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Abstract

The drastic entrance and growth of TikTok during the last years have introduced new ways of
consuming entertainment which has been adopted by individuals globally. Due to its novelty
this type of media consumption is a rather understudies subject, which is why this study will
explore new tendencies and behaviors occurring among consumers to provide inspiration for
further research. Five concepts were identified from previous literature that covered research
on how media is consumed today in regard to how different media is combined (i.e., TV and
smartphone) and how user-generated content (UGC) has impacted media consumption in
general. Qualitative interviews then provided insights into contemporary TikTok consumption.
The findings unearthed some new consumer behaviors and attitudes that show how TikTok
encourages aspects of addictive behaviors through its user-friendly and personalized UX
design. The fast-paced nature of media consumption facilitated by TikTok further leads to more
frequent changes in trends and less established communities that are more agile and constantly
reappearing in new cultural phenomena. Ultimately, the term fast media is proposed as a new
term for describing contemporary media consumption. Fast media takes inspiration from the
emerging fast fashion concept and highlights how media with generally lower quality (UGC
nature) is generally preferred in favor of more traditional entertainment due to its accessibility
and instant gratification. The fast media is then disposed of soon after being adopted, as new
trends constantly arise.
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Media consumption, user-generated content, fast media, TikTok, addictive behavior, trends,
media multitasking, social TV
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1. Introduction

1.1. Background

Entertainment can be considered one of the most important mediums that we have as humans
to get away from our busy and demanding lives as it provides distraction and amusement during
leisure time. Ever since the entertainment industry started growing in the 12" century it has
constantly evolved and reinvented itself, both due to cultural shifts as well as technological
advancements (Mortensen, 1994). Today, however, the media landscape is dominated by
Internet-based entertainment as consumers can now gain instant access to the majority of
existing movies or TV shows through an Internet connection. The shift towards today’s ways
of consuming entertainment can be highlighted by the streaming giant Netflix’s history.
Starting as an online movie rental service in 2004, Netflix initially mailed movies in DVD
format to customers. In 2007 they introduced direct Internet streaming of entertainment through
their online platform, which modernized media consumption by eliminating the need to possess
a physical copy of amovie or TV show in order to consume, which further facilitated consumer
access to entertainment. This also meant that Netflix could offer consumers access to a wider
assortment, not restricted by the number of physical copies available of a movie or show (World
Financial Review, 2021). Not only movies and TV shows have become Internet-based.
Research shows how the share of Internet-based TV hours have risen from 8% in 2011 to 32%
in 2021 in relation to traditional linear TV (Statista, 2021). For this study, the term TV content
will include content usually viewed on a television, being e.g., movies, TV shows, linear TV
channels.

The increased convenience in accessing entertainment has moved movie and TV show
consumption from being limited to a premium experience (e.g., waiting for a rental movie to
arrive, going out to rent a movie, visit a cinema) to becoming an everyday experience that
consumers can access from essentially anywhere. The increased use of streaming services
during COVID-19 hastened the already commenced move from consuming media in a public
environment to on-demand services consumed in a private space (Wagner, 2023). With easier
access, as well as cost-efficiency, several factors point to a streaming takeover of the
entertainment industry (The Dartmouth, 2022). One factor that is removed when streaming
entertainment in your home is the social aspect of the experience. However, streaming services
have acknowledged this, and Amazon Prime are now offering the possibility for consumers to
chat with each other virtually through the app while watching the same content simultaneously
(Amazon, n.d.). Other streaming services that are offering similar experiences directly through
their apps are Hulu and Disney+ (MUOQ, 2022). Similar practices have been acknowledged in
research. Practices like “Social TV”, a mode of consuming media has been highlighted where
consumers keep ongoing conversations online while watching the same content. However, this
practice is not restricted to a certain streaming service as it involves interactions occurring both
in private chats and on public forums such as social media platforms (Lin et al., 2021; Shin,
2016).
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Another major introduction to the media landscape has been social media, and how individuals
have been given possibilities to create and share their own entertainment through user-
generated content (UGC). Although YouTube can arguably still be considered one of the more
classic UGC platforms for entertainment, increased smartphone use over the last decade has
introduced new platforms tailored for smartphone users. Among these, the fastest growing
platform in recent years has been short-form video platform TikTok. As the number of users
surged during the COVID-19 pandemic, TikTok surpassed Instagram for this statistic in 2021
(Statista, 2022). Furthermore, statistics show that over 40% of American Generation Z users
spend over three hours per day on TikTok, which are similar numbers to YouTube (Insider
Intelligence, 2022). However, TikTok was forecasted to surpass YouTube in time spent on the
platform in 2022, with expectations to continue the growth even further (ibid.). As a researcher
at a Harvard Kennedy School research center (reported by The Guardian, 2022) stated:
“TikTok has become a source of culture, and a cauldron of where culture is created” - Emily
Dreyfuss. Among features behind the success are TikTok’s ease of use and algorithm based
“For You” page, suggesting personalized content to users.

