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ABSTRACT

This study examines the influence of TikTok trends on the attitudes, behaviours, and subjective
norms of Malaysian youth. As TikTok's user base among youth continues to expand, it has become
a significant platform for the dissemination of trends that shape both individual and cultural
standards. In addition, TikTok users face challenges such as cyberbullying, exposure to harmful
behavior, information privacy breaches, and the presence of harmful communities. These have been
associated with higher rates of body image dissatisfaction, sadness, eating disorders, and anxiety.
The study employs the Theory of Reasoned Action to explore the young users’ engagement with
TikTok trends and the subsequent changes in their social attitudes and personal behaviours. Data
were collected through one-to-one interviews with 12 participants from six regions in Malaysia and
analysed using thematic analysis. The results indicate that exposure to viral content encourages
individuals to adopt new behaviours aligned with popular culture while fostering a sense of
connection and belonging. The study also highlights the importance of subjective norms,
demonstrating how perceptions of friends' actions influence personal decisions. The findings of this
study carry significant implications for educators, policymakers, and content creators. Educators can
utilise the popularity of TikTok as a pedagogical tool by adapting the formats to design interactive
learning to resonate with youth media practices. For policymakers to address the algorithmic
amplification of potentially harmful content and support the creation of safer online environments
by developing digital well-being campaigns.
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Content creators should exercise ethical responsibility by avoiding the glorification of risky
behaviours and instead leveraging trending formats to promote educational, cultural, and socially
beneficial messages.

Keywords: TikTok trends, Theory of Reasoned Action, Youth behaviour, Social media influence, Malaysian

INTRODUCTION

Social media is a platform that enables people to interact and share information. It has gained
significant popularity worldwide (Zyoud et al., 2018). The diverse features of social media have
made it a primary communication tool among younger generation, encouraging users to create and
share their own content. Social media platforms support various formats, including text, videos, and
photos (Foo, 2023). However, excessive use of social media can disrupt students' daily lives.
According to Woods and Scott (2016), students often struggle to control their social media usage,
leading to adverse effects. Similarly, Melkevik et al., (2010) and Zou et al., (2019) argue that
excessive social media use can result in reduced physical activity and other health disorders.

The increasing use of social media applications is partly attributed to children’s early exposure to
electronic devices, such as smartphones. Higher education students are also frequent users of social
media due to its capacity to facilitate seamless communication with peers, friends, and the broader
community. Furthermore, platforms like TikTok have gained popularity due to their unique features
that enable users to express their creativity through filters, audio/visual effects, duets, and
challenges, providing a never-ending stream of engaging content (Foo, 2023).

TikTok, an international version of the Chinese app Douyin, was created by ByteDance to reach a
global audience (Foo, 2023). While Douyin targets Chinese-speaking users, TikTok caters to
international audiences, offering similar features but serving a broader demographic. TikTok
emerged as one of the most downloaded apps on the App Store by 2020, gradually replacing other
popular platforms (Saxena, 2020). It is a distinctive platform for creating short music videos,
allowing users to customize their content with beauty and slow-motion effects (Zhao et al., 2017).
By 2020, TikTok had reached 800 million monthly active users worldwide (Saxena, 2020). The
platform allows users to select background music from various genres or create original sound clips,
fostering creativity and personalized communication. Users can also repurpose sound clips,
including voice messages, in their videos, often incorporating music into dance performances, lip-
sync contests, or comedic sketches. Sound, as Serrano et al. (2020) note, is a powerful medium for
conveying messages and building narratives, contributing to TikTok's success.
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Social media platforms, including TikTok, are widely used by young people to share a variety of
content. Research suggests that youth tend to share positive content on social media. For instance,
social media facilitated global support for Malaysian student Mohd Asyraf Haziq, who was attacked
by British youth, by enabling users to create a financial assistance account through Twitter
(Norhailawati et al., 2019). Similarly, social media has become a platform for discussing religious
topics and exchanging religious information (Halim & Rahim, 2011).

Studies also indicate differences in how young men and women use social media. Women are more
likely to use these platforms for constructive communication, sharing positive messages, and leaving
encouraging comments (Mikami et al., 2010). Additionally, self-expression and social identification
are key motivators for young people to share music on social media (Lee et al., 2011). Malaysian
research highlights that young women are more inclined toward online shopping through social
media, often sharing product information and making purchases online (Jumali & Mustaffa, 2023;
Sin et al., 2012). In contrast, young men tend to engage with social media by playing online games
and discussing topics such as software and sports (Salman et al., 2010).

During Malaysia's Movement Control Orders (MCOs) in 2019, TikTok emerged as the most
downloaded app, appealing to adolescents who spent significant time on their phones. With its user-
friendly design and short-form videos ranging from 3 to 60 seconds, TikTok enables users to quickly
access engaging content (Markov, 2022). In an era where people seek concise and accessible
information, TikTok’s format aligns with the preference for consuming simple, time-efficient
videos.

RESEARCH PROBLEM

Platforms like TikTok and Instagram Reels are particularly popular among teenagers due to their
short and engaging video formats. These brief snippets of content appeal to teenagers, who often
have shorter attention spans, as they provide fast-paced entertainment (Guo, 2024). Furthermore,
these platforms offer instant gratification by enabling users to consume a wide range of content
quickly, including comedy, dance, and educational clips. TikTok's personalised recommendation
system further enhances user engagement by delivering content tailored to individual preferences.
As TikTok's usage rate has risen sharply, numerous trends have emerged. However, some young
users may follow these trends uncritically.

Short videos on TikTok simplify content creation and dissemination, enabling trends and
information to spread rapidly. These videos are widely accepted by audiences and require relatively
minimal effort to produce. However, the growing addiction of young people to TikTok has raised
concerns. Many teenagers aspire to gain fame on the platform and are willing to take extreme
measures to increase their views, followers, and likes (He et al., 2021).

72



Journal of Creative Industry and Sustainable Culture: Vol. 4. No. 6 (October) 2025: 70-93

Observing others achieve popularity through viral trends motivates some users to imitate these
actions without fully considering potential risks. For instance, viral challenges such as dancing on
busy roads, extreme eating contests, and vaping stunts are examples of harmful trends (Tan, 2024).
Additionally, TikTok can become unsafe when users repurpose previously posted short videos to
criticize or create defamatory content. Such actions highlight the platform’s potential for misuse and
underscore the need for better awareness and regulation to protect users from negative consequences
(Tan, 2024; Edwyetal, 2023).

