Awadle ¥l Qg Ao

AW AUS/ 103%  Zaals oyl AoSme dcole Al

VST (P PP - C 5 (EP'E 21 /a.d zsj‘é?‘ Mm;b
AOENIZS tsasy iy Ablmiatt 3l - Cypal bt gTiobes Ly /3.1 1 g plll yinddy

2l (gl 9uk st
IS 553540y A3 ey S - Slolaliie gamme /3.
(g ) g T ASLall) g Shasl ] S5 5 e pla¥ | Bmaloes ASAEY! 3l — pScuscad| gD /3.1
(Ol Alal) (a3l bt Aselamy Ablowual) 30 - (§bEH A e /3.

(33l sy sgan) Gy Al AuaSluit Rnalad 1 Sl ¥ 3 - 3303 ) Foeadf Gkt I /8.1
AU (995l A DY muds S - pole A8 pe /a.d zﬁﬂ“g-\ﬁ

ST 19 BBLoninal) andis (yuyoks ~ (o3 ebied @ 3l /3
SAASIL g Ablovial) @y (yuyts — (2] | e (abaae /8 - “
D 1yl g S
IS e Mg Rolad| OBMall gty yuyte — Okt wba] /2

AUSIL ;Y g Al quudy yuyie — JOIS ases /3
AL 25 B3l s e lius uyeta - il poc /1 1l 28| A1 G8ke

PYYONCAYOT 20— aMe W1 A4S — 13 Aaals — juad Ainike 5 palat) -
http://jsb.journals.ekb.eg :ilall ig,iSI¥ adgli- Jui) VPN G
mediajournal2020@azhar.edu.eg 19 ST Y ol -

AYIYY gTS - B V88T jhum- L g 5ot - (gunedetlg 2wl kel
1000 Z\.ﬁ_‘)ﬂa&‘ ‘,JS:!,!.\,'@.Q}{! pﬁ)

X YAY-YIAY s2,09, 750 M1 Adueuctll Y9l @8,

VN +-AYaY A0 ) o8 Admuil 9t @ 0N



[ ! dalgd J

Olwlyudly Sogomdl iy At pgas

Slea yidly pylaidly cosdt Slaxyeg

AGY aclgalt Laag

CreSl (g (W01 STy (Ao i dallas O
83t A Mo I 2 (yuaa sl

s (512080 Graw B | 95 ¥T O
Lede (3030 9i daSome dcele

¥ helS YT dued o comd! iy ¥ O
Wls2y... AalS BYT5,de (o dujn
A ARIST B9y e L Sty B3l

i I G Olgie sy Yicow O
IS Y e —oe 4219

Aoyl alb padle Coma IS ae 2 O
Yo e s WA idea ¥ aalily 450y
JAels

St (o e SO At S L 3952 O
CD leasisg.. yigeSIibacgdas
wimm Olgie g Com L el 000 O Ao
A A Ly Jatue B2 (Sl
2. Lgiadld 259 L8yl (LI 2 (2alsel 1y
Amdal| JawiB ¥ Ged) dlgd

veee Lgaloniol 11 35980 | Gl ™1 )3 ¥ O
g dd! Bgda AISH AUl dadisng
addale) B anliS Aad(ge o Jgaxt)
Led Oyansale

- A gl 98 Aol Sl ¥1 205 O

galomio¥ i) JaT Y G Sl 35O

(w%)mqu

(ae) Bgme ohe /a1 .

Geeo¥l aMe ¥ S wacy dalall  LBMI Bl

(en) - 2920 dama /a0 .

(o) el S /a7

23y alall S 50 Y ) Analanls aMe Vg Aol iall liad

().«A.A))L?Q.NJLQ:.- /.\.i .

23Y) Aaalomy Aolmal Bl

(OLied) aitoiatt o /a0 .

9w ALl Aaalatly aMe W) Slind

(o) et 2239 /ad .

1S il Al Aaabmy Gguyiilly Aeld¥ i

ia,SU

(P13d1) Zalac g3 papall /a0

el e Baalom caesdlage Eaaloy aMe Y1 3liad

Pl @liiey Gunoby (0

(J.‘a.n)u&_y.ﬁu!g.nhu/a.i .

daall xﬁ)Lc_:ﬁ‘ IS wac g g padidlg dclaY Sliad

Lostally Lo st5i€l)

(as) Gl 23k WL /a1

.BJALEJ‘ a.u.Al:.-— ‘A)LL?” 21__3.\5_\ U}i)-":‘-‘:d‘} ZLL\}:}” ]

(ias) daw @)y /1.

