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Abstract: People use social media not only for social purposes but also for business purposes. It is
used in management and marketing as a tool to manage organizations and market products and
services, especially to influence customers’ intention and satisfaction. Therefore, the research purpose
is to define factors that influence continuous intention to use TikTok in Jordan and to what extent
satisfaction with TikTok influences continuous intention to use TikTok. The current research uses a
quantitative cross-sectional approach. Data was collected by online surveys and shared on several
social media sites such as WhatsApp, Instagram, and Facebook. A total of 402 responses were valid
for further analysis. Then, Structural Equation Modeling (SEM) was performed. The results indicate
that the following factors significantly affect satisfaction: self-expression, informativeness, a sense
of belonging, and trendiness in TikTok. However, the following factors do not significantly affect
satisfaction: sociability, affection in TikTok, and past time in TikTok. The factors can explain 48.5% of
satisfaction. Finally, satisfaction has a positive significant influence on users’ continuous intention to
use TikTok and can explain 30.6% of the user’s continuous intention to use TikTok. In conclusion, the
organizations have to heavily use the factors that influence the users’ satisfaction to increase users’
continuous intention.

Keywords: social media; TikTok; user satisfaction; continuous intention; Jordan

1. Introduction

The typical idea about social media, in general, is that it is affecting people negatively,
but in 2016 the gratification theory focused on how an individual uses the media to satisfy
their needs and satisfy themselves. Rather than claiming what media does to people, the
theory discusses what people do for the media [1]. The uses and gratifications theory is
utilized as a starting point for observational research that serves in getting the researchers
closer to the uses and motives for using social media. Considering this theory will aid the
researchers in framing and comprehending the purposes and goals of using social media,
as well as introducing a set of variables that must be considered [2]. Therefore, this study
investigates the social and personal needs that the Internet satisfies, establishing a typology
of motives for use and examining the key variables that can predict various outcomes.

Consumers can use social networking sites (SNSs) to create personal accounts and
connect with other users using the web, they are also able to upload, download, share,
posts, images, and other content that is shared on their newsfeeds [3,4]. Nowadays, social
networking sites (SNSs) are becoming increasingly popular.

Tiktok started with Musical.ly, which is an app that was founded by Luyu Yang and
Alex Zhu in Shanghai, China in 2014 [5]. The founders of TikTok at first wanted to make
an educational app, however, they started realizing that an educational app would be
unprofitable and so they came up with creating Muscial.ly, which was an app that allowed
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users to post a video of the user lip-syncing up to 15 s to famous songs. By 2016, the
application reached about 70 million downloads [6]. Additionally, in 2016, Douyin (an
application that allowed short-form video sharing) was found in China. It ultimately
reached East Asian countries as well and then TikTok was introduced in 2017 by ByteDance.
TikTok ultimately came to the United States when it merged in 2017 with Musically for
nearly USD 1 billion. Musical.ly became TikTok, however, Douyin stayed a separate app in
China [7].

Since then, there have been more than 2 billion downloads of TikTok. Many famous
people started using TikTok. Moreover, people have become famous through TikTok.
Charlie D’Amelio is a TikTok user and began posting videos of herself dancing, and as
of July 2020, she had 71 million followers on TikTok, 23 million followers on Instagram,
and 3 million on Facebook [8]. The origin of the app is lip-syncing and comedy, however,
it has grown to other niches such as food, business, fashion, pets, health, and even short
films. Based on the above-mentioned story, the current study aims to explore the factors
that affect satisfaction using TikTok and the continuous intention to use the application.
This research seeks to respond to the following questions:

RQ1: What are the factors that impact continuous intention to use TikTok in Jordan?
RQ2: To what extent do these factors, past-time, affection, sense of belonging, sociabil-

ity, trendiness, self-expression, and informativeness, influence satisfaction using TikTok?
To what extent does satisfaction with TikTok influence continuous intention to use TikTok?
Finally, to answer these questions, the paper starts with reviewing the previous related

literature to develop hypotheses, then the materials and method used, followed by data anal-
ysis, results, and finally, the results discussion, conclusion, and proposed recommendations.

2. Literature Review and Hypotheses Development

The purpose of the current study is to explore the factors that affect satisfaction using
Tiktok and the continuous intention to use the application. Hence, a revision of the existing
literature regarding this topic was conducted. Most of the present related studies examined
Facebook [9] and others on Instagram [10,11]. However, only one study, to the best of
the authors’ knowledge was found that focused on examining customer satisfaction or
behavior using TikTok. The current research model is developed according to the Uses and
Gratification Theory (UGT) [12].

2.1. Social Networking Sites (SNSs)

The current research examines a person’s use of TikTok which is regarded as a social
networking site (SNS). Other social network sites include Instagram, Facebook, Snapchat,
LinkedIn, Messenger, Kik, and Twitter. These sites were examined by previous researchers.
Social networking sites (SNSs) allow consumers to build personal profiles, express their
individuality, link with other people using the site and brands, upload, comment, share, and
view messages, videos, photos, and other content that is uploaded on their newsfeeds [3,4].
SNSs are becoming more pervasive in the day-to-day lives of individuals globally. The
activities of social media brands nurture the user base of the brand [13] and commitment to
social media brand areas increases users’ consumption expenditures [14].

Moreover, this research studies users’ usage of some of the most famous SNS platforms
to satisfaction earned from utilizing them, their impact on brand community-related results,
and following brands. From previously observed findings and UGT, the current research
theorized that regular users of top social media platforms, such as Tiktok and Facebook,
would obtain distinct gratifications from their usage (enhancing social knowledge, passing
time, sharing problems, showing affection, demonstrating sociability, and the following
fashion) [12]. Moreover, there are various influences on brand community-associated
consequences (member intention, engagement, identification, and commitment) [15].