TikTok users have also reported facing challenges such as cyberbullying, exposure to harmful
behavior, information privacy breaches, and the presence of harmful communities (Cox, 2024; Tang
et al., 2020). These difficulties have been associated with higher rates of body image dissatisfaction,
sadness, eating disorders, and anxiety. TikTok's popularity among Generation Z provides insights
into how this demographic interprets cultural trends and engages with brands (He et al., 2021;
Kalyani, 2020). For instance, many individuals make purchases from TikTok Shop due to its
competitive pricing and convenient doorstep delivery services. Shopping, once considered merely a
functional activity, has now evolved into a lifestyle. The consumer behavior observed on TikTok
Shop has led to a phenomenon of impulsive purchasing by the general public (Edwyetal, 2023;
Khalid et al., 2023). In addition, TikTok presents negative implications, particularly in the form of
addictive usage patterns, time mismanagement, and reduced productivity. Importantly, no direct
improvement in communication skills was observed from TikTok use (Syam et al., 2022; Hanum
and Yunus, 2023).TikTok users often spend significant amounts of time scrolling through short
videos, which may lead to an unhealthy social lifestyle.

Adolescents, who are already in a stage of limited self-control, are particularly vulnerable to
TikTok’s highly stimulating and deliberately addictive design features. The platform’s strategies
such as concealing time indicators and promoting continuous engagement intensify usage patterns,
thereby increasing the risk of addiction and negatively affecting both their daily lives and academic
performance (Lin, 2022).

On the other hands TikTok exemplifies a platform that consistently produces the latest content while
showcasing originality and user engagement (Yi, 2017). Typically, TikTok content is inspired by
everyday life, providing users with unique and relatable experiences. Many videos entertain and
inspire users to create similar content, spreading positivity and joy. Additionally, educational content
on TikTok can impart knowledge and practical skills.

For instance, short culinary videos can teach users how to cook and apply these skills in their daily

lives (Jia, 2017). TikTok is widely used by students daily, primarily for entertainment purposes,
with popular content significantly influencing their motivations for platform engagement.

73



Journal of Creative Industry and Sustainable Culture: Vol. 4. No. 6 (October) 2025: 70-93

While TikTok use contributes positively by keeping students updated with global trends, fostering
learning opportunities, and enabling participation in buying and selling activities (Syam et al., 2022;
Hanum and Yunus, 2023).

RESEARCH OBJECTIVE

This study investigates the influence of TikTok Trends on attitude, behaviours, and subjective norms
among Malaysian youth.

LITERATURE REVIEW
Tiktok

TikTok has emerged as a dominant social media platform among young people worldwide,
including Malaysia, particularly during the COVID-19 pandemic when it became a medium for both
entertainment and educational engagement (Wan, 2020; Igbal, 2025). Its short-video format, hashtag
challenges, and viral trends have made it a versatile tool for creative expression and interaction
(Montag et al., 2021). While initially positioned as an entertainment platform, TikTok has
increasingly evolved into a multifaceted space for self-expression, online learning, and even
commercial activities such as product promotion and marketing (Sardar et al., 2023).

The platform’s popularity can be attributed to its accessibility and interactive features, which allow
users to create, share, and replicate content quickly. Studies consistently show that the majority of
users are under 35, with the most active demographic being those below 24 years old (Montag et al.,
2021; Sardar et al., 2023). This aligns with Quail’s (2009) assertion that audiences are not passive
consumers but active participants in shaping communication flows and cultural trends. Younger
users often embrace TikTok for entertainment and creative purposes, whereas older users tend to
adopt more selective and conscious consumption practices, reflecting generational differences in
digital well-being awareness.

In addition, TikTok’s design is closely tied to youth culture and societal norms. The platform fosters
community through viral challenges, dancing, cooking, and lifestyle content, while simultaneously
shaping user identity and cultural participation. Its ability to capture attention almost instantly makes
it particularly influential in cultivating behaviours and subjective norms among young users (Sardar
et al., 2023). However, this popularity also raises concerns, as the addictive design features and
algorithmic amplification of trends may contribute to problematic usage, thereby affecting
adolescents’ academic performance and lifestyle choices.
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Taken together, these studies highlight TikTok’s dual role as both a space for positive engagement,
supporting creativity, learning, and social interaction, and as a source of risk, particularly in relation
to addictive patterns and exposure to harmful content. Despite this growing body of literature,
research in the Malaysian context remains limited, particularly in exploring how TikTok trends
shape attitudes, behaviours, and subjective norms among youth.

This study addresses that gap by employing the Theory of Reasoned Action (TRA) to investigate
young people’s engagement with TikTok trends and the social influences underpinning their digital
practices.

Influence on positive TikTok

TikTok has been widely recognized for its positive impact on young users, particularly in elevating
mood, fostering creativity, and enhancing self-expression. Across various studies, the platform is
strongly associated with happiness, enjoyment, and inspiration, with users frequently engaging with
humorous and innovative content (Kale, 2020; Qian & Jain, 2022). Such engagement not only
enhances pleasure but also motivates users to spend substantial time on the platform, reinforcing its
role in shaping digital leisure culture.

Beyond entertainment, TikTok has demonstrated significant potential in educational contexts. The
COVID-19 pandemic accelerated its adoption in teaching and learning, as traditional classrooms
were replaced with online modalities. Research highlights how TikTok was employed as an
innovative tool for delivering short, engaging educational content, offering an alternative to other
social media platforms traditionally used in education, such as Facebook and WhatsApp (Xiuwen &
Razalo, 2021; Escamilla-Fajardo et al., 2021). These studies underscore the platform’s versatility as
a pedagogical resource, particularly in maintaining student engagement during remote learning,.

TikTok’s influence also extends into consumer behavior and lifestyle. Exposure to visually appealing
promotional videos on the platform has been found to drive real-world actions, such as restaurant
visits and food purchases, with some users even travelling across states to try products featured in
viral videos (Guszkowski, 2021). This suggests TikTok’s strong persuasive power in shaping youth
consumption patterns.

At the individual level, TikTok serves as a medium for self-presentation and identity formation.
Palupi et al. (2020) demonstrate that the platform enables students to showcase creativity,
intelligence, and personal uniqueness, thereby enhancing self-confidence and encouraging social
recognition. The pursuit of visibility and “TikTok fame” often motivates users to experiment with
new ideas and experiences, further reinforcing the platform’s role in personal development.

75



Journal of Creative Industry and Sustainable Culture: Vol. 4. No. 6 (October) 2025: 70-93

Taken together, these studies highlight TikTok’s capacity to positively influence youth across
multiple domains, emotional well-being, education, consumer decision-making, and self-confidence.
However, while research has documented these benefits, there remains limited exploration of how
these positive influences interact with broader social norms and attitudes, particularly within the
Malaysian context. This gap underscores the need for deeper analysis using theoretical frameworks
such as the TRA, which this study adopts.

Influence on negative TikTok

While TikTok offers entertainment and creative opportunities, growing evidence highlights its
potential negative consequences for adolescents. Scholars emphasize that adolescence is a
developmental stage characterized by heightened susceptibility to peer influence and risk-taking
behaviours, which social media environments may amplify (Casey, 2015; Steinberg, 2010; Lajnef,
2023). Within this context, TikTok’s algorithmic promotion of viral trends often exposes youth to
harmful practices, ranging from unsafe challenges to content that normalizes risky behaviours.