1.2. Problem discussion and research questions

Internet media content has surpassed traditional media, which may be due to accessibility
through various Internet-enabled devices at any time and from any location, including at night.
Because of the easy accessibility and broad utilization of these video streaming or video-on-
demand services, media consumption and usage patterns, as well as video viewing behavior,
have changed. The consumption of media over the internet has risen drastically in the past
decade and due to which the traditional media is currently facing growing competition for
consumers’ attention. The constant privilege of accessing media from anywhere and its
widespread use has led to changes in how media is consumed today (Tana et al., 2020). Today
consumers have an abundance of content and platforms to choose from. It would not be wrong
to assume that people, whenever they get a moment of leisure, visit social media platforms to
consume some sort of media content. An example of this could be a passenger sitting on a bus
watching TikTok videos whilst waiting to reach their destination. Oviedo et al. (2015) further
explain that even when consuming traditional media (e.g., movies or series), contemporary
media consumers are introducing different distractions into the experience through media
multitasking, where they consume other modes of media, such as social media.

The sheer size of TikTok regarding number of users and width of content makes contemporary
media consumption an essential area of consumption in today’s society, partly due to the
involvement of individuals in both creating and consuming content. As previous studies have
rarely assessed how user-generated social media content and professionally generated TV
content interrelate from a consumer perspective, this study seeks to explore factors that may
influence the consumption of one or the other of these two types of content, as well as how
they function together. Compared to previous times, where TV was the main source of
entertainment, smartphones have now become a competitor for consumer attention. As Insider
Intelligence (2022) reported, the three-hour daily use of TikTok among younger generations
points to heavy competition for attention during available consumption hours in the future for
other entertainment formats, such as streaming services. It also holds potential to
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fundamentally alter how coming generations of media consumers view media consumption.
Due to its size, TikTok is hard to categorize in terms of genre or type of content present. It
holds creative efforts from both individuals and companies from all over the world (Wagner,
2023). Thus, as a user you can get an insight into the life of a prison inmate cooking his dinner
in a chips bag, while one second later taking part in a review of a luxury hotel in Dubai. Scroll
down some more and you might find a video about “five unknown songs that | guarantee you
will add to your playlist”. As previously stated, TikTok acts as a cauldron where culture is
constantly created and renewed. How may these radical and frequent shifts between different
content affect consumer behavior? How will trends be perceived and shaped in the future? Will
the fast-paced nature of today’s UGC consumption have an impact on future production of
movies and shows? Can movies and series still be produced within the same normative
framework as they have always been regarding e.g., duration? Will they have new forms of
attention spans to consider? These are questions that potentially will arise as practitioners get
more familiar with this gigantic platform that is TikTok.

With this as a base, our study will revolve around how consumption of entertainment media is
conducted today. This is an explorative study with the goal of highlighting distinguishing
features of TikTok consumption and combined TikTok and TV consumption, thus generating
inspiration for further studies within contemporary media consumption. UGC has in this case
been limited to only TikTok since it is the largest and fastest growing platform for UGC
(Statista, 2022). Furthermore, TikTok’s model has shown its revolutionizing abilities by being
largely adopted by established UGC platforms such as YouTube (YouTube shorts) and
Instagram/Meta (Reels). As TikTok is generally associated with younger generations, it will
be important to develop our understanding of any upcoming changes in consumer behavior,
attitudes, and preferences as these generations grow older. Being exposed at an early age to the
distinguishing features of TikTok explained in this chapter may have an impact on these aspects
of consumer behavior knowledge. As both TikTok and TV act as popular settings for marketing
activities, it is important for marketers to gain an understanding of consumer behavior being
present there, especially since TikTok is a rather new platform that has grown to be popular
among younger individuals. Its large size in combination with distinctive features can have a
crucial impact in shaping future consumer behavior and culture. We thus propose the research
questions:

- How has the emergence of short-form UGC affected the entertainment media
consumption landscape?
- What new aspects of consumer behavior can be identified in contemporary TikTok use?

By answering the research questions, this study will unveil crucial aspects of contemporary
entertainment consumption, an area of consumption that has had a growing amount of influence
on consumers’ everyday lives ever since UGC was introduced. These unveilings will aid both
marketers and scholars in their continuous work regarding consumer trends and how this works
and evolves in symbiosis with current market changes in the media landscape. In the remainder
of this thesis, contemporary entertainment media consumption will be presented through four
different concepts; change in media landscape, user-generated content, media multitasking, and
social TV. The concepts and the theoretical framework will form the foundation of this
research, on which interviews are conducted to form an image of how consumers create and
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maintain meaning through their media consumption. The thesis will conclude with conclusions,
with an emphasis on suggestions for further research due to its explorative nature.
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2. Frame of Reference:

Below, the conceptual and theoretical frameworks used in this study will be presented. The
conceptual framework is derived from the literature review and presents four current topics of
research regarding contemporary media consumption in order to frame the study. The
theoretical framework guided the perception of the study, looking at consumption from
different theoretical perspectives in connection to the concepts, with a focus on attitudes and
behaviors of consumers and how they work in concert with changes in the marketplace due to
the introduction of new entertainment media platforms. Cultural aspects are also considered in
the theoretical framework.

