yuan, Y. (2019). Dimension reduction of image deep feature using PCA. Journal of
Visual Communication and Image Representation, 63, 102578.

Mekler, E. D., Brithlmann, F., Tuch, A. N., & Opwis, K. (2017). Towards understanding the
effects of individual gamification elements on intrinsic motivation and performance.
Computers in Human Behavior, 71, 525-534.

Meng, K. S., & Leung, L. (2021). Factors influencing TikTok engagement behaviors in China:
An examination of gratifications sought, narcissism, and the Big Five personality traits.
Telecommunications Policy, 45(7), 102172.

Menon, D. (2022). Purchase and continuation intentions of over -the -top (OTT) video
streaming platform subscriptions: A uses and gratification theory perspective.
Telematics and Informatics Reports, 5, 100006.
https://doi.org/10.1016/j.teler.2022.100006

Meyer Jr, C., McKay, D. S., Anderson, D. H., & Butler Jr, P. (1975). The source of sublimates
on the Apollo 15 green and Apollo 17 orange glass samples. In: Lunar Science
Conference, 6th, Houston, Tex., March 17-21, 1975, Proceedings. Volume 2.(A78-
46668 21-91) New York, Pergamon Press, Inc., 1975, p. 1673-1699., 6, 1673—1699.

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs: Exploring
motivations for brand-related social media use. International Journal of Advertising,
30(1), 13-4e.

Nachrin, T. (2020). Social media use by the Rohingya refugees in Bangladesh: A uses and
gratification approach. Int’l J. Soc. Sci. Stud., 8, 1.

Natarajan, T., Balakrishnan, J., Balasubramanian, S. A., & Manickavasagam, J. (2014).
Perception of Indian consumers towards social media advertisements in Facebook,
LinkedIn, YouTube and Twitter. International Journal of Internet Marketing and
Advertising, 8(4), 264-284.

Omar, B., & Dequan, W. (2020). Watch, share or create: The influence of personality traits and
user motivation on TikTok mobile video usage.

Osatuyi, B. (2013). Information sharing on social media sites. Computers in Human Behavior,
29(6), 2622-2631.

Pang, H. (2021). Identifying associations between mobile social media users’ perceived values,
attitude, satisfaction, and eWOM engagement: The moderating role of affective factors.
Telematics and Informatics, 59, 101561.

65



Higher Education and Oriental Studies (HEOS) — Vol 4(1): 52 — 68

Park, S.-Y., & Loo, B. T. (2022). The Use of Crowdfunding and Social Media Platforms in
Strategic Start-up Communication: A Big-data Analysis. International Journal of
Strategic Communication, 16(2), 313-331.
https://doi.org/10.1080/1553118X.2022.2032079

Pelletier, M. J., Krallman, A., Adams, F. G., & Hancock, T. (2020). One size doesn’t fit all: A
uses and gratifications analysis of social media platforms. Journal of Research in
Interactive Marketing, 14(2), 269-284. https://doi.org/10.1108/JRIM-10-2019-0159

Polanco-Levican, K., & Salvo-Garrido, S. (2022). Understanding Social Media Literacy: A
Systematic Review of the Concept and Its Competences. International Journal of
Environmental = Research and  Public  Health, 19(14), Article 14.
https://doi.org/10.3390/ijerph19148807

Qalati, S. A., Yuan, L. W., Khan, M. A. S., & Anwar, F. (2021). A mediated model on the
adoption of social media and SMEs’ performance in developing countries. Technology
in Society, 64, 101513.

Qin, Y. S. (2020). Fostering brand—consumer interactions in social media: The role of social
media uses and gratifications. Journal of Research in Interactive Marketing, 14(3), 337—
354. https://doi.org/10.1108/JRIM-08-2019-0138

Qiu, J. (2022). How TikTok Satisfies the Public’s Psychological Needs—A Perspective From
the Uses and Gratifications Theory. 1080-1083.
https://doi.org/10.2991/assehr.k.220105.199

Quan-Haase, A., & Young, A. L. (2010). Uses and Gratifications of Social Media: A
Comparison of Facebook and Instant Messaging. Bulletin of Science, Technology &
Society, 30(5), 350-361. https://doi.org/10.1177/0270467610380009

Rahmawati, A., Syafei, M., & Prasetiyanto, M. A. (2023). Improving Speaking Skills through
Tiktok Application: An Endevour of Utilizing Social Media in Higher Education.
Journal of Languages and Language  Teaching, 11(1), 137-143.
https://doi.org/10.33394/jollt.v1111.6633

Ruckenstein, M., & Turunen, L. L. M. (2020). Re-humanizing the platform: Content
moderators and the logic of care. New Media & Society, 22(6), 1026—1042.

Ryan, R. M., & Deci, E. L. (2000). Self-determination theory and the facilitation of intrinsic
motivation, social development, and well-being. American Psychologist.

Scherr, S., & Wang, K. (2021). Explaining the success of social media with gratification niches:
Motivations behind daytime, nighttime, and active use of TikTok in China. Computers
in Human Behavior, 124, 106893.

Schultz, C. D. (2017). Proposing to your fans: Which brand post characteristics drive consumer
engagement activities on social media brand pages? Electronic Commerce Research
and Applications, 26, 23-34.

Sharabati, A.-A. A., Al-Haddad, S., Al-Khasawneh, M., Nababteh, N., Mohammad, M., & Abu
Ghoush, Q. (2022). The Impact of TikTok User Satisfaction on Continuous Intention
to Use the Application. Journal of Open Innovation: Technology, Market, and
Complexity, 8(3), Article 3. https://doi.org/10.3390/joitmc8030125

Sharma, G. (2017). Pros and cons of different sampling techniques. International Journal of
Applied Research, 3(7), 749-752.

