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Motivation and Satisfaction of Using Participation on TikTok Application
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Abstract

The objectives of this research are (1) To study the motivation of using
participation on TikTok Application. (2) To study the satisfaction of using participa-
tion on TikTok Application. (3) To study the relationship between motivation and
satisfaction of using participation on TikTok Application. The study methodology
was quantitative research using survey research.The sample of this research are
application’s users and also as a video creator from 200 samples.

The research found that (1) Motivation with the highest average is field
of Escapism. (2) Satisfaction with the highest average is field of shared. (3) Hypothesis
test result,Motivation is related to satisfaction of Using Participation on TikTok Ap-

plication at a high level correlation of relationship.

Keywords: Movitation, Satisfaction, Participation, Application, TikTok
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