In addition, the correlation between brand-associated consequences and the use of
SNS would additionally be facilitated by several interfering variables, such as SNS trust,
network homophily, interest in social comparison, and tie strength. Generally, the research
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presents perceptions of the effectiveness of an SNS platform (TikTok) for marketing and its
impacts on users’ perceptions of brands [15].

2.2. Social Networking Sites (SNSs) and Brands

The volume of SNSs for superior user interactivity is a great benefit of SNSs on the
traditional media (which can be on TV or Radio for example). When users of SNS follow or
like a brand, on their newsfeed, they will receive a notification, posts, and updates about
the brand. Then the users can share, comment on, or like the posts [15].

Furthermore, brand content is conveyed in SNSs more quickly and gains additional
responses compared to traditional media, but at considerably less expense [16]. E-marketers
are progressively integrating SNSs as an essential component of their online brand strategy
through increasing conversions for their products and brands, attracting engagement,
and increasing brand awareness [17]. It is found in earlier research about SNSs raised
consumer engagement with brands based on regular updates on brand pages [17–19],
propagation of user-generated content (UGC) [20,21], membership and identification in
brand communities [22], and celebrity-endorsed electronic word-of-mouth (eWOM) [23,24].

Another aspect is the motives (which can be for instance promoting content) for
engagement with SNS studied by [25–28] and concluded that users of SNS have a variety
of motives (such as leisure and information-seeking) that affect their usage of elements
within one platform of SNS as well as across various SNS platforms. Many other studies
attempted to assess whether gratifications of utilizing SNSs substantially vary across five
distinct SNS platforms (Tiktok, Twitter, Snapchat, Facebook, and Instagram), each with
exclusive cooperative elements and methods for users to connect to and take part in
branded content [15].

2.3. The Use of Media

The uses and gratification theory investigates how individuals use media to satisfy
their needs. The most crucial function of media for humankind is to satisfy needs. People
use media for contact, information, understanding, escape, stimulation, and interpersonal
communication, as well as entertainment [29]. UGT was used in previous studies because
it is the most relatable since it is a tool for finding out when and how people knowingly
search out relevant media to fulfill their needs [15]. Unlike other analytical views, UGT
suggests that consumers are in control of selecting media to satisfy their interests and
needs. In addition, other theories were extensively studied; thus, UGT was used, since
there was only one study on Tiktok related to this topic and, therefore, there is not enough
information about it [29].

2.4. Uses and Gratifications Theory (UGT)

Uses and gratifications theory (UGT) [30] is a theory that clarifies why and why people
enthusiastically try to find various media to achieve their particular wants and needs. UGT
suggests that the gratified consumers through the media choose it to fulfill a range of social,
leisure, and informational requirements [15]. Papacharissi and Rubin studied the motives
to use the Internet, and they concluded that people seek to fulfill certain requirements, and
there are five motives to use the Internet: seeking information, passing time, convenience,
entertainment, and interpersonal utility, all of which affect satisfaction [31]. These needs
and motives drive people to choose suitable media based on gratification, which refers to
the expected benefits from media use [32]. People’s needs and motives vary depending on
individual characteristics, traits, and situational exposure [30].

The crucial proposition of UGT is that users are goal-targeted in their channel choice
and aggressively understand and incorporate media messages that contain ads, within
their daily activities, to attain peak scales of gratification for their wants and needs [33].
Research applying UGT has discovered that users enthusiastically find different channels
to attain their needs, whether these needs are entertainment, informational, escapism, or
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social needs, with self-regulation, media self-efficacy, prior attitudes, habitual behavior,
and other elements distinguishing their channel choices [34–36].

Recently, academic studies have applied UGT to assess users’ goal-directed utilization
behaviors in SNSs context [26–28,37]. To be precise, two trends concerning SNS practice
among brand users have been recognized: (1) most users concurrently consume many SNS
platforms because each has its exclusive purposes and features; (2) users gradually adopt
SNSs as Current Contents/Engineering and/or Computing and Technology platforms and
use them as an informational tool as well as a communication channel that supports them
to achieve their social desires, emotions, and acquire information [12,38].

2.5. The Factors Affecting Social Media (TikTok)

It was noted that the majority of prior research focused on the following elements for
social media use and gratification, and these are affection, past time, sharing problems,
fashion, social information, and sociability [12], contribution, discovery, social interaction,
and entertainment [39]. In the current study, these factors were all used except for social
interaction and entertainment. Nevertheless, some factors were merged due to the similar
context but were made more relatable to this research and some phrases were changed, such
as fashion being changed trendiness, where the idea was to keep up with the latest trends
on Tiktok. Furthermore, sharing problems was changed to become a sense of belonging,
and social information was changed to become informative, which includes contribution
and discovery. Last but not least, self-expression included discovery [12].

2.5.1. Past-Time/Entertainment

Studies showed that past time can affect a person’s use of social media. This refers to step-
ping further away from duties and burdens and using a form of amusement/entertainment.
This factor consists of [40] initial factors: escape, relaxation, and entertainment [12]. In
addition, although key enjoyments for all social media are an escape, relaxation, and en-
tertainment, these appear to be more conspicuous in TikTok. Students and teens look at
TikTok mainly as a type of pastime, as a practical hobby in their hectic schedules. Moreover,
several studies show that this factor relates to individuals killing time, having fun, having
a way to escape from daily stress and a busy schedule, and as well as to relax [12].