(gl yima Faala) Lalall  1BLadl Bl

At (1) oo i Wy Lgum Lo (T) (b0 jead A1 2531901 £ ¥ oo



(T IWIETYCY

Ao dulys g | obeont dcaadid ) 2018 )31 2 (S g (uetd) Ladi g5
ovy Don’t shop here - Consumer Reports i>iw (o asylie
Oy dome el Jlof.a

OAY eloa Y ade ¥ e docs guadndl 5l g juSaid | daad (ys A83al]
Pt (e I s (o NENEA L

A4 Ao 0 At A gdo Al yd) yin0 ..\.yua%wlaﬂul.uﬁ‘
2 9 pulie o2 L2 o Jald Aelold s

A y) it el Z LW 2 WS I Calil g pladniw! OLGas

L et Al e g pe (ALl
0 JLai¥ s @ SLAN (ot Aactiniaad | (g HLus M1 FaomH OoleowdSl il
AR}

Oy Aomn Algh . Do el 2890 pe dopuall Laall

Aab il acia Vg do yall )L W1 OLALA AN 28190 dntlas yloi
Yoy Aldton 4wlya :COVID 19 it f Log oS domilont 2w patt Aallly
RSN e ems (ol Adgh Lo

& girecall) GlaSlad) adS 2 peleia¥l Jolgdl Gled 93
GLadliad| HLEm (o aomld oW | @S| 73 gmed ocauaad —( LDl
= ) (ol (g0 /A wbﬁe?&"d.m‘}'d‘&l&«.&e

ALY



(;‘C'L":‘?y‘ﬁ.%m‘ CL::.:«:-Y‘ Liladt 4oyl d bl g )3 Lasceadd | Jolia
A v'“"‘(;""‘" A9amn . D ((2\.“«4:‘.\:-.32\.‘«!):»

A ST 2 Sl Ban [re Clagaiid gke Adliuas 59

WY e et e Gl s9-gamndl (St sy
Loy eloladls diBe g 22533 L M1 (o BAN 2 (5 piall yggamnd| OLIT
X

O Jha dof.a e Jolgidl adlges delat

Usage of TikTok and Anxiety among Egyptian Teenagers
\EN\ and Youth during Covid19 Pandemic
Prof. Shaima’a Zoelfakar



) s 5
ISBN-0 ISEN-P (2021

Zaall fagall s

=ro

20

282K

A e

400 2323
2882. 2986 7

4663 214X

2682-  1110- -

2827 £238

73 273 7
aTTX 3708
2822-  1110- 7

2735- 2357 B&
2016 0407

2315 23a -
era ama

o788 2682 5
0167 213X

sehaall 2ie B il AN anall b L el ol 5% gl g0 g et B

e A b pal dada (] AT gl Tl Flaal) 1 3
syl

a}.:-‘_;'li_ﬁ o5l gl o a dads S5yl cuad Aoalad Aol i A
e syl

e 3 b plEl sl Aa ol o e d Goalel] Eia cdd i) 5
syl

Azl LJZQMLPdlghRHaA

55

ciig g
Lyl
et A Ein (2 Il s seyl st Gl Siodall 4a daa S i) 10

chiyl 14

Egyotian Public Relations
Association syl

Lisssasy aall s all miaal ol puitzis) A W







o Usage of TikTok and Anxiety among
Egyptian Teenagers and Youth during

Covid19 Pandemic

Prof. Shaima’a Zoelfakar

Professor in RTV Department, Faculty of Mass
Communication, Cairo University

s.zoelfakar@mcomm.cu.edu.eg

Crepal! (g it g BUBYH ¥ oknag &1 o5 il Cileldeial ©
19 wdgs slug 5L

%CJJLMBJ ;Lo:g& N

5 yalal) Aol AMe Y1 AdSs ()90 3ol g Ao AN muds Bl




Usage of TikTok and Anxiety among Egyptian Teenagers...

Abstract

Drawing on an online survey of 232 Egyptian teenagers and youth
of TikTok users during Covid19 Pandemic to investigate the impact
of their motivations (gratifications sought) of using this platform, the
anxiety status level, and the demographic variables on the level of using
TikTok and the kinds of uses. The findings showed that the motivations
of escapism and fame seeking, in addition to the school economic level
increased the level of TikTok usage while there was a negative effect of
users’ age. There was no effect of anxiety level on both TikTok level of
usage and on kinds of TikTok uses. The implications of the findings are
discussed.

Key Words: TikTok, anxiety, Covid19, motivations, gratifications, fame
seeking, escapism, self- expression, social interaction
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Introduction

TikTok has been launched in China in 2016 and spread after that all
over the world. It's a video- sharing application that provides the ability
to create lip-synched or short music videos for 3 to 60s (Chakraborty,
Kapoor, & llavarasan, 2020). TikTok is currently one of the most
influential and widely used social media platforms in the world (Igbal,
2020). It has been downloaded 113 million times in February 2020
alone and has surpassed the engagement rate of Instagram and
Twitter (Hub, 2020).

Over 60% of TikTok users are comprised of Generation Z, which
refers to users born after 1996. Generation Z is one of the most
diverse generations yet, with high levels of education, digital nativism,
social and cultural awareness and a high tendency to be more
expressive (Goss, 2020). The platform is popular especially among
women aged 18-24 (Zulli & Zulli, 2020), to the extent that it is
considered a celebration of girlhood (Kennedy, 2020).

Coronavirus lockdown was to thank for the exponential rise in TikTok’s
use and visibility. During the first week of lockdown in the United
Kingdom, downloads of the app increased by 34 percent (Kale, 2020),
while in the United States the first three weeks of March saw an
increase of 27 percent compared to the same period in February
(Stassen, 2020). The “frivolous and funny videos of people dancing
round their bedrooms is actually the perfect antidote to isolation”
(Preskey, 2020). TikTok facilitates the viral spectacle of girls’ bedroom
culture (Kennedy, 2020).
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Usage of TikTok and Anxiety among Egyptian Teenagers...