A prominent area of concern is TikTok’s impact on body image and mental health. Similar to other
appearance-driven platforms, TikTok’s emphasis on visual presentation and beauty filters can
reinforce unrealistic standards, thereby contributing to body dissatisfaction, low self-esteem, and
vulnerability to negative feedback or online abuse (Mazlan & Adnan, 2023).

Studies further associate image-focused apps with eating disorders, narcissistic tendencies, and
heightened anxiety, underscoring the psychosocial risks linked to adolescents’ immersion in TikTok
culture (Abdul Jaffar et al., 2019). The addictive design of TikTok intensifies these challenges.
Prolonged usage can interfere with cognitive and emotional development, exposing youth to
inappropriate content, cyberbullying, and online predation (Sabir et al., 2020). Its immersive features
encourage compulsive engagement, reducing users’ ability to regulate screen time and heightening
risks of psychological strain. These concerns are consistent with earlier findings that excessive social
media use is associated with depression, anxiety, and disordered behaviours (Bargh & McKenna,
2004; Elwadhi, 2024).

Another recurring theme is the adverse influence of TikTok on academic performance. Adolescents
who devote excessive time to the platform are more likely to neglect academic responsibilities,
leading to poorer outcomes such as lower grades and diminished concentration. The interplay
between addictive use and academic underperformance reflects the broader tension between
entertainment-oriented engagement and educational priorities (Liu et al., 2022).
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Collectively, the literature underscores TikTok’s multifaceted negative influence on youth, spanning
risky behaviour, body image concerns, addictive tendencies, and academic decline (Lin, 2022).
However, while prior research has established these individual risks, limited work has explored how
such influences interact with social attitudes and subjective norms, particularly within the Malaysian
context. This study addresses that gap by examining TikTok’s role in shaping youth attitudes and
behaviours through the lens of the TRA.

This study addresses the gap that despite TikTok’s increasing popularity, there is still a lack of
qualitative studies examining how TikTok trends influence the attitudes, behaviours, and subjective
norms of youth in Malaysia. In addition, many past studies are descriptive, but rarely use theoretical
frameworks such as the TRA to explain the relationship between attitudes, behaviours, and subjective
norms, and the use of qualitative methods to explore in depth through the experiences and narratives
of youth themselves (Syam et al., 2022; Lin, 2022; Hanum and Yunus, 2023).

The Theory of Reasoned Action (TRA)

The TRA provides a useful framework for understanding how individual attitudes and social
influences shape behavioral intentions, which in turn guide actual behavior. Developed in the 1960s
through increasing attention to consumer attitudes in marketing research (Ahtola, 1975), the theory
emphasizes that people make reasoned decisions based on their evaluations of outcomes and the
social pressures they perceive (Fishbein, 1980; Loudon & Della Bitta, 199; Ugwu, 2019).

Central to TRA are two constructs: attitudes and subjective norms. Attitudes reflect an individual’s
positive or negative evaluation of engaging in a specific behavior, shaped by behavioral beliefs about
the consequences of that action (Bertran, 1962; Fishbein & Cappella, 2006). When outcomes are
perceived as desirable, individuals are more likely to develop favorable attitudes and repeat the
behavior; conversely, anticipated negative outcomes foster unfavorable attitudes. This highlights the
evaluative role of attitudes in shaping behavioral intention.

Subjective norms, meanwhile, capture the perceived social pressures to engage—or not engage—in
a behavior. These are reinforced through normative beliefs, which reflect an individual’s perception
of whether significant others approve of their actions (Aronson et al., 2005). Social acceptance and
belonging therefore, become powerful motivators, as individuals often conform to the expectations
of peers or broader cultural norms.

Taken together, TRA suggests that behavior is neither random nor purely habitual but shaped by
reasoned evaluation and social influence.
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This makes it a particularly relevant framework for studying digital media platforms such as TikTok,
where youth attitudes toward content and the subjective norms created by peer groups play a central
role in shaping online participation, trend adoption, and lifestyle behaviours. The application of TRA
in this research is particularly appropriate because TikTok trends are not only driven by individual
preferences but are also deeply embedded in peer influence and social validation. Youth often
evaluate the desirability of engaging with viral content based on anticipated outcomes, such as
enjoyment, recognition, or self-expression, which reflects the role of attitudes. At the same time,
their participation is strongly shaped by perceived social expectations, whether friends, influencers,
or online communities endorse such behaviours, which reflects the role of subjective norms. By
integrating these two dimensions, TRA enables a nuanced understanding of how TikTok trends
influence youth intentions and subsequent behaviours. Moreover, unlike other models of media
influence that emphasize structural or technological factors, TRA foregrounds the interplay of
individual cognition and social influence, making it well-suited to capture the decision-making
processes that underlie youth engagement with TikTok in the Malaysian context.

This framework is closely with the study’s objectives in three ways: First, Attitudes will look into
whether youth perceive viral trends as entertaining, educational, risky, or harmful, shape their
willingness to adopt such behaviours. By applying TRA, positive attitudes toward TikTok trends
are expected to increase the likelihood of replication, while negative attitudes may discourage
participation. Second is Subjective Norms investigates the youth participation in TikTok trend either
perceived social approval or disapproval strongly influences whether individuals conform to viral
challenges, mimic behaviours, or align themselves with popular content. Lastly, Behavior links
attitudes and subjective norms to actual youth behaviours, such as participation in challenges,
content creation, or lifestyle choices shaped by TikTok. By doing so, the research applies TRA to
explain how cognitive evaluations (attitudes) and social expectations (subjective norms) converge
to influence digital behaviours in the Malaysian youth context.

METHODOLOGY

In this study, the researchers decided to conduct face-to-face interviews with 12 participants from
six regions in Malaysia (Northern, Southern, Central Region, East Coast, Sabah, and Sarawak),
referred to as informants (refer to Table 1), based on purposive sampling. The criteria of purposive
sampling are i) The informant must be a teenager aged 15 to 40 years old, and ii) Informants must
watch TikTok videos for at least 2 hours a day. Using purposive sampling allows for the collection
of participants' viewpoints and opinions on the topic, providing a deeper understanding. Guest et al.,
(2006) propose that 6 to 12 interviews may suffice for a qualitative research project. The adequacy
of the sample is largely dependent on the careful application of purposive sampling. In qualitative
research, data saturation is reached when no new information emerges from additional interviews
(Muellmann et al., 2021). In this study, the 12 informants were sufficient to achieve data saturation.
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The 12 informants were categorised as youth aged 15 to 40 years old according to the views of the
National Youth Development Policy (1997), and this study that divided informant into three
categories age groups: early youth (15-21 years old), mid youth (22 to 29 years old), and late youth
(3040 years old). This study involves designing six semi-structured interview questions in advance
and two extra questions during the interview. These questions are adopted based on research by
Syam et al., (2022), Lin (2022), & Hanum and Yunus (2023) and align with the research objective.