2.1. Literature review/Conceptual framework

2.1.1. Change in Media Landscape

Tefertiller (2018) mentions that consumers are moving from cable television or dish
subscriptions to web-based streaming for televised entertainment. They refer to this process as
cord-cutting. They further explain that consumers might still have cord-based internet
connection from the same provider as the cable television, however consumer today are willing
to opt for web-based streaming services like Netflix or HBO Max. According to Terfertiller
(2018) just in the US the number of cable subscription saw a decline of 1.13 million in 2018.
Whereas in 2014 the loss of subscribers for cable television amounted to 283 000 households.
They further mention that most of Generation Z, millennials, and Generation X plan to cut the
cord. In 2016 31 percent of both Gen Z and millennials subscribed to online content providers
such as Hulu or Netflix, in addition to generation X, where 24 percent were also subscribed to
online content.

Ellingsen (2014) discusses the future of television with the help of Netflix’s post about their
long-term view, where Netflix believed that over the upcoming decade around the world
“internet TV will replace linear TV. Apps will replace channels, remote controls will disappear,
and screens will proliferate”. In their article they state that platforms like Netflix possess a big
opportunity for independent creators as there are a lot of buyers who want to purchase that is
outside-the-box than there are sellers who are willing to sell outside-the-box. They further state
that there is potential for new generations of film makers (content creators) if they are familiar
with the dynamics and landscape of social media and the feedback loops that it creates in order
to find the right audience. Ellingsen further explains that there is greater flexibility to move
across platforms, and the nature of social media is one that encourages sharing of content. They
further exaggerated that the 'spreadability’ of media content is the key to success in the web 2.0
era, an era defined by an increase in social networking, UGC and cloud computing. As a result,
‘spreadable media’ can be viewed as a metaphor for the significant shift from 'distribution' to
a more open and audience-driven ‘circulation’ of material.

According to Wagner (2023) “TikTok replaced (ousted) Google as the world’s favorite online
destination in 2021”. The popularity of TikTok can be considered due to highly localized
content which is illustrated through different genres: user challenges, parodies, sport skills,
original music sampling, dance-offs, and many others. Another reason for its popularity is
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celebrity endorsements. The platform really resonated with the youth in their daily lives.
Wagner further reasons the formation of trends and TikTok's role in it. Trends are formed
through the creation of memes, challenges, recipes and more which are then continuously
shared, and therefore it can be assumed that TikTok is becoming a common platform that is
reachable globally. They call the emergence of TikTok one of the most disruptive moments in
global media history. The TikTok platform is fast, has smooth UX design and compelling user
friendliness. They state that TikTok has ‘No strong cultural odor’ for today’s digital age. This
app allows the development of a digital environment that has significantly broadened UGC in
intriguing ways due to its ease of use and its ambiguous cultural origin. UGC on this mobile
platform serves people who want to be noticed and are ready to share their content while others
use it to gain experience as microcelebrities or influencers, or simply to show off their
creations. The rise of streaming services and online communities in recent years has had a
major impact on how people consume and engage with TV shows and movies (Kottasz and
Bennett, 2017). In recent times, the phenomenon known as fandom has grown in importance
in the context of popular culture, especially in relation to movies and television shows.

2.1.2. User-generated content

User-generated content (UGC) actually dates back to the 19th century, as Alacovska (2016)
analyzed a travel guidebook where the producers used feedback letters from readers in the
development of subsequent guidebooks. However, this segment will be restricted to activities
surrounding the consumption of user-generated video content, thus excluding content such as
photos, online reviews, forums etc. The focus on consumption of videos also decreases focus
on the creative aspect of UGC. These delimitations were made to ensure a more relevant
literature search as UGC can now be seen as a wide concept. It is also a relevant choice from
the perspective of this study since it also includes TV consumption, which can be likened to
mobile video apps, only differentiating in mobility aspects (Wang, 2020). During the COVID-
19 lockdown periods, people sought quick and easy ways of escaping reality. TikTok offered
an escape through their easily accessible and wide range of video content that is also easy to
digest. In combination with decreased attention spans and commands of staying home, people
became susceptible to this new way of consuming online content. The wide range of video
genres allows for continuous scrolling through the TikTok feed. (Wagner, 2023) Furthermore,
algorithms guide users closer to distant others with similar interests, thus facilitating the
creation of online communities which could be especially useful for people with rather unusual
interests as they can find like-minded others (Comunello and Mulargia, 2015). People also use
TikTok to consume news in alternative ways, receive new insights, and to express themselves
(Wagner, 2023). Another study shows how Indian children used TikTok to follow current
trends, take part of online challenges, as well as interact with friends and celebrities (Sarwatay
et al., 2013). However, the app has since been banned which led the authors to suggest more
education for both parents and children in India in order to facilitate a safe digital space without
completely restricting TikTok use (ibid.).

Furthermore, TikTok has extended people’s need for continuous self-reinvention, initially
brought to light by social media as a whole. Today people are more inclined to continuously
search online for changes in order to maintain their relevancy. This includes compulsory
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consumption in order to follow trends or make changes in one’s social identity, further
reinforcing the individualistic western culture of today. (Wagner, 2023) The frequency in
which trends constantly shift suggests that consumers are more and more becoming in charge
of guiding trends, which contradicts the general notion that brands guide consumer trends
(Arnould and Thompson, 2005).