For young adults in particular, the WHO suggests staying connected
through social media and making every attempt to stay positive.
TikTok has the potential, not only to convey important health
information, but to deal with different aspects of the COVID-19
pandemic as well (Basch, Hillyer, & Jaime, 2020). However, TikTok
was found as an underused method for disseminating health content
(Zhu, Xu, Zhang, Chen, & Evans, 2020).

There was about 7.2 million active users of TikTok in Egypt by the end
of 2020. Almost about 64% of the Egyptian users are between 18 and
24 years old (Aly, 2020). Consequently, this study will investigate the
motivations of using TikTok among teenagers and young youth during
covid-19 pandemic, and the kinds of this use.

Literature Review:
Uses and gratifications of social media:

By searching three large academic databases that revealed 24 studies
examining the uses and gratifications of Facebook, Ryan, Chester,
Reece, and Xenos (2014) found that the most popular motivations for
Facebook use were relationship maintenance, passing time,
entertainment and companionship .

Gratifications may vary depending on the user’s end goals of social
media use and will likely influence the platform they seek out. For
example, Joinson (2008) identified six unique motivations of Facebook
usage: social connection, shared identities, content, social
investigation, social network surfing and status updating.

In another example, college students in one study that applied uses
and gratifications theory to understand the ways social networking
sites such as Facebook, Twitter, Instagram and Snapchat lead to
higher social capital by “fostering systems of norms’ that ultimately
leads to positive social outcomes (Phua, Jin, & Kim, 2017), p. 121. On
YouTube, people viewed video for information seeking, shared video
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for entertainment, and co- viewed for social interaction (Haridakis,
2009).

In a study conducted on 186 adolescents and adults of Facebook
photo-taggers, Nine gratifications were found that were: likes and
comments, social influence, peer pressure, gains popularity,
entertainment, feels good, social sharing, affection, and convenience
(Dhir, Chen, & Chen, 2017).

In a study conducted on 265 adults aiming to explore the discrepancy
between gratifications obtained (GO) and gratifications sought (GS)
from social networking sites and whether it affected users’ satisfaction
and continuance of use.

The basic sought gratifications underlying the use of SNSs were
classified into six constructs: seeking information, seeking
entertainment, convenience, seeking socialization, seeking social
support, and escapism. User satisfaction with SNSs became greater
when GO exceeded GS (Bae, 2018).

In a study conducted in China on 297 WeChat users, the results
showed that technology gratifications (Media Appeal) had the greatest
effect on the continuance intention to use WeChat, followed by
hedonic gratification (perceived enjoyment) and utilitarian gratification
(information sharing) (Gan & Li, 2018). Another study classified the
motivations of individuals in using social media technology into five
major classes: the need for social interaction, to ease tension, to fulfil
influential or emotional needs, to address cognitive needs, and
achieve self- integration (Mathew, Guru, Mahadevaswamy, &
Devanoor, 2018).

In a study conducted in Malaysia on the uses and gratifications of
social TV, results showed that the motivations of using social TV were
relaxation, daily routine, access to information, entertainment, escape
from reality, and the search for new friends (Habes, 2019).
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Based on UGT & the social influence theory (SIT), a study conducted
on 379 microblog users in China to investigate the factors that affect
their continuous content contribution behaviours. Results showed that
perceived gratifications had a positive but trivial effect on continuous
content contribution behaviours. Users’ perceived gratifications was
also positively affected by the antecedents of self- expression and the
attributes of microblogs (i.e. accessibility and interactivity) (X. Liu, Min,
& Han, 2020).

In a study of the uses and gratifications of social media in the Middle
East and North Africa, a questionnaire was conducted on 561 users,
results showed that social media delivered positive gratifications like
online social activity and negative gratifications like social media
addiction and distraction from daily tasks (Taha, 2020).

In a study on the uses and gratifications of adolescents and pre-
adolescents of TikTok in Denmark, Bossen and Kottasz (2020) found
that pre- adolescents were more active and heavier users of TikTok
than adolescents. The contributory behaviours of the users were
motivated by expanding social networks, fame-seeking, self -
expression and identity- creation needs.

In a study on 385 TikTok users in Malaysia, results showed that users’
motivations, not personality traits, have significant influence on TikTok
use. The most significant motivations of using TikTok were archiving,
self-expression, social interaction and escapism (Omar & Dequan,
2020).

A study on women farmers in the United States of America was
conducted drawing on UGT to explore how they view the role of social
media for their agricultural practice. Results showed that they used
social media to engage with customers, exchange information, and
provide emotional connection. Their satisfaction varied with different
social media platforms (Daigle & Heiss, 2021).
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A study conducted in India in 2020 to understand the reasons of non-
usage of TikTok. A qualitative approach was used by conducting
twenty in-depth semi- structured interviews. The findings indicated that
individuals disliked TikTok because it led to a waste of time, did not
contribute to knowledge, and included unrealistic and unethical
content. People appeared to be concerned about the social stigma
attached to it (Chakraborty et al., 2020).

Using social media and TikTok during Covid-19:

A study conducted on 385 Nigerians to investigate the factors that
lead to sharing fake news on Covid-19 depending on UGT. The
results showed that altruism was the most significant factor. It was
also found that social media users’ motivations were information
sharing, socialization, information seeking and pass time, but there
was no significant association between sharing false information and
entertainment motivation (Apuke & Omar, 2021).