A previous report showed that escape, relaxation, and entertainment are ICQ (I see
you) motives to use while presence, sociability, and affection are intrinsic motives [41].
ICQ is a cross-platform messenger as well as a Voice over Internet Protocol (VoIP client).
Students who devote longer periods to ICQ also tend to spend more time on online games
for entertainment, especially if they do not need to subscribe to any Internet Service
Provider (ISP) service at home [41]. Another study [42] stated that the motive behind
the use of TikTok is self-expression, social recognition, and fame-seeking, where people
(especially teenagers) would like to use TikTok for those aims, especially since TikTok is
known for its high reach and this will allow them to shortcut their way to fame. Sometimes,
being famous and well recognized among people is what makes a person happy, which
makes these kinds of people enjoy using TikTok, even more so when they start reaching a
high audience. According to the discussion above the following hypothesis is formulated:

H1. Past time in Tiktok has a significant positive influence on users’ satisfaction with using Tiktok.

2.5.2. Affection

Affection relates to thanking people, letting people acknowledge that you care about
them, showing others encouragement, aiding and assisting others, and showing others
that you are concerned about them. These five items were tested previously to enable
the researchers to discover what social media platforms provide friendly acts towards the
users. The items that were stated were studied by linking them to Facebook [12]. Facebook
communications are concentrating on the trade of information. Even though there is no
uncertainty that Facebook connections offer a sense of link, they intimately seem like a
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combination of online media, where messages can be seen by the entire community, and
e-mail (writing a private message) [12].

Leung [40] discovered in his research of instant messages (IM) that the gratification fea-
tures of sociability and affection have a positive correlation with repeated consumption of
IM, while the usage of IM for being trendy was adversely related to IM consumption. There-
fore, people who utilized IM for affection and socialization consumed IM more frequently.
People who consumed IM exclusively to be trendy, by distinction, managed to consume IM
less than others. Additionally, previous studies discovered that IM is consumed basically
to satisfy needs including affection. Another study by [43] revealed that using social media
pleases five socio-psychological demands: demonstrating affection, expressing negative
feelings, earning recognition, receiving entertainment, and satisfying cognitive needs. The
research found no age differences in utilizing Facebook plus blogs as a method to fulfill
social needs or the demand for affection. However, changes in patterns of social media
practice were discovered among baby boomers by distinct egotistical characters.

Moreover, Park et al. [44] indicated that Facebook can be used to share posts, photos,
messages, and update statuses. The action of sharing info on Facebook is a method of
self-disclosure. Disclosure arises when consumers respond and share information by liking,
sharing, or commenting on the content. Farrugia [45] described that an act of self-disclosure
is original even if revealed again. Online or offline self-disclosure offers people chances to
interchange information that can help in developing relationships. Marshall [46] showed
that philandering a colleague offline is reaching out to a person to convey curiosity to know
them. Farrugia [45] stated that, usually, relationships are related to trust, satisfaction, love,
passion, honesty, and commitment. Finally, Papp et al. [47] determined that the usage
of Facebook has changed the approach individuals act together and build relationships,
discovering that people cannot ignore Facebook connections’ potential to develop intimate
relations, which is important for personal relationships, and the study of [12] explained
the differences and similarities between Facebook and instant messages and how they
contribute to the use and gratification for social media. This counter-argument has made
us come up with the hypothesis below:

H2. Affection with Tiktok has a significant positive influence on users’ satisfaction with using Tiktok.

2.5.3. Trendiness

The consumption of social network sites (SNSs) has become widespread and, therefore,
the use of digital technologies and adoption of digital technologies follow a social trend.
This means that if a medium becomes popular among users, other users will start using
it since everyone else is. This is what happened with Facebook, when Facebook started;
people started downloading it and using it since, at the time, their friends and family
members used it. This brings us to the fact that people are attracted to trends and like to
stay fashionable, especially young users (teens) [12]. Generation and age play a role in the
effect of this factor. This is proven by previous studies which showed that young users
are more into adopting trends and are affected by trends and new fashion as well. [12].
According to [48], a study that explains the habits of teenagers that are using social media
and how they are using it, results show how being trendy is very important to them and
how it could affect their satisfaction because being trendy could lead to better belonging
for specific groups. Therefore, the following hypothesis is developed:

H3. Trendiness in Tiktok has a significant positive influence on users’ satisfaction with using Tiktok.

2.5.4. A Sense of Belonging

As mentioned earlier in the study of [48], teenagers, according to their habits on social
media, would like to be trendy, this is also connected to the sense of belonging where the
more they become trendy, the more they will be considered as a part of a specific group
of people, giving them a better sense of belonging. In addition to the fact that the feeling
of personal participation in a system or atmosphere that let people feel like they are an
intrinsic part of the system or environment is known as a sense of belonging [49]. In a
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study done by [50], people can expand their offline friendships into an online world using
social networking platforms such as Tiktok where they can share information with others,
and comment on other people’s activities, in addition to sending and receiving private
messages. Therefore, using a social networking site can make it easier than ever to fulfill
one’s desire to belong. Papp et al. [50] mainly focused on Facebook and mentioned how
using social networking sites might lead to an increase in the possibility of social rejection,
which can lead to loosening the sense of belonging to a specific group in people’s lives in
addition to the fact that it might lead to a change in an individual’s attitude to the strong
influence it has on it. Finally, Graff [51] mentioned in his research that people with a strong
sense of belonging report higher levels of satisfaction, less depression and loneliness, and
higher self-esteem. Certainly, achieving a sense of belonging is a powerful motivator for
using social media, where influencers can be open and expressive when it comes to their
personal stories, habits, and overall life, which attracts an audience that has experienced
similar situations. Hence, normalizing these situations and forming a bond of the relation
between the audience and their influence, gives the audience a sense of belonging and
fitting in. From the previous research, it can be stated that one’s sense of belonging may
have a strong impact on satisfaction using TikTok. Therefore, the following hypothesis
is derived:

H4. A sense of belonging in Tiktok has a significant positive influence on users’ satisfaction with
using Tiktok.