2.1.3. Media multitasking

With today’s abundance of media available for consumption only an arm’s length away, new
modes of consuming media have emerged. One widely adopted method for efficiently
consuming media and staying updated with the world around us is media multitasking. It
involves the use of two or more media types simultaneously (Baumgartner et al., 2014). Adding
to the more traditional media outlets (e.g., television, radio) today’s smartphones provide users
with access to an endless number of media online, ranging from photos to podcasts to user-
generated or brand-generated videos. Consumers will have access at anytime and anywhere,
which indicates an advantage for this new media content in the competition with traditional
media for consumers’ limited attention. As suggested however, consumers are now
increasingly engaging in media multitasking, something that can be expected to become even
more prevalent as the younger generations grow older. This shift in consumer behavior is of
interest to this study due to the effects it can have on one of the two media.

Media multitasking has shown negative effects on young people’s executive functioning,
concerning the ability to focus and direct attention, remain undistracted, and efficiently
switching between different tasks (Baumgartner et al., 2014). Tana et al. (2020) also mention
that people are consuming more media today than ever and relates the excessive use of media
to numerous learning and memory consequences such as information overlap and difficulties
concentrating. However, Duff et al. (2014) only found this for college students and not for their
national sample, also suggesting a need for future studies to focus on perceptual or sensory
attention and competition to determine if they have more influence in performing media
multitasking. Duff et al. (2014) also emphasizes the fact that it cannot be determined if worse
performance on executive functions is due to the practice of media multitasking or other
underlying differences between samples. Furthermore, those that media multitask are more
likely to have a broader reception of information, making it difficult to filter irrelevant
information. This is in line with Ralph et al.’s (2014) findings indicating that heavy media
multitaskers are more likely to be distracted from their intended tasks, i.e., mind wandering.

When identifying gratifications from simultaneous TV and smartphone use, Su and Chen
(2020) found that both social and contextual interaction gratifications were present for
multitasking practice, but not for singular use of any of the media. This indicates that adding a
smartphone to the consumption of TV can satisfy needs for interacting with others (i.e., writing
with others about the show you are watching) and/or using one medium to complement or
enrich the use of another (e.g., viewing reactions online). They also found evidence that playing
entertainment shows on the TV in the background while using the smartphone as primary focus
point will deliver more emotional enjoyment. Further on how multiple screens are used,
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Cuesta-Cambra et al. (2021) found that media multitasking is usually taken on by Spanish
youth when consuming news, as the high cognitive task of consuming news on the TV can be
complemented by the low cognitive task of scrolling through social media feeds. This
combination can provide users with information in real time in combination with social
interactions. Smartphones were usually seen as the main screen, while the TV use was thought
to bring background sound while performing other tasks. This is in line with Steiner and Xu’s
(2020) study on binge-watching, where already watched episodes of TV shows were re-played
to provide convenient background sound in the home. The same logic applied to reality shows
and sit-coms, where there are restricted story lines. The attention devoted to a TV show was
dependent on the nature and complexity of the show, i.e., how much attention it demanded to
be understood. Viewers are aware of this connection between attentiveness and level of
complexity in chosen TV show and will adapt their media choice thereafter (ibid.).

2.1.4. Social TV

The topic of social TV has been the subject of numerous studies on contemporary ways of
consuming media. It is essentially a media multitasking consumption behavior which involves
online interactions between individuals where the topic is a certain TV show (Lin et al., 2021;
Shin, 2016). Social TV shows how the TV device has been integrated into modern ways of
consuming media, highlighting its continuing relevancy also in this new age where several
devices and media sources are competing for consumers’ attention. The addition of an Internet
connected smartphone to the TV consumption experience creates a bridge between the
traditional unconnected ways of consuming media and the new Internet facilitated connected
ways that are largely driven by abilities to create networks and connect with distant others.
Engaging in social TV does not necessitate the use of a specific smartphone application as
consumers may interact with distant others through either social network sites or more private
messaging applications.

2.2. Theoretical Framework

As the conceptual framework aids in encapsulating some major aspects of contemporary
entertainment media consumption, the theoretical framework will further present different
findings and theories from previous studies in the field. These previous studies will act as the
foundation of this study and further guide the methodology and analysis of findings from the
viewpoint of existing knowledge on media consumption behavior. Since the frameworks
depict different aspects of media consumption, these aspects will in this study be combined
and form a comprehensive image of how UGC and TV media is consumed today. This image
will help in unveiling new patterns of consumer behavior and further highlight how it has
been impacted by fundamental changes in entertainment content’s competition for attention.