A study on the uses of TikTok in Turkey during Covid-19 Pandemic
was conducted on 500 youngsters and teenagers in four big
provinces. The study showed that TikTok had effects on personal,
academic and social life of youngsters and teenagers (Memon & Alavi,
2020).

In a study on the exposure of girls to celebrities’ videos on TikTok
during Covid-19, the results showed that the corona virus crisis
intensified the young female celebrity culture (Kennedy, 2020).

In a study conducted to describe the content of COVID-19 material on
TikTok in 100 videos posted under the hashtag #Coronavirus along
with 17 posts uploaded by the World Health Organization (WHO).
Results showed that the videos were viewed 1,194,081,700 times.
The most commonly cited topics included anxiety (14.5%) with more
than 190.6 million views and quarantine (10.3%) with 106.6 million
views. Fewer than 10% of videos mentioned how the virus is
transmitted, symptoms, and prevention. WHO videos focused on viral

32021)99156-25—;,,..@@&....@;.\,11] 1073



Usage of TikTok and Anxiety among Egyptian Teenagers...

transmission and symptoms but covered these topics in fewer than
10% of the videos. Although research suggests that cases of COVID-
19 may be less severe in those young youth, social distancing
remains paramount due to the possibility of transmission even in those
with minimal or no symptoms (Basch et al., 2020).

In an online survey conducted on 823 persons in Europe to investigate
the effect of social media including TikTok during the Covid-19
pandemic and the quarantine measures on well-being, results showed
that TikTok use was not associated with well-being (Masciantonio,
Bourguignon, Bouchat, Balty, & Rimé, 2020).

In a study conducted on a sample of 802 Chinese netizens in
February 2020 to explore the predictive role of social media use on
public preventive behaviours in China during Covid-19 pandemic and
the effect of disease knowledge and eHealth literacy on this
relationship. Results showed that social media use frequency rather
than time significantly predicted preventive behaviours for covid-19.
Disease knowledge affected this relationship negatively while eHealth
literacy affected it positively (Li & Liu, 2020).

A study conducted on 1118 Chinese citizens during the rapid spread
of Covid-19 pandemic to explore the relationship between media
exposure and anxiety. Results showed that all kinds of media cause
traumatization to their audience during the pandemic (C. Liu & Liu,
2020).

A study conducted on 3088 Chinese social media users during Covid-
19 pandemic to investigate gender differences of depression and
anxiety. Results showed that females were experiencing more severe
stress and anxiety symptoms, while males showed better resilience to
stress (Hou, Bi, Jiao, Luo, & Song, 2020).
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Comments on Literature review:

The previous studies can be divided into studies before Covid-19 that
focused on the motivations of using TikTok and studies during
Covid19 that investigated the effect of the pandemic on the
motivations of using TikTok and its relationship with anxiety, stress
and depression. Most of the studies depended on UGT and used an
online questionnaire specially during the pandemic. Few studies
conducted a content analysis on the platform and videos presented on
it, either before or during the pandemic.

Uses and Gratifications Theory:

The Uses and Gratifications theory posits that when a medium fulfils
the expected gratifications initially sought, this leads to insistent use of
the medium (Palmgreen, Wenner, & Rayburn, 1980). However, UGT
research countered a criticism that the theory has been used in such a
general way that it offered weak predictive capabilities and vague
gratifications (Ruggiero, 2000).

Due to the growth in the number of SNS users, a sizable body of
research has focused on why people devote a substantial amount of
their time and energy to engaging in social networking (Bae, 2018).
The UGT framework has been used to explain how and why people
actively seek specific types of media (Palmgreen et al., 1980).

UGT has been helpful for understanding social media behaviours as it
is based on the analysis of user-generated content that requires active
users (Athwal, Istanbulluoglu, & McCormack, 2019).

Very few studies have distinguished between gratifications sought and
gratifications obtained (Bae, 2018). Much of the existing UGT
research examines what gratifications individuals seek in a social
media context (N. Park, Kee, & Valenzuela, 2009).

Although some differences have been observed across specific
Internet applications, the fundamental needs or motivations underlying
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Internet use are generally similar. The basic motivations underlying
the use of SNSs can be classified into six constructs; seeking
information,  seeking  entertainment, = convenience, seeking
socialization, seeking social support, and escapism (Bae, 2018).

For instance, researchers have found that seeking entertainment is
significantly related with social networking behaviour (Chiang, Chiang,
& Lin, 2013). Other researchers have found that seeking information is
the strongest predictor of social networking behaviour (C. S. Park,
2013). Socializing has also been identified as the primary motivation
for social networking ((Han, Min, & Lee, 2015; Jung, 2016)
Researchers have also identified escapism as predictor of social
networking (Nam, 2014).

Some recent studies tried to provide specific gratifications derived
from specific features of specific social media (Dhir et al., 2017),
rather than merely mirror gratifications identified in early forms of
media (Sundar & Limperos, 2013).

Gratifications may vary depending on the user's end goals of social
media use and will likely influence the platform they seek out. For
example, Joinson (2008) identified six unique motivations of Facebook
usage: social connection, shared identities, content, social
investigation, social network surfing and status updating.