2.5.5. Sociability

Sociability refers to individuals engaging socially for bonding, interacting, and sharing
through social media [52]. In today’s culture, sociability is evolving, with social media
serving as a big facilitator and a platform for people to shape friendships or relation-
ships [53]. Osazee-Odia [54] explained that social media sociability gives the chance to
develop connections, and the number of friends, contacts, and confidantes has grown
at a rapid rate. Décieux et al. [55] concluded people are constantly using social media
networks to stay connected with people and connect with peers. Hu et al. [56] mentioned
that the level of using social media strong impact on users’ happiness with their online
social relationships, in which TikTok can help decrease loneliness through the users’ ev-
eryday social connectedness, as well as provide social psychological advantages for social
interactions and emotional well-being. Eckstein [57] stated social media is simply media
without social contact. People use social media as a two-way communication instrument.
They are looking for people with whom they can communicate. In the current study, it can
be stated that Tiktok became a way for people to communicate and create friends online.
Based on this, it can be suggested that:

H5. Sociability in Tiktok has a significant positive influence on users’ satisfaction with using Tiktok.

2.5.6. Informative

People use social networking sites for a variety of purposes, one of which is to obtain
information [58]. Individuals, entities, and agencies all benefit from information exchange
in several ways [59]. Short videos, which can last from a few seconds to a few minutes,
have become a common way for people to learn and share artistic skills such as cooking,
drawing, and crafting, and this is the main content of Tiktok and how it works [60]. Tiktok
and other SNSs are reforming the learning artistic skills experience with visually appealing
resources and communication characteristics, and it also enables people to socialize with
others who have common interests. Social networking may promote the creation and
exchange of information among people with common goals and attitudes, generating
alternate viewpoints and innovative ideas in online communities, since social interactions
are essential qualities for transferring knowledge among individuals [60]. People are
more optimistic about learning collaboration on social media because it gives them a more
engaging environment and motivates them to participate in knowledge-related events.
Short video platforms have become a common way for millennials to share entertaining
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content via social media. Most short video platforms are smartphone apps that allow users
to create, upload, post, and watch short videos [60]. Thus, previous studies showed that
information and content have a great influence on people and on their satisfaction with
using social media. Hence, it can be stated that informativeness has an important influence
on consumers’ satisfaction with using SNSs and particularly short videos at Tiktok. Based
on the previous discussion, it may be postulated that:

H6. Informativeness in Tiktok has a significant positive influence on users’ satisfaction with using Tiktok.

2.5.7. Self-Expression

Self-expression through social media is defined as “the level of consumer uses social
networking sites” to show their personalities, values, and characteristics to the public [61].
Moreover, it is the competence to communicate verbally when interacting with others [62].
It is a way in which people can make their feelings and thoughts familiar by using self-
expressive information [63]. Where people transfer their opinions, ideas, and perceptions
to others through nonverbal or verbal manners, containing written and spoken words,
gestures, and images [64,65]. Self-expression motivates users to express their thoughts
through distinct platforms [66]. In addition, self-expression is relatively important as many
if not all since users prefer to express their own identity and individuality [67]. On the other
hand, many studies [66,68–73] declared that self-expression increases brand engagement
through feedback on products and services which can generate lifetime value. Individuals
use social media platforms to satisfy their needs, which is aided by self-expression [66,74,75].
Furthermore, people’s satisfaction rises when other users interact with their content where
they stated their feelings. This can be done through liking, sharing, commenting, and
reactive icons [62,76,77]. Users can also feel satisfied when they freely express themselves
within an online community to ask other colleagues to share an opinion, information,
experience, and interest on the same platform [70,73,78]. Many studies believe that there
is a strong correlation between self-expression and satisfaction. For instance, Anderson
et al. [48,62,79] showed that with satisfaction and self-expression, the popularity of social
media can grow immensely. For the current research, self-expression is defined as a way to
express your feelings, ideas, personality, and opinions using spoken and unspoken words.
Based on the above discussion, it can be suggested that:

H7. Self-expression in TikTok has a significant positive influence on users’ satisfaction with using TikTok.

2.5.8. Satisfaction and Continuous Intention to Use

Satisfaction is described as an emotional state or a noticeable level of gratification an
individual has from a product, service, or a social online environment [80–84]. Satisfaction
can be gained from social interactions on different platforms; thus, social media interactions
increase satisfaction [69,85–87]. Satisfaction has been said to be one of the most potent
and significant relational outcomes [88–90]. Satisfaction encourages creating an improved
relationship between consumers and social media platforms. This enhanced relationship
will motivate users to write better feedback and spread positive word-of-mouth which
reflects how satisfied the user is [88,91,92]. Hence, increasing users’ satisfaction levels is
crucial for social media sites [93].