2.2.1 Harmful consumption of UGC

The gravitational force of personalized UGC has been acknowledged by numerous scholars.
Koessmeier and Buttner (2021) show when and why distractions from social media occur.
One of the reasons is labeled task-related distractions, being most present when watching
movies (i.e., consuming other media). Thoughts of unread messages or the fear of missing out
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on what happens in online settings, as well as boredom or procrastination were underlying
reasons for these distractions. Wang and Scherr (2021) found that users with high levels of
sensation seeking more frequently desire novel experiences and thus face a more difficult
time ceasing their TikTok use, causing impaired sleeping patterns. Users that were able to
restrict their media use to daytime showed less fatigue. Sonbonmatsu et al. (2013) had similar
findings regarding users with sensation seeking personalities, while adding that those with
high levels of attentional impulsiveness are also more likely to multitask since taking on
multiple tasks simultaneously also has higher potential reward. Other factors that have been
found to contribute to harmful use are social isolation or social anxiety features (Wang,
2020). Certain app designs and the use of algorithms to generate personalized content also
contribute to harmful use of video applications (Zhang et al., 2019).

2.2.2. Social aspects of UGC consumption

An important aspect when studying social media and UGC platform behaviors is the social
features. The fact that TikTok grew substantially as a platform during the COVID-19
pandemic does according to Wagner (2023) show that its global range of users can provide
feelings of connectedness with others around the world. The participatory culture explained
by Comunello and Mulargia (2015) and Petrovic (2022) depicts how social connection is
created through mutual participation by users in creating content or other forms of online
interactions (e.g., liking, commenting, and sharing of videos). UGC platforms are unique in
their ability to provide possibilities for such interactions and creation of online communities
(through e.g., hashtags) in comparison to more traditional entertainment content. Petrovic
(2022) labels communities on TikTok as ephemeral content communities. These communities
are short-lived and constantly re-emerging around different topics based on current trends.
This view of communities differs from the more traditional view on communities as being
tightly knit groups of people with shared passions. These fandom communities most probably
grew up watching the same movies or TV shows and thus had time to develop a deep and
embedded compassion for it, while the same cannot be said for a large proportion of
contemporary online media content consumption. The same thinking could be applied to
different types of consumption, as it may hint at a new wave of consumer behavior emerging
with the upcoming generations which is more fast-paced and constantly changing. Overall,
social interactions on TikTok are usually brief and shallow (e.g., answering/commenting on a
video and then scrolling to a completely new video) (Wagner, 2023). This view is reinforced
by Petrovic’s (2022) ephemeral content community view, as communities are described as
being ephemeral in two ways; the nature of videos (being short format), and the nature of
interactions happening in connection to the videos (being short-lived, e.g., in connection to
current trends and/or hashtags).

2.2.3. Social aspects of TV consumption

Regarding TV consumption, communities are usually referred to as fandom communities.
Santosh (2019) contends that fan groups play an important role in the creation and spread of
popular media, and that fan involvement is an important source of invention and ingenuity.
Similarly, they also argue that fan involvement can be used as a form of cultural activism,
enabling marginalized groups to express their views and question dominant narratives.
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Another important aspect of fandom is fans’ emotional and psychological investment in their
beloved movies or TV shows. According to Santosh (2019), fandom can be viewed as a form
of emotional labor that necessitates a substantial amount of time and energy on the part of the
fan. This emotional investment can contribute to a variety of behaviors, including excessive
media consumption, attendance at fan conventions, and participation in online conversations
and debates. Kottasz and Bennett (2017) also highlights how screen fandom can lead to
abnormal consumption of screen-related goods (i.e., merchandise) which can mediate the
relationship of sadness felt after finishing a TV show, called post-series depression. The
emotional attachment created when watching the TV show has an influence on consumption
behavior. As Santosh (2019) further points out, fandom is a multifaceted and intricate
construct that includes a broad spectrum of psychological, social, and cultural factors. One
important element of fandom is the function of fan communities and online platforms to
facilitate fan engagement and participation. Santosh (2019) further discusses the impact of
social media and technology on fandom in their research, emphasizing the ways in which
fans can actively contribute to and shape the media they consume.

Other forms of interactions that are more individual in nature compared to communities are
those that happen in social TV settings. Research from Cohen and Lancaster (2014) identified
some motivations as to why consumers partake in viewing TV together (both in-person and
virtually). In-person TV co-consumption is likely to be used by consumers that more easily
get impacted by others’ emotions, showing how emotions are likely to be transmitted in-
person but not virtually. Instead, consumers partake in social TV (i.e., virtually) to feel a
sense of belonging and to enhance the social aspect of TV consumption. This approach also
has the potential to offer a wider range of information to the user. Consumers that prefer to
watch TV physically alone may also use social TV to induce some form of interaction and to
better control their consumption experience and environment (ibid.). Through virtual
interactions, consumers also create virtual relationships which provide value both to the
experience and everyday life, potentially changing expectations on what a TV consumption
should offer (Shin, 2016).