In another example, college students in one study that applied uses
and gratifications theory to understand the ways social networking
sites such as Facebook, Twitter, Instagram and Snapchat lead to
higher social capital by “fostering systems of norms’ that ultimately
leads to positive social outcomes (Phua et al., 2017), p. 121. On
YouTube, people viewed video for information seeking, shared video
for entertainment, and co- viewed for social interaction (Haridakis,
2009).
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Self-presentation Theory:

With the prevalence of the Internet and social networking sites, self-
presentation now extends from face-to-face contexts to SNSs, where
individuals construct their own image and personas. Motivations for
self-presentation are derived from the evaluative presence of other
people (Baumeister & Hutton, 1987).

Self — presentation has been defined as a form of “impression
management”: a goal aimed at leaving a positive impression on others
when communicating (Chua & Chang, 2016). When engaging in self —
presentation, individuals try to disclose about themselves and use
prior social scripts to influence their self- presentations in a positive
way (Vendemia, 2019).

Self — presentation theory (Goffman, 1959) has found new life in social
media prevalence as it helps us understand the motivations and
processes used. It has also been used to guide studies about online
self-presentation (Yang & Brown, 2016).

Scholars like Mendelson and Papacharissi (2010) noted that when
people use SNSs as a channel to articulate their identities, they tend
to present a “highly selective version of themselves” (p.4). Young
people try to present what is best in themselves and show their in-
group identity through compliance with peer standards and
expectations (boyd, 2014).

Social media are suited for self — presentation and self-expression as
they have the functions of high visibility and editing content that
enable users to manage information about the self (Fox & J.Moreland,
2015). Social media content such as status updates, videos and
photos is considered a good venue for users to fulfil their need for self-
presentation (Chua & Chang, 2016), and self-expression (Bailey,
Matz, Youyou, & lyengar, 2020; Orehek & Human, 2017).
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Justifications of conducting the study:

Observing the increase of using TikTok among teenagers and young
youth, especially females, during the quarantine due to the spread of
Covid19 all over the world, created the need to know the motivations
of TikTok users and their kinds of use, and if this use is affected by
anxiety level and some demographic variables.

Methodology:
Research Hypotheses:
H1: TikTok usage level is affected by the following variables:

a) Motivations (escapism/ social interaction/ self-
expression/ fame seeking)

b) Anxiety level

c) Demographic variables (age/ gendre/ Area of
residence level/ kind of schools).

H2: TikTok usage behaviours are affected by:

a) Motivations (escapism/ social interaction/ self-expression/
fame seeking)

b) Anxiety level

c) Demographic variables (age/ gendre/ Area of residence
level/ kind of schools).

Procedure and sample:

In January 2021, an on-line survey was conducted on a purposive
sample of TikTok users. 232 teenagers and youth who use TikTok
during Covid19 pandemic and lockdown. The respondents were from
governmental and private universities in Greater Cairo. The
questionnaire included variables of TikTok usage level, kinds of
TikTok uses, anxiety status scale, scales of motivations of TikTok use
(escapism/ social interaction/ self-expression/ fame seeking), in
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addition to the demographic variables. 39% of the sample were
teenagers ranging in age from 15 to 19 and 60.9% were youth ranging
in age from 20 to 24 years old. 61.5% of the sample were from great
Cairo governorates and 38.5% were from other governorates. 86.2%
of the respondents were governmental universities students and the
others were private universities students. 37.7% of the sample
graduated from private language and international schools.

Measurement of variables:
1) Start of using TikTok:

Respondents were asked when they started using TikTok. 37.1% of
respondents started using TikTok since less than six months, 40.5%
started using it from six months to less than a year and 22.4% started
using TikTok since more than a year.

2) Level of TikTok usage:

To assess the level of TikTok usage, respondents were asked three
questions: a) How many days do you use TikTok per week? b) How
many times do you enter TikTok each day? ¢) How long do you use
TikTok each time? The range of answers was from 3 to 9, the mean
was 4.8 with SD= 2.4.

3) Motivations (gratifications sought) for using TikTok:

An additive four —point scale (Always, Sometimes, Rarely, Never) was
used.

The study investigated the effect of four motivations which are:
escapism, social interaction, self-expression and fame seeking.

Escapism: To measure escapism, the respondents were given four
statements: 1) | use TikTok to escape from reality, 2) | use TikTok to
forget about problems, 3) | use TikTok to avoid loneliness and
boredom during Covid19 lockdown, 4) | use TikTok to decrease
anxiety levels. The scale ranged from 0 to 12, with the mean 5.8 and
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SD= 3.1 The reliability of the scale was satisfactory (alpha = .75). By
factor analysing the items of the scale, one factor was identified to
explain 59 % of the phenomenon which reveals a satisfactory level of
validity.

Social Interaction: To measure social interaction, the respondents
were given three sentences: 1) | use TikTok to interact with some
friends, 2) | use TikTok to make a good relationship with others
(Networking), 3) | use TikTok to follow videos of friends. The scale
ranged from 3 to 9, with the mean 3.2 and SD= 2.3 The reliability of
the scale was satisfactory (alpha = .74). By factor analysing the items
of the scale, one factor was identified to explain 65.9% of the
phenomenon which reveals a satisfactory level of validity.

c) Self-expression: To measure self-expression, the respondents
were given four sentences: 1) | use TikTok to provide updates on
my life, 2) | use TikTok to be noticed by others, 3) | use TikTok to
express my actual self, 4) | use TikTok to show off. The scale
ranged from 0 to 11, with the mean 1.5 and SD= 2.6. The
reliability of the scale was good (alpha = 0.89). By factor analysing
the items of the scale, one factor was identified to explain 78.4 %
of the phenomenon which reveals a good level of validity.