To ensure that the questions are aligned with the research objective and the theory that applies, a
pilot study was conducted before the actual interview. This pilot study involved 5 informants through
one-to-one interviews, and it took around 1 hour interview session to verify the interview questions.
Pilot interviews are conducted afterward to refine these questions, allowing researchers to address
topics that respondents might be less candid (Wangdi & Rigdel, 2025; Adam, 2015).

Following the pilot study, the researchers provided the date, time, and location for the participants
invited them to the one-to-one interview. The researcher conducted interviews with the informants
at their homes, ensuring convenience for the participants. This place ensures that participants do not
feel pressured and helps minimise distractions.

Before the interviews, the informants were asked to complete a consent form, and informants were
aware of the purpose of the study and were voluntary participants. In addition, the informants are
aware of the benefits and risks of participation, and they can stop their participation at any time.
Each interview lasted approximately 45 minutes to one hour and 30 minutes. During the interview,
the researchers take notes and audio-record the entire session. Note-taking will serve as a backup in
case the audio recording is unclear. It is essential to transcribe the recording as soon as possible after
the interview and share the transcript with the informants.

Following the data transcription process, the researcher will categorise the data into codes. This
study employs the thematic analysis method, as outlined by Braun and Clarke, to identify and
develop the main themes. Braun and Clarke (2006) explained that thematic analysis, utilized in this
study, is a qualitative research approach used to identify, analyse, describe, organize, and report
themes emerging from data collection. Thematic analysis is particularly effective for examining the
central themes of an investigation. Additionally, thematic analysis is beneficial for summarising key
aspects of extensive datasets, as it encourages researchers to organize data systematically, leading
to a clear and coherent final report (King, 2004). The themes are derived from the study's research
questions and the information provided by the informants.
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Table 1
Informants' Details
Informant Code Gender Age Regions
M1 Male 18 years old Northern Region
IF2 Female 20 years old
M3 Male 32 years old Southern Region
IF4 Female 21 years old
IM5 Male 35 years old Central Region
IF6 Female 24 years old
M7 Male 23 years old East Cost
IF8 Female 19 years old
M9 Male 28 years old Sabah
IF10 Female 36 years old
IM11 Male 25 years old Sarawak
IF12 Female 40 years old

80




Journal of Creative Industry and Sustainable Culture: Vol. 4. No. 6 (October) 2025: 70-93

In addition, thematic analysis involves identifying and reporting patterns in interpreted data, which
requires several steps. First, the data collected from semi-structured interviews were transcribed,
followed by familiarisation with the transcripts through repeated readings.

Second, ATLAS.ti was used to generate initial codes, which were then organised into meaningful
categories aligned with the research objectives. Third, after generating initial codes, the processes
of creating names of the theme and sub-themes. The last categories were later refined and sorted in
Microsoft Word into separate sections to facilitate the process of theme identification, reviewing,
and refinement.

ANALYSIS

The findings show there are three main themes in this study namely Refer to figure 1.

1) Attitude: Engagement with the trends and Multi video preferences.

(ii))  Behaviour: Psychological Factors and Social Factors.

(iii))  Subjective Norms: Social Influence, Fear of Missing Out (FOMO), and Joy of Missing Out
(JOMO).
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Figure 1
Influence of TikTok Trends Among Youth

(Influence of TikTok Trends Among Youth)

Attitude ( Behavior ) CSubjective Norms)

Engagement with the trends Psychological Factors Social Influence

Multi video preferences Social Factors Fear of Missing Out (FOMO)

Joy of Missing Out {(JOMO)

Attitudes

The attitude is one of the main themes of this research, with two sub-themes identified under it: (i)
Engagement with trends and (ii) Multi video preferences. Regarding the first sub-theme,
Engagement with trends, most informants stated that they actively participated in TikTok trends and
frequently explored various types of content like dance challenge trends, to buy products live, and
DIY projects, as noted by the informants who shared:

“I started using the TikTok app at the end of 2019. The latest trend I know is the dance
challenge which is called “Emergency”. It is quite famous, we can see a lot of people
doing the challenge. Especially some of the dance challenges were done by some Kpop
idols, that song will be challenged by more young people,” (IF4).

“I started using TikTok about a year ago. I tried to download, then I got hooked on
some of the content, especially interesting in DIY projects. After that, [ will always scroll
about the DIY projects and sometimes watch live on TikTok because the things they sell
are quite cheap sometimes. But for the latest trends, I don't really know,” (IM35).
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“I started using the TikTok app back in 2019. For me, recently some of the TikTok
Trends include Kpop dance challenges such as “Meow”. Besides that, there is also lots
of buzz around trending sounds and viral memes that keep the app lively and engaging,”
(IM7).

“l used TikTok recently in 2023. ['ve just begun to use it recently. I usually use it to buy
things live, we can directly purchase on stream. This trend was actually quite popular,
especially with beauty products, home goods or fashion items,” (IF10).

The next sub-theme is Multi-video preferences, which refers to how TikTok users interact with a
variety of video genres rather than focusing on a single type. This sub-theme explores the idea that,
despite TikTok's extensive range of videos, users are still able to find content that aligns with their
personal interests and moods on a given day. Genres such as sports, history, culture, food, children’s
content, motivation, DIY, dance challenges, and animals are among the options informants
mentioned when selecting video content on TikTok. The informants expressed:

“I'm a Kpoppers so I will watch some short videos about my idols and food videos also
known as "Mukbang". Some of the TikTokers will also share their travel vilog, it is fun
to watch because some information we can obtain from the videos and use it while we
are traveling,” (IM1).

“I usually mix with sports, dance challenges and also animal videos. Some of the
TikTokers shoot nice animal videos, such as cute cats and also their daily life with their
pets. You can feel heart warmth when you watch the videos,” (IM9).

“I love to watch video about kids because they so adorable. When I down, I also watch
the motivation video to improve my feelings,” (IF10).

“The video that I most often watch is about history and culture. For example, some of
the TikTokers will share about some culture of some country and also share about
history, so it is quite interesting for me and easy to absorb information through the
interesting editing,” (IF12).

Behaviour

The second main theme in this research is Behavior, which is further divided into two sub-themes:
(i) Psychological Factors and (ii) Social Factors. Under the first sub-theme, Psychological Factors,
most informants emphasized the challenges they face in allocating time effectively for TikTok usage,
highlighting the difficulty of maintaining a balanced lifestyle and its impact on psychological well-
being, including time management, emotional regulation, and mental health. Additionally,
informants noted that the negative consequences of following trends on TikTok could lead to feelings
of fear, stress, anxiety, and even depression. Some informants shared that they occasionally feel
pressured to keep up with these trends. They stated:
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“The negative effects on the TikTok trend, that leave us fear. The reason why I said it
like this is because when you over focus on the trends, you will fear being left behind
with the current trend. Even worse if you can't exactly follow the trend that is happening,
you will get stress and anxiety,” (IM3).