The continuous intention is also said to be behavioral is the willingness of users to
continue browsing, publishing content, and remaining loyal to the same social media plat-
form. It is staying committed to knowledge searching and involvement [94–96]. Moreover,
it reflects consumer behaviors that are provoked by different users’ knowledge, points
of view, and attitudes [97,98]. Brand image mediates the correlations between sales pro-
motion, social media advertising, and behavioral intention. Furthermore, a continuous
intention has two separate types that are treated in different ways, which are previous
usage and perceived benefits [99,100]. Many argue that there is an insignificant correlation
between behavioral intention and social media advertising content; however when users
are persuaded by the social media advertising content, they create a positive and favorable
image for that platform [98,101].
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Customer satisfaction has a major effect on behavioral intentions. This has been
proved, as when people are satisfied with a service or product, they will repeat purchasing
and using it, spread positive word of mouth (WOM), have loyalty, and adopt continuous in-
tention [102–105]. Moreover, when users produce a positive effect of satisfaction on diverse
social media platforms, you see how they satisfy their own needs and pursue a change
behaviors more related to social media which leads to behavioral intention [83,106,107]. In
addition, when users are pleased with their social media interaction, they more frequently
visit and will use the social media platform again [108]. Therefore, they become more
likely to be more engaged when satisfied. Based on the above discussion, the following
hypothesis is assumed:

H8. Satisfaction has a significant positive influence on users’ Continuous Intention with using TikTok.

2.6. Research Model

The research model shown below represents the factors that influence the satisfaction
of users using different SNSs, and the influence of satisfaction on the continuous intention
of TikTok users, see Figure 1.
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3. Materials and Methods

The most appropriate method for investigating this research is to take a quantitative
approach since it has several advantages; for instance, using quantitative research is
straightforward, errors are not common, and it is less open to subjectivity [109]. Data
collection can be used by mobile surveys which allow higher reach and convenience, and
are faster and easier than other methods [110,111]. The survey is described as a tool for
data collection from respondents to the questionnaire [112]. The data collection was split
into two sections: secondary and primary sources. In terms of the secondary source, the
available literature and other related articles were read to establish a theoretical structure
and to learn what previous research had to say about the chosen subject. The survey was
created and designed using Google Forms [111,113]. The questionnaire was shared on
several social media sites such as WhatsApp, Instagram, and Facebook groups by using a
link and it was easy to access.

The survey contains three sections. The first part includes the question “Do you
use TikTok?” and only TikTok users were eligible to fill out the survey. The second part
includes the demographic variables, which are gender and age. The questionnaire only
focused on people living in Jordan who are over 17 years old. The third section consists of
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24 items, all were measured by using a Likert scale from “1” for strongly disagree to “5”
for strongly agree.

The following variables were selected for this study: past time measured by using
two items, affection by using two items, trendiness by using three items, the sense of
belonging by using two items, and sociability by using two items, all adapted from [12].
Four items were used to measure informative, extracted from [12,39]. Three items were
used to measure self-expression, extracted from [39]. Four items were used to measure
satisfaction, extracted from [9]. Finally, three items were used to measure continuous
intention, extracted from [114]. Data were collected within 1 month, therefore the study
used a cross-sectional approach to collect data. The total filled-out responses were 606,
204 people answered “No” to the question “Do you use TikTok?” leaving 402 responses
that were valid for further analysis. The size of the respondents was fair since there
were 24 items and the minimum range for each item number was (10 to 15), which gives
240, and the survey size was 402; therefore, it is said to be valid [115]. Then, Structural
Equation Modeling (SEM) was performed, which is the most widely used methodology in
the quantitative social sciences [116].

4. Results

The survey requests respondents to define their age and gender. Table 1 shows
that out of 606 participants, 402 participants used TikTok, while 204 participants did not
use TikTok. There are 259 (64.4%) females and 143 (35.6%) males, which means that the
females exceeded the males in this survey. As for the respondents’ ages, the majority were
18–29 years old, 377 (93.8%) respondents, while other ages made up 6.2%.

Table 1. Demographics Analysis of Sample.

Question Dimension Frequency Percentage%

Do you use TikTok?
Yes 402 66.3%
No 204 33.7%

Total 606 100%

Gender
Female 259 64.4%
Male 143 35.6%
Total 402 100%

Age

18–29 377 93.8%
30–39 12 3%
40–49 9 2.2%

50 and above 7 1%
Total 402 100%

4.1. Reliability and Validity Tests
4.1.1. Exploratory Factorial Analysis (EFA)

EFA uses statistics to analyze the variances among items by testing each item’s re-
lationship with its dimension [117]. The criterion that specifies the rule of thumb when
performing an EFA is factor loadings >0.60, and cross-loadings <0.30. One item (ques-
tion) from informative was deleted because the value is lower than the threshold recom-
mended by [117] as the factor loadings value for this element was 0.341. Table 2 shows
that in the remaining questions, the factor loadings values were from 0.740 to 0.957, which
is above the recommended threshold of (0.60) [118]. The Kaiser–Meyer–Olkine (KMO)
indicates data harmony and was (KMO = 0.902, df = 276, p < 0.05 = 0.000), which is
more than (70%) [119–121]. Further, Bartlett test for Sphericity (χ2 = 6733.064, df = 276,
p < 0.05 = 0.000).
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Table 2. Exploratory Factorial Analysis Loading Matrix.

1 2 3 4 5 6 7 8 9

Af1 0.924
Af2 0.906

CIT1 0.946
CIT2 0.946
CIT3 0.889
INF1 0.873
INF2 0.753
INF4 0.814
PT1 0.899
PT2 0.953
S1 0.941
S2 0.920

SA1 0.755
SA2 0.814
SA3 0.846
SA4 0.794
SE1 0.838
SE2 0.824
SE3 0.740

SOB1 0.935
SOB2 0.909
TR1 0.838
TR2 0.957
TR3 0.937

(KMO = 0.902; df = 276; Sig = 0.000); (Bartlett = 6733.064; df = 276; Sig = 0.000)
Past Time (PT); Affection (AF); Trendiness (TR); Sense of belonging (SOB); Sociability (S); Informative (INF);
Self-expression (SE); Satisfaction (SA); Continuous intention to use (CIT).