When it comes to what media that is preferred for social TV activities, it is shown that
consumers generally prefer a more closed network to engage in the practice, as private instant
messaging applications has been identified as a preferred choice in the social TV equation
(i.e., TV, smartphone, and application) as a way of maintaining already existing relationships
(Krémer et al., 2015; Han and Lee, 2014). Five more motivations for using social TV were
identified by Han and Lee (2014), differing slightly in significance depending on genre
shown on the TV, communicating about impressions, information sharing and seeking,
feelings of co-viewing, curiosity about others’ opinions, and program recommendations.
Motivations are based on needs for e.g., validating one’s own thoughts and impressions,
attempts in matching one’s own emotions with others’, and inspiration. Kramer et al. (2015)
also identified ‘gather information about others’ opinions’ as a motivation for social TV use,
along with communicating with others and to be entertained. Their study also showed how
enjoyment of the consumption experience generally increases when it is shared with others.
Continuing on the choice of application for engaging in social TV, messaging applications
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offer closer connections based on social motives, while more public platforms such as Twitter
are more connected to informational motives as it offers a large platform for collecting
information. Lin et al. (2021) take more of a business approach to social TV, pointing out that
involvement and interactions surrounding a TV show will increase the potential to create an
online buzz around it. Adding to the social aspect, they also point out how this multitasking
behavior can enrich the TV experience as users can be inspired by a TV show and
simultaneously search for products shown in it. They further suggest for advertisers to create
rather vivid TV advertisements in order to capture the attention of viewers that is
continuously shifting between two or more screens. The vividness will require more
cognitive effort to be viewed which can lead to a higher level of immersion for the viewer.
(ibid.)

2.2.4. Alternative uses of UGC consumption

A distinguishing feature of TikTok is presented by Kaur-Gill (2023) regarding its ability to
bring social injustices to light, which informs a larger audience as well as creates
opportunities for marginalized communities to get social recognition. Hautea et al. (2021)
presents similar findings regarding climate activism content and its potential to raise
awareness among younger generations. This hybrid use of TikTok as a source for both
entertainment and more serious matters such as activism shows the breadth of social media
use today. Digital activism is an interesting alternative use of social media and clearly
deviates from the general view on social video platforms as being sources of e.g.,
entertainment or sponsored influencer posts. It can create large amounts of genuine data that
originates from the source itself (thus nullifying filtered media from potentially dishonest
governments) and that are easily accessible around the world. On the other hand, Wagner
(2023) points to the fragmented viewing of others as being a reason for users’ eliminated
need to search deeper for information about the individuals that they are watching online.

2.2.5. Consumer Culture Theory

To understand how consumers of TV content and UGC divide their efforts and attention
between the two-competing media, it is important to get an understanding of how they create
meaning in symbiosis with the specific marketplace in question. To understand the
interrelations between these three factors; cultural meaning, consumer actions, and the
marketplace, Consumer Culture Theory (CCT) is a suitable theoretical framework. Developed
by Arnould & Thompson (2005), CCT encapsulates inter alia consumers’ attitudes and
preferences, as well as the roles played by their social others in consumption choices. Different
consumer cultures will include specific forms of practices, similar to a network, by consumers
in order for them to derive the desired amount of meaning from consumption choices (ibid.).

CCT involves several components, or viewpoints, all with the same aim; to investigate the
interdependence of consumer actions, the marketplace, and cultural meanings present (Arnould
& Thompson, 2005). This study will aim to explore how media consumers create cultural
meanings through their actions within the media landscape, thus highlighting how the
consumption of TV content and UGC intersect and complement each other. Furthermore, it
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aims to highlight how the introduction of new media features present in UGC content
platforms, such as the ability to interact with other consumers, can potentially impact consumer
culture around contemporary media consumption. The multiple facets of CCT are mainly
directed towards the consumption of goods and the influence of brands on consumers.
However, for this study such an approach will not be possible. Thus, it has been deemed
necessary to only include the more foundational aspects of CCT that concern the creation of
meaning through certain consumption and how the marketplace has an impact. Due to the social
aspects introduced to the media landscape by UGC, there is an interest in assessing how
cultures are formed. Therefore, CCT works as a tool to analyze cultural aspects of media
consumption through.
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3. Methodology

3.1. Research Philosophy

This study has been conducted as a qualitative exploratory study with an inductive approach.
Due to the chosen topic and way of conducting the study the research is interpretive in nature.
Cottrell (2014) states that in interpretivism social phenomena do not exist abstractly, and thus
they cannot be known objectively. Meaning can only be interpreted and social phenomena are
constructed by society. Ontology, epistemology and axiology all thus follow an interpretive
paradigm. The ontology describes the nature of the knowledge being constructed and
interpreted and not a natural fact in the sense that there are multiple meanings and realities that
can be interpreted differently (Saunders et al., 2015). This can clearly be seen in using
interviews as basis for getting knowledge, as all that is produced in the interview are
interviewees’ perceptions and interpretations of a phenomena, that is then further analyzed by
the researchers in order to compare and contrast these experiences. Following this logic, the
epistemological assumption - that is what constitutes knowledge and how it is acquired - is that
knowledge is focused on stories and narratives, and the contributions provided are new ways
of understanding and perceiving. Interpretive studies are further very subjective, and the
researcher can be seen as part of the phenomena instead of an objective outside observer, which
refers to the axiological role of values (Saunders et al., 2015).

Due to the interpretive paradigm, and the methodological assumption that interpretive studies
adopt an inductive approach (Collis, 2014) an inductive approach has been used, due to it not
only being a generally used approach for interpretive studies, but also due to there not being
pre-existing studies that would confirm or suggest an outcome to be tested, lending this as the
only suitable way to conduct the explorative study.