“Sometimes, following the trends can be a bit overwhelming. It’s easy to get caught up
in trying to keep up with the latest crazes, which can be time consuming. Additionally,
there's the pressure to conform and participate, which can sometimes lead to stress or
feelings of inadequacy if I'm not up to date,” (IF4).

“For me, 1 feel that one of the negative impacts is the time I waste. I'm following the
trends and feel pressure to stay updated, which means that I need to spend more time
on TikTok,” (IF6).

“The most negative impact for me is the issue of time. It’s difficult to control the time
when you 're scrolling through it. I will think like I will just scroll through a few videos,
but then one or two hours have passed,” (IF10).

The second sub-theme of Behavior is Social Factors, which examines the various ways TikTok
influences users in roles such as social connection, education and skill development, entertainment,
and consumer decision-making. TikTok enables users to stay connected with friends, learn about the
latest trends, and experience diverse cultures, serving as a sort of window to the world. Additionally,
through short videos, users can quickly acquire new skills or expand their knowledge on a variety of
topics, such as DIY projects and academic content. TikTok also provides entertaining, playful, or
inspirational content, offering users an escape from their daily routines and a way to relieve stress.
Furthermore, TikTok significantly impacts consumer decision-making, particularly in online
shopping. Many users reported purchasing items via TikTok, where features such as live previews
allow them to visually assess products, helping them make well-informed choices. Informants stated:

“For me, it really helps me in life, especially when I face some computer issues. I will
search for it using TikTok, and it really helps me solve it.” (IF2).

“Yes, it definitely helps us a lot and keeps us connected with friends. TikTok has its
perks. It’s a great source of entertainment and a platform for learning new skills,
whether it’s cooking or even educational content,” (IF6).

“But I couldn’t deny that TikTok was actually quite helpful. It not only offers
entertainment but also provides insight into products that I'm interested in. Buying
things in the live streaming, we can directly see real-time feedback from the viewers and
you can see the host demonstrate on the screen, making me feel more confident about
my purchases.” (IF10).

“TikTok makes my life happier in many ways. It offers so much variety and is also
entertaining. I can watch funny videos that will make my mood happier and also learn
something new that I didn’t know from it.” (IF12).
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Subjective Norms

Subjective norms constitute the third and final theme of this research, with three sub-themes
identified: (i) Social Influence, (ii)) FOMO, and (iii) JOMO. The first sub-theme is Social Influence,
which includes the actions taken by friends and family to influencing the trends in TikTok toward
attitudes, behaviours, or feelings of others; it occurs in informants’ daily lives. They are influencing
the informant to watch or do the trending video on TikTok. Informants shared:

“My friend plays a big role in influencing the trends that I follow. When they share a
new dance challenge or a funny video, I'm more likely to check it out and join in. It’s
all about staying connected and having fun together...,” " (IM3).

“My family always influences me to any trend on TikTok, like dance, food, and many
things we do together, and bonding time together. They like to share the link through
TikTok inbox, and they always show me the video,” (IF6).

“My friend influences me by sharing live streaming for me that they’ve purchased
through TikTok. When they talk about some shop or some store, I would not feel left out
because I'm also stuck to the trends which product was more trending,” (IF10).

“My sister and my brother always influence me with all the treading in TikTok. We
always share the stories about the trends together, we find the viral restaurant together,
can you imagine we drove from Penang to KL just to eat viral food, and then returned
to Penang on the same day. This is crazy right?” (IF2).

The next sub-theme, Fear of Missing Out (FOMO), refers to the anxiety experienced when
individuals feel they are falling behind in various aspects compared to others. This phenomenon often
brings about a sense of unease, particularly when individuals perceive themselves as being out of
touch with current trends, viral content, or important issues. Typically, such pressure manifests as a
compulsion to stay updated on the latest trends and happenings. The informants shared:

“Actually, there might be a bit of discomfort if I'm not up to date with the latest trends
that my friends are into. It can make me feel a bit left out, I must always be up to date
with what going on in the TikTok world, if not I feel like something missing in my life,”
(IM1).

“Yeah, I tend to be quick to act when seeking information about a matter, thus making
me very sensitive to important current issues. But [ have a fear of being left behind in
the trends on TikTok,” (IF'4).

“Sometimes I feel like being left behind when I'm not keeping up with current trends or
issues on TikTok. The feeling of unease comes when I see other people's vibrant and fun
lives on social media,” (IF§).
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The third and final sub-theme, Joy of Missing Out (JOMO), refers to the opposite of FOMO, while
those with FOMO feel left out and want to do more things that can make their lives happier, those
with JOMO stand their ground and are happier with the decision. Do things that are more beneficial
for self and accept all of those decisions. The informants' ability to make decisions based on their
own preferences, values, and interests. Strong JOMO enables users to engage with trends that align
with their individual interests, rather than following them blindly. The informants stated:

“I just got engaged and up to date with what’s going on every day, rather than keep
myself thinking that I need to follow specific trends. I don't need to jump myself into fit
in the trends,” (IM5).

“I prefer to watch videos on my own and watch the videos that are more helpful to me.
Twon't let them influence me unless I find some value in them. I would not feel outdated.
1 just be myself, stick to the videos that I find valuable or entertaining, that's enough,”
(IF10).

“I will not chase every trend that my friends follow, because [ realized I have more
important things to focus on. Do not let TikTok control your life. So staying up to date
was not the priority for me anymore,” (IF12).

In summary, the findings of this study indicate that several factors influence youth' engagement with
TikTok trends, particularly in terms of attitude, behavior, and subjective norms. The study identifies
two groups of youth, those who experience FOMO and feel compelled to keep up with TikTok trends
is informant categories under early youth (15-21 years old) and mid youth (22 to 29 years old), while
those who experience JOMO and engage with TikTok based on their personal preferences is
categories under late youth (30—40 years old).