4.1.2. Construct Reliability and Validity Analysis

The analysis of reliability is a psychometric attribute of responses to a measure given
within particular circumstances [122]. Cronbach’s alpha is a proposition that the scale
presents internal consistency with a high level [123]. Cronbach’s alpha shows more bias to
reliability than composite reliability [124]. Composite reliability (CR) of (0.80) and Cronbach
alpha’s (α) of (0.70) are accepted [125]. Convergent validity uses the Average Variance
Extracted (AVE) to describe the correlation between the concept and its measures [126].
This kind of validity can establish through the extracted average variance, which shows
the relationship between a variable and its components [127].

Table 3 shows Cronbach’s alpha (α exceeding (70%) for all scales (e.g., 0.722 to 0.919),
and the Composite Reliability (CR) for scales was higher than (80%) (0.843 to 0.948). The
(AVE) of the eight variables was more than (50%) which is the advised threshold, and
the (AVE) of the eight dimensions is (0.643 to 0.866), denoting that the items are related
to dimensions.

Table 3. Construct Reliability and Validity Analysis (Descriptive Analysis).

α CR (AVE) Mean Scores Std. Deviation

Affection 0.806 0.911 0.837 3.292 0.889
Continuous intention to

use TikTok 0.919 0.948 0.860 3.658 1.076

Informative 0.745 0.855 0.663 2.673 0.988
Past time 0.839 0.923 0.858 4.014 0.867

Satisfaction 0.816 0.879 0.645 3.054 0.980
Self-expression 0.722 0.843 0.643 2.698 1.017

Sense of belonging 0.826 0.919 0.851 1.665 1.050
Sociability 0.846 0.928 0.866 1.799 1.095
Trendiness 0.898 0.936 0.831 1.852 1.108
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Table 3 also shows the descriptive analysis. The total average of answers for Affection
is 3.292, the total average of answers for continuous intention to use TikTok is 3.658, the
total average of answers for informative is 2.673, the total average of answers for past time
is 4.014, the total average of answers for satisfaction is 3.054, the total average of answers for
self-expression is 2.698, the total average of answers for the sense of belonging is 1.665, the
total average of answers for sociability is 1.799, and, finally, the total average of answers for
trendiness is 1.852. The results show that the sense of belonging, sociability, and trendiness
is not well implemented yet.

4.1.3. Validation of Model Convergent and Discriminant Validity

Before starting structural analysis, the research model must be confirmed by a set of
indicators to check the model’s correctness, as shown in Table 4.

Table 4. Fit Model.

Results Reference Rule of Value Index Default Model Index

Suitable [128] X2/df < 5 4.28 Minimum discrepancy
(p < 0.05) (p < 0.05 = 0.002) (X2/df )

Suitable [129] CFI > 80% 0.903 Comparative fit index (CFI)

Suitable [130] NFI > 90% 0.921
Normed fit index

(NFI)

Suitable [131] RMSES < 0.10 0.079 Root mean square error of
approximation (RMSES)

Confirmatory factor analysis indicates that all of these indicators fall within the recom-
mended values. Tables 3 and 4 indicate that all indicators are higher than recommended
values, therefore the model is fit and suitable. Discriminant validity shows how each
item is related to its dimension [125]. Discriminant validity is measured by comparing
the construct correlation coefficients with the square roots of AVE [132]. Table 5 shows
discriminant validity.

4.2. Hypotheses Testing

To test the model, the study applied Path Analysis through the structural equation.
According to [133], this test analyzes complicated casual models and is based on the
covariance-based structural equation. The structural equation shows four values: the
effect size (f2), path coefficients (β), and p-value [118], also will be clarified the variation
in a customer purchase intention variable which was clarified by (R2) [128,134]. Table 6
and Figure 2 show the points of cut-off of the tests. Depending on the above-mentioned
hypotheses, structural equation analysis was as shown below:

Table 5. Discriminant Validity Matrix.

AF CIT INF PT SA SE SOB S TR

AF 0.915

CIT 0.397 0.927

INF 0.395 0.377 0.815

PT 0.730 0.474 0.255 0.926

SA 0.427 0.553 0.570 0.329 0.803

SE 0.352 0.385 0.507 0.200 0.586 0.802

SOB 0.368 0.205 0.563 0.106 0.393 0.544 0.922

S 0.344 0.227 0.619 0.079 0.456 0.577 0.790 0.931

TR 0.331 0.203 0.423 0.064 0.400 0.465 0.648 0.656 0.912
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Table 6. The Results of Testing Hypotheses.

Hypotheses Effect Size (f2) Path Coefficients (β) t-Value Std. Error p-Value
p < 0.05 R2 Decision

PT·····âSA 0.011 0.116 1.928 0.060 0.054

0.485

H1: Rejected
AF·····âSA 0.005 0.083 1.317 0.063 0.189 H2: Rejected
TR·····âSA 0.026 0.126 2.116 0.045 0.035 H3: Accepted

SOB·····âSA 0.029 0.139 2.782 0.066 0.006 H4: Accepted
S·····âSA 0.001 0.030 0.439 0.069 0.661 H5: Rejected

INF·····âSA 0.164 0.328 6.232 0.053 0.000 H6: Accepted
SE·····âSA 0.127 0.367 7.038 0.052 0.000 H7: Accepted
SA·····âCIT 0.442 0.553 14.675 0.038 0.000 0.306 H8: Accepted

Effect size F2: < 0.01 = No effect
F2: (0.01 to 0.13) = Small effect.