3.1.1. Research Approach

The inductive approach starts with observations of empirical reality, after which general
inferences are made to eventually arrive at a theory to explain the phenomena. This can be
called moving from specific to general (Collis and Hussey, 2014). The inductive approach was
chosen over deductive and abductive methods due to it being necessary to gather material and
observations before the analysis and general theory could be developed. The qualitative
approach is chosen as there is no statistical intention, and it firstly provides more rich and
detailed empirical material, that is less structured, and thus can provide unexpected results.
Under the interpretivist paradigm, the emphasis is on the quality and depth of the data (Collis
and Hussey, 2014), which is what the qualitative material collection will provide. The
qualitative material offers results with low reliability - meaning that the results are not the same
every time the research is repeated. However, the benefit of qualitative material is its very high
validity, especially when the research has been conducted very thoroughly (ibid.).

3.1.2. Research Design

Due to this research exploring an emerging way of consuming media that may reflect a shift
in consumer culture around media consumption choices, a qualitative exploratory study with
an inductive approach was designed. The methods used in the study were predetermined:
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After a systematic literature review, the framework was generated which was then used to
guide the interview script, which was written, tested and then implemented in semi-structured
online interviews. The primary material that was gathered became the foundation for a
thematic analysis that was conducted, reviewed and discussed to arrive at the conclusion of
the paper.

3.2. Methods

The primary and secondary sources obtained throughout this research would be integrated
through cross analysis to produce trustworthy research that is easily understood. The
complexity of the subject material in connection with subjectivity and perspective nature was
the rationale for not choosing a quantitative method. It is the understanding of the authors that
the subject in hand is one that is understudied and therefore is of exploratory nature, providing
the researchers an opportunity to scrutinize and interpret that material and gain an in-depth
insight of customer behavior. To achieve this desired outcome and validity, thematic analysis
with an inductive approach was utilized for this study. In terms of thematic approach Collin
and Hussey (2014) explain that “thematic approach ... involves categorizing the themes in the
relevant literature. Both subject-related categories and methodology-related categories are
likely to be broken down into various subgroups, which will emerge from ... reading of the
article.”

3.2.1. Data Collection

To ensure the authenticity of this paper it was deemed necessary by the authors to only review
peer-reviewed articles and journals, that were accessed through Gothenburg University’s
online library and google scholar. However, to give the context to the report in the introductory
sections a few other credible sources were also reviewed by the authors. These sources included
well-recognized news platforms and websites, such as Statista, The World Financial Review
etcetera. Alongside this secondary data, it was also important to collect first-hand primary
material from the consumers, that consume both TikTok (UGC) and TV content (non-UGC).
This, together with the literature analysis, provides a comprehensive grasp of the factors at play
in the context of the study. Both primary and secondary sources were compared in order to
gauge similarities with the assumption that the findings are as valid as previous ones and were
assumed to be supporting each other in ideologies.

Two types of data were collected throughout this research, primary and secondary. The primary
empirical material was collected through semi-structured interviews with eleven participants.
Participants were selected through snowball convenience sampling - in practice this consisted
of requesting parties in the primary convenience sample to recruit more candidates that fit the
sample criteria. Snowball sampling, also known as networking, is utilized in studies where it
is critical to include persons who have firsthand knowledge of the topic being examined in the
sample (Collin and Hussey, 2014). For example, when a researcher reaches out to someone
with the experience about the topic being studied, one question that the researcher can ask them
is whether they know someone else with similar experience that they can put the researcher in
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touch with so they <can answer the questions instead of them (ibid).

Convenience sampling was chosen due to the restriction of resources in the scope of the study,
after it was determined that this would not lower the reliability of the results. Convenience
sampling allows for the criteria to be fulfilled and confirmed while not using resources on
recruiting the sample. The primary sample refers to the original sample group through which a
snowball sampling method was conducted.

Snowball convenience sampling was preferred over the other sampling methods because the
researchers wanted the sample to be widely distributed geographically. This was to ensure that
the sample covered multiple different personalities. Another reason for this was to eliminate
the risk of limiting the findings, because interviews with peers would lead the research to a
very limited scope of consumer culture.

It was necessary for the authors to determine the criteria of the sample to answer the research
question as credibly as possible. Therefore, after careful consideration, few parameters were
set for the sample to fit. It was decided that the respondents should be active consumer(s) of
both TV content and TikTok, however for ethical standards it was decided that the respondents
would have to be over 18 years old to provide informed consent. Thus, the age range of the
sample was not set to begin with, but the respondents of this study fell in between of 20-year-
old to 34-year-olds. A summary of relevant information regarding the interviews is offered in
Table 1 below.