d) Fame seeking: To measure fame seeking, the respondents were
given four sentences: 1) | use TikTok to be famous on social
media, 2) | use TikTok to have a big number of followers, 3) | use
TikTok to be a celebrity, 4) | use TikTok to make videos to be
famous. The scale ranged from 0 to 12, with the mean 1.6 and
SD= 2.8 The reliability of the scale was high (alpha = 0.94). By
factor analysing the items of the scale, one factor was identified to
explain 85% of the phenomenon which reveals a satisfactory level
of validity.
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4) Anxiety status scale:

The scale is composed of a three five-additive likert scale statements,
which are:

a) | feel nervous and anxious due to the coronavirus pandemic.
b) | have sleeping problems during the coronavirus pandemic.

c) | feel panicking and cannot sit still easily during the coronavirus
pandemic.

The scale ranged from 3 to 15, with the mean 10.2 and SD= 3.2 .
The reliability of the scale was high (alpha = .75). By factor analysing
the items of the scale, one factor was identified to explain 68% of the
phenomenon which reveals a satisfactory level of validity.

5) Usage behaviour classifications:

A measure of TikTok usage behaviours was developed based upon
previous research from (Guosong & Shao, 2009) who claims that
people manage UGM in three different ways: consuming, participating
and producing. The statements of each behaviour were as follows:

a) Consuming:

- luse TikTok to watch my friends’ videos and follow their profiles.
- luse TikTok to view and follow profiles of celebrities.

b) Participating:

- luse TikTok to message/ chat.

- |l like and share content on TikTok made by my friends.

- | like and share content on TikTok made by other TikTok users,
celebrities and idols.

c) Producing:

- | produce, edit and share my own videos on TikTok.
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- | engage in duets and collaborative videos and other TikTok
consumers.

The scale ranged from zero to 7, with the mean= 3 and SD= 1.6. The
reliability of the scale was (alpha = .6). By factor analysing the items of
the scale, three factors were identified to explain 70% of the
phenomenon which revealed a satisfactory level of validity.

d) Demographic variables:

Respondents were asked about: gender, age, level of residence area
(high, middle or low), the kind of high schools (Arabic public schools,
Language public schools, Arabic private schools, Language private
schools and International schools), in addition to the university (Public
or private) and the governorate (Greater Cairo or other governorates).

Results:

General results:

TikTok Usage behaviours:

There are three behaviours as follows:
Consuming:

- 65% of the respondents use TikTok to watch their friends’
videos/ follow their profiles.

- 73.3% use TikTok to view/ follow others’ profiles (other TikTok
users, celebrities and idols).

Participating:
- 6.9% use TikTok to message / chat.
- 59.5% like and share content on TikTok made by their friends.

- 62.1% like and share content on TikTok made by other users
(TikTok users, celebrities and idols).
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Producing:
- 21.6% produce, edit and share their videos on TikTok.

- 6% engage in duets and collaborative videos with other TikTok
consumers.

- The most followed celebrities on TikTok are:

Egyptian and Arab celebrities came first with percentage 81.2%, then
came Charley Damielio in the second place with percentage 23.9%,
Addison Ray came in the third place with percentage 19.7%, then
Dexie Damielio came in the fourth place with 16.2%, after that came
Lorren Grey and Guchi Richards in the fifth place with percentage
8.5%.

- The most watched, shared and produced videos are:

Trending videos came in the first place in the sample with percentage
63.2%, then the videos of food came second with 47%, then dancing
videos came in the third place with 41.9%, then the lip-synching
videos and educational videos came equal in the fourth place with
percentage 38.5%, after that the videos of influencers came in the fifth
place with percentage 35%, then came the videos of marketing brands
in the sixth place with percentage 23.1%.

Anxiety status during Covid-19 pandemic:

Table (1)
Sentences Strongly Agree | Neutral | disagree S_trongly
agree disagree
1- | feel nervous and
anxious due to the 41.5% |32.8% | 19% 6% 1.7%
coronavirus pandemic.
2- | have sleeping
problems during the 12.9% | 26.7% | 28.5% | 23.4% 9.5%
coronavirus pandemic.
3- | feel panicky and
cannotsit still easily 119 g0 | 32896 | 30.206 | 12.1% | 6%
during the coronavirus
pandemic.
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The numbers in the table show that most of the sample feels anxious
during Covid-19 pandemic.

- 74.3% (41.5% strongly agree and 32.8% agree) feel nervous
and anxious due to the coronavirus pandemic.

- 39.6% (12.9% strongly agree and 26.7% agree) have sleeping
problems during the coronavirus pandemic.

- 52.6% (19.8% strongly disagree and 32.8% agree) feel panicky
and cannot sit still easily during the coronavirus
pandemic.

1) The relationship between level of TikTok usage and
demographic variables:

-  Gender:

There was no significant differences between males (M= 4.67) and
females (M= 4.67) in the level of TikTok usage as t= 0.278, p> 0.05.
This is mostly due to the nature of the sample as they have the same
level of education, which narrows the differences between the
gendres.

- Age:

There was a negative correlation between age and level of using
TikTok as r = - 0.16, p < 0.05 (0.02) which means that teenagers use
TikTok more than young youth which came in match with previous
studies (Bossen & Kottasz, 2020).