DISCUSSION

In summary, the findings of this study examine the influence of TikTok trends on Malaysian youth
through TRA form three main themes, namely Attitude, Behaviour, and Subjective Norms. Using a
qualitative, thematic analysis method, various sub-themes were derived from these main themes to
determine the extent to which TikTok trends impact young individuals. The study categorises
participants into three age groups: early youth (15-21 years old), mid youth (22 to 29 years old), and
late youth (30—40 years old). The findings reveal that younger individuals, particularly those two age
groups 15-21 years old and 22-29 years old, are significantly influenced by TikTok trends (Sari,
2025; Roth et al., 2021). This demographic is highly engaged with popular trends frequently
emerging on the platform, with many actively participating in and sharing challenges within their
social circles. These challenges often involve choreographed dances set to trending music, with users
motivated by the potential to gain high viewership. Conversely, participants aged 30—40 years old
demonstrate lower engagement with such trends, and they feel JOMO when used TikTok.
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Instead, they are more inclined toward content that is practical and meaningful, utilising TikTok as
an informational resource for life hacks, educational content, and skill development. This finding
aligns with Brailovskaia et al., (2020), who suggest that social media serves as a platform for self-
expression, entertainment, and time management. Additionally, previous studies indicate that
frequent social media use may contribute to time distortion, which influences users' selective
engagement with TikTok content based on its perceived usefulness rather than simply keeping up
with trends.

Moreover, the study highlights the diverse content preferences of TikTok users, demonstrating the
platform's ability to cater to a wide range of interests and moods. Participants reported engaging with
various types of content, including dance challenges, lifestyle, animals, food, sports, and history.
This multi-content preference can be attributed to TikTok's personalised algorithm, which curates
content based on users' interests rather than limiting them to a single genre. One participant
mentioned watching dance challenges, sports, and animal videos, further supporting the notion that
TikTok serves as both an entertainment and learning platform. This finding aligns with Lee et al.,
(2015), who categorized users' content consumption behaviours into social engagement, archiving,
self-expression, escapism, and curiosity. Additionally, Toérhonen et al., (2019) found that interactive
content on social media facilitates connections, builds networks of like-minded individuals, and
fosters discussions on global events.

Subjective norms, as defined by Ajzen (1991), are shaped by normative beliefs and motivational
compliance. Participants were asked how their friends influenced their engagement with TikTok
trends and whether they experienced fear of missing out (FOMO) if they did not follow these trends.
The responses were mixed, with some reporting strong peer influence, particularly among younger
users, while older participants exhibited less susceptibility to social pressure (Castrellon et al., 2024;
Lu & Brown, 2023). One participant noted that engaging with trends made it easier to stay connected
with friends, suggesting that viral challenges contribute to shared experiences and social bonding.
Similarly, another participant mentioned that friends’ recommendations on live streams and brands
enhanced their online shopping experience by exposing them to new products. TikTok frequently
incorporates trending content to encourage user participation and reduce the likelihood of exclusion.
This observation is consistent with Ajzen’s (1991) theory, which posits that individuals are
influenced by subjective norms, whether positively or negatively.

However, some participants expressed a sense of autonomy, stating that staying updated on trends
was not their priority as they had more important personal goals to focus on. Ajzen (1991) further
suggests that social groups play a critical role in determining whether individuals conform to or
deviate from prevailing trends.

In summary, this study highlights the varying degrees of TikTok’s influence on different age groups,
emphasising the role of attitudes, behavior, and subjective norms in shaping user engagement with
trends. While younger individuals are more likely to participate in viral challenges, older users tend
to engage selectively, prioritizing content that aligns with their interests and daily needs.
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CONCLUSIONS AND RECOMMENDATIONS

In conclusion, TikTok has rapidly emerged as one of the most influential social media platforms,
particularly among young people. Through viral trends and dance challenges, it not only provides
entertainment but also shapes attitudes, behaviours, and subjective norms. The findings of this study
using qualitative and TRA indicate that youngsters' interactions with TikTok trends are complex,
involving various social influences, active user engagement, and personal preferences. While live-
stream shopping, DIY projects, and dance challenges are popular among users, some individuals
exhibit a strong sense of autonomy by focusing on content that aligns with their personal interests
rather than simply following trends. The primary objective of this study was to examine how TikTok
trends influence young people’s attitudes, behaviours, and subjective norms. Applying the TRA, the
study sought to understand how social media trends impact personal decision-making.

In terms of subjective norms, participants' interactions with TikTok trends were significantly
influenced by social dynamics. Some participants acknowledged feeling pressured to follow trends
to maintain social connections. However, many users also demonstrated personal autonomy by
resisting peer pressure and choosing trends based on their own interests. A key sub-theme that
emerged was the fear of missing out (FOMO), with some participants expressing anxiety about not
keeping up with the latest trends. Despite this, many emphasized the importance of balancing
personal interests with the social dynamics of trend-following.

This study has several limitations that may affect the generalizability of the findings. The small
sample size, which was limited to participants from six regions not represent the whole of Malaysia,
restricting the broader applicability of the results. Additionally, future research should expand the
sample size to include a more diverse demographic across all states in Malaysia.

In future recommendations, participants from various states and regions, future studies could offer a
more representative analysis of how TikTok trends influence behaviour across different
socioeconomic, cultural, and geographic backgrounds. Additionally, comparing TikTok usage,
attitudes, and societal influences between Peninsular Malaysia and East Malaysia, or between urban
and rural areas, could yield valuable insights. This broader approach would contribute to a more
comprehensive understanding of how TikTok trends impact young people across different age groups
and demographic profiles, providing a richer diversity of perspectives.

Moreover, TikTok influencers and content creators play a significant role in shaping trends,
particularly in influencing youth behavior. However, the current study does not extensively examine
how these factors impact the attitudes and subjective norms of different user groups. Future research
could explore the role of TikTok influencers in greater depth, focusing on how branded content,
lifestyle representation, and influencer endorsements shape youth behavior. Additionally,
investigating how trust and confidence in influencers drive young consumers’ desire to follow
specific trends could provide valuable insights into the mechanisms of digital influence.
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In addition, this study carries significant implications for educators, policymakers, and content
creators. Educators can utilise the popularity of TikTok as a pedagogical tool by adapting the formats
to design interactive learning to resonate with youth media practices. For policymakers to address
the algorithmic amplification of potentially harmful content and support the creation of safer online
environments by developing digital well-being campaigns. Content creators should exercise ethical
responsibility by avoiding the glorification of risky behaviours and instead leveraging trending
formats to promote educational, cultural, and socially beneficial messages.

ACKNOWLEDGEMENT

The authors would like to express their sincere appreciation to all participants who contributed their
time and insights to this study. The support and encouragement from colleagues and the academic
community were invaluable in the completion of this research. This research received no specific
grant from any funding agency in the public, commercial, or not-for-profit sectors.

CONFLICT OF INTEREST

The authors declare no conflict of interest.

REFERENCES

Abdul Jaffar, B., Riaz, S., & Mushtaq, A. (2019). Living in a Moment: Impact of TicTok on
Influencing Younger Generation into Micro-Fame. Journal of Content, Community &
Communication, 10(5), 187-194. https://doi.org/10.31620/jccc.12.19/19.

Ajzen, 1. (1991). The Theory of Planned Behavior. Organizational Behaviour and Human Decision
Processes, 50, 179-211. https://doi.org/10.1016/0749-5978(91)90020-T.