F2: (0.14 to 30) = Moderate effect.
F2: ≥ 0.31 = Large effect

[124,135]

R2: < 0.19 = Reject.
R2: (0.20 to 0.29) = Weak.

R2: (0.30 to 0.45) = Moderate.
R2: ≥ 0.46 = Strong.

[124,133]
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H1: Past time in TikTok has a significant positive influence on users’ satisfaction
with using TikTok. This hypothesis is unaccepted, where (β = 0.116; t-value = 1.928;
p > 0.05; = 0.054).

H2: Affection in TikTok has a significant positive influence on users’ satisfaction
with using TikTok. This hypothesis is unaccepted, where (β = 0.083; t-value = 1.317;
p > 0.05; = 0.189).

H3: Trendiness in TikTok has a significant positive influence on users’ satisfaction
with using TikTok. This is an acceptable hypothesis, where (β = 0.126; t-value = 2.116;
p < 0.05; = 0.035). This effect is considered to be small based on the value (f2 = 0.026).
This means that increased trendiness in TikTok leads to increase users’ satisfaction with
using TikTok.

H4: A sense of belonging has a significant negative influence on users’ satisfaction
with using TikTok. This is an acceptable hypothesis, where (β = 0.139; t-value = 2.782;
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p < 0.05; = 0.006). This effect is considered to be small based on the value (f2 = 0.029).
This means that increasing the sense of belonging leads to increase users’ satisfaction with
using TikTok.

H5: Sociability has a significant positive influence on users’ satisfaction with using
TikTok. This hypothesis is unaccepted, where (β = 0.030; t-value = 10.439; p > 0.05; = 0.661).

H6: Informativeness has a significant positive influence on users’ satisfaction with using
TikTok. This is an acceptable hypotheses, where (β = 0.328; t-value = 6.232; p < 0.05; = 0.000).
This effect is considered moderate based on the value (f2 = 0.164). This means that increased
informativeness leads to increase users’ satisfaction with using TikTok.

H7: Self-expression has a significant positive influence on users’ satisfaction with using
TikTok. This is an acceptable hypotheses, where (β = 0.367; t-value = 7.038; p < 0.05; = 0.000).
This effect is considered moderate based on the value (f2 = 0.164). This means that increased
self-expression leads to increase users’ satisfaction with using TikTok.

The variance in the users’ satisfaction with using TikTok was explained by four
characteristics (trendiness, sense of belonging, informativeness, and self-expression), the
characteristics can explain 48.5% of satisfaction, which strongly affect satisfaction, where
(R2 = 0.485).

H8: Satisfaction has a significant positive influence on users’ continuous intention to use
TikTok. This is an acceptable hypothesis, where (β = 0.553; t-value = 4.675; p < 0.05; = 0.000).
This effect is considered to be big based on the value (f2 = 0.442). This means that increased
users’ satisfaction leads to increased users’ continuous intention to use TikTok.

The variance in user continuous intention to use TikTok that was explained by online
user satisfaction with using TikTok was moderate (R2 = 0.306).

5. Discussion

The purpose of this research is to explore the factors that affect customer satisfaction
using TikTok and continuous intention to use it, and what are the factors that motivate
them to continue using it and become loyal users. Data was gathered, evaluated, and
interpreted, to determine how each factor affected satisfaction while using Tiktok, which
will ultimately contribute to the continuous use of the application.

The data analysis reveals that the model variance is strong, where R2 = 0.485. Four of
the seven hypotheses were accepted, which are trendiness, sense of belonging, informa-
tiveness, and self-expression, with the most significant impact coming from self-expression
β = 0.367, followed by informativeness β = 0.328, then sense of belonging β = 0.139, and
trendiness β = 0.126. However, three factors were rejected (sociability, affection, and past
time) in the following order: sociability had the lowest effect β = 0.030, followed by affection
β = 0.083, and finally past time β = 0.116.

Research results show that past time in TikTok has no significant positive influence on
users’ satisfaction with using TikTok. Previous studies proposed that past time is positively
affecting consumer satisfaction with TikTok. Quan-Haase et al. [12,136] showed that past
time is positively correlated to satisfaction using Facebook. Previous research has shown
that providing entertainment through social media elicits positive emotions that affect
people’s attitudes. According to [137] the ability of social media to fulfill the user’s desires
for escapism, enjoyment, and distress relaxation may be evaluated by the entertainment
gratifications obtained through it. Social networking sites are part of daily life for many
people. Finally, sometimes passing time could affect a person’s life negatively, especially
hard workers, and students who have something important.

The results suggest that affection in TikTok has no significant positive impact on
customer satisfaction. Sheth et al. [137] showed that there is a remarkable lack of data
establishing the emotional experience of browsing social media. Based on the principle of
emotions, it stated that reading or watching positive content on social media will lead to
positive feelings and vice versa. Anyway, is still difficult to understand how and whether
affection has influenced a person’s behavior. Quan-Haase et al. [12] showed the opposite,
where it states that affection has a positive influence on using social media platforms.
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Research results show that trendiness positively and significantly impacts TikTok
satisfaction. Bilgin [138] stated that social networking trends aid in the formation of more
interpersonal connections because it allows individuals to interact with like-minded people
and it often satisfies people’s desires for better esteem and self-actualization.