Singh, S., & Kumar, K. (2021). A study of lean construction and visual management tools
through cluster analysis. Ain Shams Engineering Journal, 12(1), 1153-1162.
https://doi.org/10.1016/j.asej.2020.04.019

Stafford, T. F., et al. (2004). On-Line Interaction. Journal of Business Research.

Sun, H. (2022). Analysis of Visual Communication Design of E-Commerce Platform Based on
Internet Technology. 2021 International Conference on Smart Technologies and
Systems for Internet of Things (STS-IOT 2021), 166—-171.

66



Higher Education and Oriental Studies (HEOS) — Vol 4(1): 52 — 68

Sun, L., Zhang, H., Zhang, S., & Luo, J. (2020). Content-based Analysis of the Cultural
Differences between TikTok and Douyin. 2020 IEEE International Conference on Big
Data (Big Data), 4779—-4786. https://doi.org/10.1109/BigData50022.2020.9378032

Sundar, S. S. (2008). The MAIN Model. In E. Konjin et al. (Eds.), Mediated Interpersonal
Communication. Routledge.

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

Swani, K., & Labrecque, L. I. (2020). Like, Comment, or Share? Self-presentation vs. brand
relationships as drivers of social media engagement choices. Marketing Letters, 31(2—
3), 279-298. https://doi.org/10.1007/s11002-020-09518-8

Valdois, S. (2022). The visual-attention span deficit in developmental dyslexia: Review of
evidence for a visual-attention-based deficit. Dyslexia, 28(4), 397-415.

Wang, C.-H., Sher, S. T.-H., Salman, 1., Janek, K., & Chung, C.-F. (2022). “TikTok Made Me
Do It”: Teenagers’ Perception and Use of Food Content on TikTok. Interaction Design
and Children, 458-463.

Wang, S., Paulo Esperanga, J., & Wu, Q. (2022). Effects of live streaming proneness,
engagement and intelligent recommendation on users’ purchase intention in short video
community: Take TikTok (DouYin) online courses as an example. International Journal
of Human—Computer Interaction, 1—13.

Wang, Y. (2020). Humor and camera view on mobile short-form video apps influence user
experience and technology-adoption intent, an example of TikTok (DouYin).
Computers in Human Behavior, 110, 106373.

Wang, Y., Huang, Y., Li, J., & Zhang, J. (2021). The effect of mobile applications’ initial
loading pages on users’ mental state and behavior. Displays, 68, 102007.

Wang, Z., et al. (2012). Understanding Consumers' Attitude Toward Advertising. Advertising
& Society Review.

Wei, S., & Yan, P. (2023). Measuring Users’ Awareness of Content Recommendation
Algorithm: A Survey on Douyin Users in Rural China. International Conference on
Information, 197-220.

Westerman, D., Spence, P. R., & Van Der Heide, B. (2014). Social media as information
source: Recency of updates and credibility of information. Journal of Computer-
Mediated Communication, 19(2), 171-183.

Whiting, A., & Williams, D. (2013). Why people use social media: A uses and gratifications
approach. Qualitative Market Research: An International Journal, 16(4), 362-369.
https://doi.org/10.1108/QMR-06-2013-0041

Xiao, J., Wang, M., Jiang, B., & Li, J. (2018). A personalized recommendation system with
combinational algorithm for online learning. Journal of Ambient Intelligence and
Humanized Computing, 9, 667—677.

Yaqi, Z., Lee, J.-Y., & Liu, S. (2021a). DOI QR Code Research on the Uses and Gratifications
the Tiktok (Douyin short video). International Journal of Contents, 17(1), 37-53.

Yaqi, Z., Lee, J.-Y., & Liu, S. (2021b). Research on the Uses and Gratifications of Tiktok
(Douyin short video).

Ying, X., Komolsevin, R., & Kesaprakorn, P. (2022). A Reflection of Motivations via TikTok
(Douyin) and Instagram Story: A Content Analysis and Comparative Study of Chinese
and Thai Gen Z Users. Proceeding National & International Conference, 1(15), 245.

Zeng, N. (2021). Using motivation of short video advertising Marketing in China: An
exploratory study of Douyin. 3= 7 ] 4 B.8} 3] =1 4], 26(8), 229-237.

67



Higher Education and Oriental Studies (HEOS) — Vol 4(1): 52 — 68

Zhang, C., Fan, C., Yao, W., Hu, X., & Mostafavi, A. (2019). Social media for intelligent
public information and warning in disasters: An interdisciplinary review. International
Journal of Information Management, 49, 190-207.

Zhu, Y. (2022). Research on the ByteDance’s Approach to Develop TikTok. 734-742.
https://doi.org/10.2991/978-94-6463-052-7 84

ABOUT THE AUTHOR

Chang Zheng is a lecturer of the Guizhou University of Commerce, and also a PhD student at
the Department of Communication, Faculty of Business, Information and Human Sciences,
IUKL. Her vast areas of research and publications cover visual communication, new media
communication and cultural creative design.

Faridah Ibrahim a Professor in Journalism and Communication at the Department of
Communication, Faculty of Business, Information and Human Sciences, [UKL. She has been
in academia for 38 years and was a professional journalist before joining the universities, UKM
and TUKL. Her vast areas of research and publications cover war and peace journalism,
organizational communication, film and broadcasting, media ethics and professionalism, and
women in the media.

68