Bargh, J. A., & McKenna, K. Y. A. (2004). The Internet and Social Life. Annual Review of
Psychology, 55(1), 573-590. https://doi.org/10.1146/annurev.psych.55.090902.141922.

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in
Psychology, 3(2), 77-101. https://doi.org/10.1191/1478088706qp0630a.

Brailovskaia, J., Schillack, H., & Margraf, J. (2020). Tell me why are you using social media (SM)!
Relationship between reasons for use of SM, SM flow, daily stress, depression, anxiety, and
addictive SM use — An exploratory investigation of young adults in Germany. Computers in
Human Behavior, 113, 106511. https://doi.org/10.1016/j.chb.2020.106511.

Casey, B. J. (2015). Beyond Simple Models of Self-Control to Circuit-Based Accounts of
Adolescent  Behavior.  Annual  Review  of  Psychology,  66(1), 295-319.
https://doi.org/10.1146/annurev-psych-010814-015156.

Castrellon, J. J., Zald, D. H., Samanez-Larkin, G. R., & Seaman, K. L. (2024). Adult age-related
differences in susceptibility to social conformity pressures in self-control over daily desires.
Psychology and aging, 39(1), 102—112. https://doi.org/10.1037/pag0000790.

&9



Journal of Creative Industry and Sustainable Culture: Vol. 4. No. 6 (October) 2025: 70-93

Cox, J. (2024, December 6). TikTok influencer marketing: How to work with Tiktok Influencers.
https://mediakix.com/influencer-marketing-resources/tik-tok-influencer-marketing/.

Edwy, F.M., Anugrahani, L.S., Pradana, A.F., Febia, 1., & Putra, A. (2023). The Phenomenon of
Impulsive Buying at TikTok Shop. International Journal of Social Science Research and
Review, 6(1), 328-334.

Elwadhi, S. (2024). The Impact of Social Media on the Decision Making of Youth: A Survey-Based
Analysis. Innovative Research Thoughts, 10(2), 57-69. https://doi.org/10.36676/irt.v10.i2.08.

Escamilla-Fajardo, P., Alguacil, M., & Loépez-Carril, S. (2021). Incorporating Tiktok in Higher
Education: Pedagogical Perspectives from a Corporal Expression Sport Sciences Course.
Journal of Hospitality, Leisure, Sport and Tourism Education, 28, 100302.
https://doi.org/10.1016/j.jhlste.2021.100302.

Foo, Y. Z.(2023). The Use of Douyin and Beauty Self-Satisfaction Among Emerging Female Adults.
Master Thesis. Tunku Abdul Rahman University.
http://eprints.utar.edu.my/6215/1/22AAM06120_Foo Yee Zen.PDF.

Guszkowski, J. (2021, September 30). TikTok has a big influence on users' dining decisions.
Restaurant Business. https://www.restaurantbusinessonline.com/consumer-trends/tiktok-has-
big-influence-users-dining-decisions.

Halim, U., & A.Rahim, S. (2011). Penglibatan Digital: Akses dan Penggunaan E-Agama dalam
Kalangan Generasi Muda Islam. Jurnal Komunikasi. 27(2), 121-135.

Hanum, A. N. S & Yunus, A. (2023). The impact of using Tiktok on student lifestyles case study at
Indonesian Education University Bandung Cibiru Campus. The International Journal of
Education Management and Sociology, 2(2), 108113.

He, X., Hua, K., Ji, C., Lin, H., Ren, Z., Zhang, W. (2021). Overview on the Growth and
Development of TikTok’s Globalization. Atlantis Press International.

Igbal, M. (2025, January 9). Business of Apps. TikTok Revenue and Usage Statistics
https://www.businessofapps.com/data/tik-tok-statistics/.

Jumali, N. W., & Mustaffa, N. (2023). Digital Marketing Features in TikTok Influence Purchase
Decision: A Study Among USIM Students. Al-i’lam. Journal of Contemporary Islamic
Communication and Media, 3(2), 85-109. https://doi.org/10.33102/jcicom.vol3n02.90.

Kale, S. (2020, April 26). How coronavirus helped TikTok find its voice. The Guardian.
https://www.theguardian.com/technology/2020/apr/26/how-coronavirus-helped-tiktok-find-
itsvoice.

Kalyani, P. (2020). 15 Seconds of Name, Fame & Success: TikTok the Study of TikTok and pre-
launch status quo of Facebook’s “Lasso” in India. Journal of Management Engineering and
Information Technology, 7(1), 1-11.

Khalid, J. K., Adnan, W.H., Mohammed, A. S. (2023). The Use of TikTok Social Media in
Influencing Generation Z Online Purchasing Behaviour in Malaysia. Management Research
Journal, 12 (2), 40-52. https://doi.org/10.37134/mrj.vol12.2.4.2023.

King, N. (2004). Using templates in the thematic analysis of text. Essential Guide to Qualitative
Methods in Organizational Research, 257-270. https://doi.org/10.4135/9781446280119.n21.

90



Journal of Creative Industry and Sustainable Culture: Vol. 4. No. 6 (October) 2025: 70-93

Lajnef, K. (2023). The effect of social media influencers' on teenagers Behavior: an empirical study

using  cognitive map  technique. Current  Psychology, 42, 19364-19377.
https://doi.org/10.1007/s12144-023-04273-1.

Lee, D., Park, J. Y., Kim, J., Kim, J., & Moon, J. (2011). Understanding Music Sharing Behaviour

on Social Network Services. Online Information Review, 35(5), 716-733.
https://doi.org/10.1108/14684521111176462.

Lee, E., Lee, J. A., Moon, J. H., & Sung, Y. (2015). Pictures Speak Louder than Words: Motivations

for Using Instagram. Cyber Psychology, Behavior, and Social Networking, 18(9), 552—-556.
https://doi.org/10.1089/cyber.2015.0157.

Lin, Z. (2022). Analysis of the Psychological Impact of Tiktok on Contemporary Teenagers.

International Conference on Educational Science and Social Culture, 157 (01024), 1-4.
https://doi.org/10.1051/shsconf/202315701024.

Liu, Q., Tu, W., Shang, Y., & Xu, X. (2022). Unique and interactive effects of parental neglect,

school connectedness, and trait self-control on mobile short-form video dependence among
Chinese left-behind adolescents. Child Abuse & Neglect, 134, (105939).
https://doi.org/10.1016/j.chiabu.2022.105939.

Lu, K., & Brown, C. (2023). Susceptibility to Peer Pressure Among Adolescents: Biological,

Demographic, and Peer-Related Determinants. Journal of Student Research, 11(1).
https://doi.org/10.47611/jsr.v11i1.1576.

Markov, P. (2022). Tiktok as The Most Downloaded App in Malaysia in 2019: Ideal Platform for

Adolescents During MCOS. International Journal of Adolescent Research, 34(4), 321-335.
https://doi.org/10.1177/13591045211034567.