Results showed that the sense of belonging positively and significantly impacts satis-
faction using TikTok. Eren et al. [139] concluded that using Tiktok leads to creating a sense
of belonging also leading to satisfaction using the application. People like the sense of being
a part of something that gives them a feeling of safety and trust which affect satisfaction
using Tiktok.

Results also show that sociability does not impact satisfaction when using TikTok.
Chiang et al. [136] indicated that sociability does not influence satisfaction and this con-
firmed the dependability of the results to the present research. Nguyen et al. [140] quote
Norbert Elias, “the issue of human relationships constitutes the base of society”. Usually,
the audience who are using TikTok follow people and only enjoy content or videos but are
not interactively connected.

Findings indicate that informativeness has a positive significant influence on satisfac-
tion by using TikTok. Kujur et al. [141] stated consumers’ online engagement is greatly
influenced by the presence of informative content. Islam et al. [142] assured that informa-
tiveness has a positive impact on satisfaction.

Analysis showed that TikTok satisfaction is positively influenced by self-expression [143].
concluded teenagers believe that social media positively affect the users’ mood.
Vecchio et al. [144] mentioned as a larger audience started using TikTok from different ages,
the material broadened into a field of humanity and self-expression.

Finally, results showed that satisfaction positively and significantly affects continuous
intention to use TikTok. Garg et al. [145] indicated that user satisfaction has affected con-
sumers’ continuous intention to use Tiktok. Bhattacherjee [146] discovered that customer
satisfaction is positively related to the decision to continue using the platform and thus has
a significant impact on the desire to do so.

6. Conclusions

People use social media for several purposes. Moreover, they use different social me-
dia tools to communicate with each other such as TikTok, Facebook, Instagram, LinkedIn,
Snapchat, Kik, Messenger, Twitter, WhatsApp, and other tools. Nowadays, organizations,
whether they are public or private, use social media tools to keep in contact with their
residents or customers. Business organizations heavily use different social media tools to
satisfy customers with their products and services. TikTok is increasingly used to commu-
nicate with customers, at the same time many factors affect TikTok users, affecting users’
satisfaction and continuous intention to use TikTok. Therefore, this research is dedicated to
answering the below questions: What are the factors that affect continuous intention to use
TikTok in Jordan? To what extent do these factors, past-time, affection, sense of belonging,
sociability, trendiness, self-expression, and informativeness, influence satisfaction using
TikTok? To what extent does satisfaction with TikTok influence continuous intention to
use TikTok? To answer these questions, the research uses the quantitative cross-sectional
approach. Data were collected by mobile surveys. Facebook, WhatsApp, TikTok, and
Instagram, were used to distribute a questionnaire. Out of 606 filled questionnaires, only
402 were suitable for further analysis. These questionnaires were coded against SPSS. Then
validity and reliability were checked and Structural Equation Modeling (SEM) was used
for analysis.

The research results showed that self-expression, informativeness, a sense of belonging,
and trendiness in TikTok significantly and positively influence TikTok users’ satisfaction.
However, affection in TikTok and past time in TikTok do not influence TikTok users’
satisfaction. Satisfaction positively significantly influences users’ continuous intention to
use TikTok. Theoretically, the current research shows many factors that impact satisfaction
using Tiktok and the continuous intention to use TikTok. The theoretical model uses the
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use and gratification theory. It uses a new variable, trendiness, to examine its relationship
with user satisfaction. Practically, many marketing agencies and companies, as well as
influencers, will benefit from this research. Since trendiness has a significant positive
impact on satisfaction, marketing agencies and influencers should always follow trends
to be able to attract consumers. The sense of belonging has a direct important effect on
satisfaction. Marketing agencies and influencers should benefit from this factor as they
should use it as a method to connect and relate to their consumers. Another factor that has
a significant positive impact on satisfaction is informativeness. The marketing agencies and
influencers should always share knowledge and information on social media while using
TikTok will attract more consumers. Self-expression is another factor that has a significant
positive influence on satisfaction. People tend to use TikTok as a channel to express their
thoughts, emotions, and even problems. Companies and influencers should understand
customers’ wants and needs and post content that triggers this aspect to sell what they
want. In addition, satisfaction significantly positively affects continuous intention to use
TikTok. If the customers and users are more satisfied, they will encourage feedback about
that product. Marketing agencies and influencers must satisfy their consumers’ needs
to gain continuous intention to use TikTok and they should always collect feedback to
assure the satisfaction of their consumers. Finally, this research is cross-sectional and was
conducted in Jordan. The study recommends conducting future studies to analyze behavior
over time, applying the same research model in other countries, and testing the effect of
other factors such as self-presentation and motivational cues. Moreover, organizations
should use different social media channels such as TikTok, Instagram, Facebook, Snapchat,
LinkedIn, Messenger, Kik, and Twitter as marketing tools to aware, inform, attract, retain,
and engage users and increase their satisfaction, which affects users’ continuous intention
to use TikTok application. Marketers should concentrate on affection, trendiness, sense
of belonging, informativeness, and self-expression more than past time and sociability.
Recently, TikTok has introduced Virtual Reality (VR) and Augmented Reality (AR) to its
camera, which helps users to create and develop their camera effects and feel they are
within a scenic environment; therefore, marketers can use this property as a marketing
tool and the study recommends studying the effect of TikTok Augmented Reality on users’
behavior and attitudes [147]. Moreover, the VR in the xReality framework can provide
360-degree views to multi-sensing, as well as allow a full-immersion VR experience [148].
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