- Kind of Universities:

There was no significant differences between students of
governmental universities (M=4.68) and private universities (M= 5.1)
in the level of using TikTok as t= - 1.15, p > 0.05, and this may be due
to the nature of the programs that the students of the public university
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are enrolled in, which are special paid programs that are close in their
fees to the private universities.

- Kind of high schools:

There was a significant difference between graduates of private
language schools (M= 5.34) and International schools (M = 5.7) in the
level of TikTok usage from one side and graduates of other schools
(M =4.3) and (M= 4. 5) from the other side as F = 4.3, p <.05 (.006).

- Governorate:

There was no significant differences between residents of greater
Cairo (M = 4.8) and residents of other governorates (M =4.7) ast=0
48, p>. 05.

- Level of residence area:

There was no significant differences in the level of TikTok usage
between residents of high level areas (M= 4.8), residents of middle
level areas (M= 4. 77) and residents of lower level areas (M= 4.6) as
F=.033, p> 0.05.

Start date of using TikTok:

37.1% of the sample started using TikTok during the last six months,
40.5% started using TikTok since more than six months to less than a
year while 22.4% started using TikTok since a year or more.

Level of TikTok usage differs between groups of different start date.
One way ANOVA was used to investigate the significance of those
differences. The test showed that F= 4.92, p< 0.05 (0.008). There was
significant differences between users of TikTok for more than a year
as M= 5.65 on one side and users of TikTok for less than six months
and users between six months and a year as their means were 4.53
and 4.49 respectively.
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2) The relationship between TikTok usage behaviours and
demographic variables:
- Gender:

There was no significant differences between males (M= 2.5) and
females (M= 3.1) in TikTok uses as t = 1.96, p > 0.05 (0.052).

- Age:

There was no significant correlation between age and uses of TikTok
as r=-0.02, p > 0.05.

- Kind of universities:

There was no significant differences between students of public
universities (M= 2.9) and private universities (M= 1.62) as t= -.085, p>
0.05

- Kind of high schools:

There was a significant difference between different kinds of schools
in uses of TikTok as it was higher among graduates of international
schools (M= 3.8) and language schools (M= 3.3) in comparison to
other schools (M= 2.6) and (M=2.8).

- Governorate:

There was no significant correlations between governorates and uses
of TikTok as t= 0.83, p> 0.05.

- Level of residence area:

There was no significant differences between different residence
areas as F= 1.03, p> 0.05.
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Hypotheses test:

15t hypothesis:

Hierarchical Regression Results of TikTok level of usage:
Impact of motivations of using TikTok:

To assess the impact of the four motivations (gratifications sought):
escapism, social interaction, self-expression and fame seeking on the
level of TikTok usage, regression analysis was conducted. The overall
model was significant as R= 0.38, F= 9.04, p< .01 (.0001), R"2=0.141
which means that the model explains 14.1% of the phenomenon. The
two significant variables are:

1) Escapism as B = 0.24, t = 4.57, p < 0.01 (.0001), which means that
controlling for the effect of other variables, any point increase in the
level of escapism, increases the level of TikTok usage by 0.24. This
result agrees with previous results (Bae, 2018; Nam, 2014); Omar and
Dequan (2020).

2) Fame seeking as B=0.24, t = 2.88, p < .01 (0.004), which means
that controlling for the effect of other variables, any point increase in
the level of fame seeking, increases the level of TikTok usage by 0.24.
This result agrees with the result of Bossen and Kottasz (2020).

Impact of Anxiety level:

Adding the predictor of anxiety level to the regression model didn’t
affect the power of the model as R remained 0.38 and F change =
0.03, p > .05 (0.03) which is an insignificant change.

Impact of the demographic variables:

The demographic variables: gender, age, level of residence area and
school level were added to the model as R increased to 0.46, F
change = 4.59, p< .01 (.001). R"2= .21, which means that the model
explains 21% of the phenomenon.
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The significant demographic variables are:

1) Age as B= -0.18, t = -2.24, p< .05 (.026), which means that
controlling for the effect of other variables, any point increase in
the age of the respondents decreases their level of using
TikTok by 0.18.

2) School level as B = 0.23, t = 3.53, p< .05 (.001) which means
that controlling for the effect of all the other variables, the
increase of the schools respondents studied at by one point
increases the level of using TikTok by 0.23

2" hypothesis:
Hierarchical regression results of TikTok usage behaviours:
Impact of motivations of TikTok usage behaviours:

To assess the impact of the four motivations: escapism, social
interaction, self-expression and fame seeking on TikTok uses,
regression analysis was conducted. The overall model was significant
as R= 0.53, F= 21.06, p< .0001, R"2 = 0.28 which means that the
model explains 28% of the phenomenon.

The significant variables in the first Model are:

Escapism as B= 0.07, t= 2.26, p< .05 (.025) which means that
controlling for the effect of all the other variables, the increase in the
level of escapism motivation by one point increases TikTok uses by
0.07.

Social interaction as B= 0.34,t = 6.7, p < .01 (.0001), which
means that controlling the effect of all the other variables,
the increase in the level of social interaction by one point,
increases the uses of TikTok by .34. .

Self- expression: B = 0.18, t = 3.3, p< .01 (.001) which
means that controlling for all other variables, the increase in
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the level of self-expression by one point, decreases the
level of uses of TikTok by 0.18 point.