91



Journal of Creative Industry and Sustainable Culture: Vol. 4. No. 6 (October) 2025: 70-93

Mazlan, N. H., & Adnan, W. H. (2023). Seize the present day: TikTok Entertainment Content and
Youth Satisfaction. Forum Komunikasi, 18(1), 104-119.

Melkevik, O., Torsheim, T., lannotti, R. J., & Wold, B. (2010). Is Spending Time in Screen-Based
Sedentary Behaviors Associated with Less Physical Activity: A Cross National Investigation.
International Journal of Behavioral Nutrition and Physical Activity, 7(46), 1-10.
https://doi.org/10.1186/1479-5868-7-46.

Mikami, A. Y., Szwedo, D. E., Allen, J. P., Evans, M. A., & Hare, A. L. (2010). Adolescent Peer
Relationships and Behavior Problems Predict Young Adults’ Communication on Social
Networking Websites. Developmental Psychology, 46(1), 46-56.
https://doi.org/10.1037/a0017420.

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.  641673.
https://doi.org/10.3389/fpubh.2021.641673.

Norhailawati, M., Handayani, L., Kalsum, Hu., Saringat, Z., Aidahani, A., Bakri, SH., & Prahmana,
R. C. L. (2019). The Power of Social Networking Sites: Student Involvement Toward
Education. International Journal of Evaluation and Research in Education, 8(3), 549-556.
http://doi.org/10.11591/ijere.v8i3.20352.

Palupi, N. D., Meifilina, A., & Harumike, Y. D. N. (2020). The Effect of Using Tiktok Applications
on Self-Confidence Levels. Journal of Student Academic Research, 5(2), 66-74.

Qian, K., & Jain, S. (2022). Digital Content Creation: An Analysis of the Impact of
Recommendation Systems. Management Science, 70(12).
https://doi.org/10.1287/mnsc.2022.03655.

Roth, R., Ajithkumar, P., Natarajan, G., Achuthan, K., Moon, P., Zinzow. H., & Madathil. K. C.
(2021). A study of adolescents’ and young adults’ TikTok challenge participation in South
India. Human Factor in Healthcare, 1, 100005. https://doi.org/10.1016/j.hfh.2022.100005.

Sabir, 1., Nasim, [., Majid, M. B., Mahmud, M. S. B., & Sabir, N. (2020). TikTok Addictions and
Its Disorders Among Youth of Pakistan. Scholedge International Journal of Multidisciplinary
& Allied Studies, 7(6), 140-146. https://doi.org/10.19085/sijmas070602.

Salman, A., Abdullah, M. Y. Hj., Hasim, M. S., & Pawanteh, L. (2010). Sustainability of Internet
Usage: A Study Among Malay Youth in Kota Bharu, Kelantan. Journal of Communication,
26(1), 62-72.

Sardar, S., Ngadiron, S., Nur, S., Hadi, 1., & Ghani, M. (2023). How TikTok is Affecting Youth:
Positive and Negative Effect on Behaviour. Asian Journal of Behavioural Sciences.
https://doi.org/10.55057/ajbs.2023.5.1.1.

Sari, D.F.K. (2025). The Influence of TikTok Social Media on Adolescent Social Behavior
in the Digital Era: A Case Study in Kendari City.Sinergi International Journal of
Communication Sciences. 3(2),127-140.https://doi.org/10.61194/ijcs.v3i2.757.

Saxena, A. (2020). TikTok is The Most Downloaded App on The App Store by 2020, Slowly
Replacing Other Popular Platforms. Journal of Social Media Trends, 8(2), 45-56.

92



Journal of Creative Industry and Sustainable Culture: Vol. 4. No. 6 (October) 2025: 70-93

Serrano, L., Smith, J., & Garcia, D. (2020). Sound and storytelling on TikTok: Conveying Specific
Messages and Building Narratives. Journal of Social Communication, 7(1), 18-27.

Sin, S. S., Nor, K. M., & Al-Agaga, A. M. (2012). Factors Affecting Malaysian Young Consumers’
Online Purchase Intention in Social Media Websites. Procedia - Social and Behavioral
Sciences, 40, 326-333. https://doi.org/10.1016/j.sbspro.2012.03.195.

Steinberg, L. (2010). A Dual Systems Model of Adolescent Risk-Taking. Developmental
Psychobiology, 52(3), 216-224. https://doi.org/10.1002/dev.20445

Syam, F., & Meldawati, S.F. (2020). An overview of University students’ behavior in using Tiktok
on their daily life. Palakka: Media and Islamic Communication, 3(2), 131-138.

Tang, L., Omar, S. Z., Bolong, J., Mohd Zawawi, & J. W. (2020). Influence of TikTok Usage
Toward Positive Emotion and Relationship. International Conference on Communication and
Media, 271-280. https://doi.org/10.15405/epsbs.2021.06.02.36.

Toérhonen, M., Sjoblom, M., Hassan, L., & Hamari, J. (2019). Fame and Fortune, or Just Fun? A
Study on Why People Create Content on Video Platforms. Internet Research, 30(1), 165-190.
https://doi.org/ 10.1108/INTR-06-2018-0270.

Ugwu, B. O. (2019). Using the Theory of Reasoned Action to Analyze African American College
Students Intentions to Participate in Bio banking Research. Electronic Theses and
Dissertations. Georgia Southern University.

Wan. (2020). The Popularity of Short Video App in The New Media Eratake Short Video for
Example. People’s Daily Press, 17(5), 60-105.

Woods, H. C., & Scott, H. (2016). Students’ Use of Social Media: Inhibition or Opportunity?
Computers in Human Behavior, 65, 237-244. https://doi.org/10.1016/j.chb.2016.08.038.
Xiuwen, Z., & Razali, A. B. (2021). An Overview of The Utilization of Tiktok to Improve Oral
English Communication Competence among EFL Undergraduate Students. Universal Journal

of Educational Research, https://doi.org/10.13.189/ujer.2021.090710.

Zhao, S., Li, J., & Lamberton, C. (2017). TikTok: A unique platform for music using short videos
and interactive elements. Journal of Interactive Media, 15(3), 112-129.

Zou, L., Zhang, X., Yang, L., Loprinzi, P. D., Yeung, A. S., & Kong, J. (2019). The effect of
smartphone use on mental health: A meta-analysis of longitudinal studies. International
Journal of Environmental Research and Public Health, 16(3), Article 486.
https://doi.org/10.3390/ijerph16030486.

Zyoud, S. H., Sweileh, W. M., Awang, R., & Al-Jabi, S. W. (2018). Global trends in research related
to social media in psychology: mapping and bibliometric analysis. Infernational Journal of
Mental Health Systems, 12(1), 1-8. https://doi.org/10.1186/s13033-018-0182-6.

93