Impact of anxiety level:

Adding the predictor of anxiety level to the regression model didn’t
affect the power of the model as R= 0.526, and F change is not
significant as p> 0.05 (0.69).

Impact of demographic variables:

The demographic variables (gendre, age, level of residence area, and
school level) were added to the model which increased the power of
the model as R increased to 0.57, F change = 4.2, p< 0.01 (0.003).

The only significant demographic variable was the level of the schools
respondents studied at in the high school, as B =0.34, t= 3.87, p<
.01(.0001) which means that controlling for the effect of all the other
variables, the increase in the level of the schools by one point
increases the level of TikTok usage behaviours by 0.34.

Discussion:

This study investigated the motivations (Escapism, social interaction,
self-expression, fame seeking) of 234 Egypt teenagers and young
youth of using TikTok during Covid-19 pandemic.

The study also examined the role of feeling anxiety during the
pandemic and the effect of demographic variables (age, gender, level
of residence area and level of high schools) on the level of TikTok
usage and usage behaviours (consuming, participating and producing
using two hierarchical regressions.

Results showed that the significant motivations in case of level of
using TikTok were: a) Escapism: This result came in line with previous
results (Nam, 2014; Omar & Dequan, 2020), B) Fame seeking: This
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result agrees with the result of previous studies (Bossen & Kottasz,
2020).

Regarding the significant variables on motivations of TikTok usage
behaviours, results showed that the significant motivations were: a)
Escapism: This result came in line with previous results (Bae, 2018;
Nam, 2014), b) Social interaction: This result agrees with previous
results (Haridakis, 2009; Omar & Dequan, 2020), c) Self-expression: It
came in line with results of previous studies (Burns-Stanning, 2020;
Kumar & Prabha, 2019).

Results showed also that although most of the sample felt anxious
during Covid-19 pandemic, anxiety didn’t have any significant effect
on the level of TikTok usage or TikTok behaviours. This may be
because the users of TikTok in the sample have different motivations
of using TikTok, and they may depend on other ways to relieve their
anxiety.

The most significant demographic variable in case of the level and
kinds of TikTok uses is the kind of high schools where the graduates
of high economic level schools were of highest level of TikTok usage
and most varied kinds of TikTok behaviours, which reflects that using
TikTok is related with high economic level and with international and
private schools that are open to different cultures.

Age had a negative significant effect on the level of TikTok usage in
the first hypothesis as level of TikTok usage decreases with the
increase of age of users as teenagers used TikTok more than young
youth.

It's noticed from the results that most TikTok users are either
consumers or participators, where producing is the least followed
behaviour. This result may be due to the point that producing needs
more efforts and needs an initiative and extrovert character, while
consuming and participating are easier to do, and doesn’t need those
characteristics.
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Although most of the sample are studying either in private universities
or paid sections in public universities, and there is a big percentage
graduated from language and international schools, the majority of the
sample follow Egyptian and Arab celebrities (81.2%). This shows that
TikTok usage didn’t negatively affect their Arab culture.

Limitations and future research:

The variables investigated in the 1% hypothesis of the study accounted
for 17 % of the variance, leaving 83 % of the factors affecting the level
of using TikTok unexplained.

The variables investigated in the 2" hypothesis accounted for 34 % of
the variance leaving 66% of the factors affecting the usage behaviours
unexplained.

Future studies should look for other factors that affect the two
phenomena investigated in the two hypotheses.

As using TikTok didn’t affect the level of anxiety during Covid-19
pandemic, future studies should look for the ways that teenagers and
young youth depend upon in cases of pandemics and health crises.

Future studies can investigate the relationship between using TikTok
and cultural alienation among teenagers and young youth.

Applying the study on a student population made us unable to
generalize the results. Future studies should be applied on more
generalized and random samples.
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Appendix

Table (2)
Hierarchical Regression Results Predicting TikTok level of usage
Predict Model 1 Model 2 Model 3
redictor N s | p | st | p | o
Motivations: 207 053
. . .05
Esc?pljc,m . 019 084
Social interactions -175 09
Self- expression 288 083
Fame seeking 011! 048
Anxiety level
Demographic variables -142| .082
Age -044| 442
Gender .007] 0.289
Area of residence level 0.233) 0.146
Kinds of schools 3.066| 052 |5.93] 1.87
Constant 0.36 7.2%% 4.83***
F sa [0 L75 027
F change | 1 14 168
’ g 15| 125 121 133
Adjusted R?

*p<0.05, ** p<0.001, *** p<0.0001, Ap=0.05
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Table (3)
Hierarchical Regression Results Predicting Uses of TikTok
Predict Model 1 | Model 2 | Model 3
redictor b SE B SE b SE
Motivations:
Escapism 14 .032
Social interactions .52 .051
Self- expression -.31 .054
Fame seeking 172 | .050
Anxiety level -.024 | .029
Demographic variables
Age -.04 | .050
Gender -.03 | .267
Area of residence level .049 | .175
Kinds of schools .236 | .088
Constant 1.61 .215 1.71 ] .324  1.89 | 1.13
F 21.1 16.82 11.77
0.16
F change 277 4.2
R2 .276 .26 .329
Adjusted R2 .26 .301

*p<0.05, ** p<0.001, *** p<0.0001, *p=0.05
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