Table 1: Interviews

1 2023-03-29 |33 zoom Student 24
Digital marketing
2 2023-03-29 |35 zoom specialist 32
3 2023-03-30 |23 zoom Student 20
4 2023-03-30 |34 zoom Student 21
5 2023-03-31 |35 zoom Customer service 23
6 2023-04-02 |47 zoom Account strategist 26
7 2023-04-03 |30 zoom Student 20
Partnership and licensing
8 2023-04-06 |32 zoom manager 26
9 2023-04-10 |32 zoom Sales 25
10 2023-04-11 |34 zoom Bank employee 27
11 2023-04-12 |28 zoom Procurement consultancy |28
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3.2.2. Semi-structured Interviews

During the literature review the researchers came across the different spheres of media
consumption, and after a review of the aspects presented, grouped into four core concepts as
presented in the theoretical framework along with the fifth concept of CCT. These groups were
used as inspiration for questions that could be used in order to gain more information linked to
the research question. Linking both the literature review and the theoretical framework led to
the creation of the preliminary questionnaire which was later edited after conducting mock
interviews. Through this process the final interview guide was formed, accessible through the
appendix. Two mock interviews were held with respondents that fulfilled the criteria of the
sample. The mock interviews were done to ensure the accuracy of the questionnaire and
eliminate the risk of repetitive questions. The interviews, both mock and final, were conducted
in a semi-structured fashion.

The researchers have a basic idea for the topic to be covered but do not follow a defined order
of questions or express these questions in a specific way in a semi-structured interview.
Interviewees are given a lot of leeway in how they respond, how long their responses are, and
even what topics they address in order to gain a deeper understanding of the topic and of the
respondents’ thought processes. The goal of such an interview is to urge the subject to talk "in
their own words" in order to acquire a detailed firsthand account. In all cases, the interviews
were audio-recorded and transcribed (Packer, 2017).

The interviews were conducted online using the platform Zoom. This platform provided both
the researchers and the respondents with flexibility in terms of time and location. Another
advantage of this platform was the video conference, which provided the researchers with the
option to observe different facial expressions and body language of the respondents as they
answer the questions. This observation also provided a further context to the answers received.
The interviews were recorded after receiving the consent from the respondents using two
different mediums. Five interviews were first recorded on Zoom and later transcribed using
Microsoft Word, while six interviews were recorded and transcribed using the platform
Otter.ai. This platform provides ease of recording and transcribing in real time. The reason for
using two different means for transcribing was due to the language restriction of Otter.ai
platform as five of the interviews were conducted in Swedish, therefore the transcripts had to
be later translated into English. It was of the utmost importance that both parties, researchers
and respondents, understand each other properly so clarifications were also given when
required. It was also important to ensure that the respondents feel comfortable during
interviews, therefore the interviews were conducted in conversational fashion, resulting in ease
in inquiring further information on the topic being discussed. This strategy resulted in the
extraction of more useful and valid material. To further ensure the credibility of the material
gained, the transcripts were crosschecked with the recordings, which helped in making minor
corrections to the transcripts.

3.2.3 Data Analysis
In order to be able to see patterns in the respondent’s answers and to be able to relate the
patterns to the framework, the researchers decided to use a thematic analysis. Thematic analysis
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is used to “analyze classifications and present themes (patterns) that relate to the data”
(Alhojailan, 2012). This type of analysis is useful in using interpretations, and it allows the
researchers to associate the frequency of answers - that is how often a topic comes up - with
the information received from the interviews. It is also useful in creating understanding in a
topic that is not previously researched: Thematic analysis allows for both explicit and implicit
ideas and provides the researcher an opportunity to study the subject not only via explicitly
mentioned words or phrases (Namey et al, 2008).

Due to the inductive, interpretive and exploratory nature of the research, the inductive approach
is also utilized for thematic analysis. The discovered themes are highly related to the empirical
material and may have minimal relevance to the individual questions asked of the participants.
Inductive analysis is a method of coding that does not attempt to fit it into a predefined or
preexisting coding frame or the researcher's analytic ideas. This type of thematic analysis is
material-driven in this way (Braun and Clarke, 2016). Thematic analysis was decided to be an
appropriate method for inductive methodology as well as for a situation requiring coding and
categorizing. Thematic analysis also allows for a high level of interpretation, however this is
also a caveat of the method, as the research is greatly subjective due to the researchers creating
the themes and interpreting them by themselves (Alhojailan, 2012).

Miles & Huberman (1994) have created a model for the process of thematic analysis which
consists of three interlinked stages of data reduction, data display and data conclusion-drawing.
The research follows a similar pattern, as the gathered material is carefully reviewed multiple
times to determine the implicit meaning of the responses instead of specific words, and after
that the topics are identified, and organized into different categories, that were color coded for
the ease of authors. Identified categories were crosschecked with all of the respondents’
answers. These categories were grouped into codes, and those codes were later grouped into
themes.

3.3. Ethics

As previously mentioned, the age range of the respondents was chosen to be limited to legal
adults to avoid any issue with informed consent or with underage unregulated use of the
services or age restricted content. The rights of the respondents were read and offered to be
provided in written form before the interview (as can be seen in the appendix), where they were
informed of their rights to withdraw, not answer and to receive full confidentiality for the
duration of the study, and their permission to record the interviews was received orally. All
participants agreed to the terms, and thus their permission was confirmed. The formal
university provided guidance was fulfilled during the course of the research as well.

3.3.1 Data quality

Credibility of the data consists of the data reliability and validity. Reliability of the data means
the accuracy and precision of the measurements (Collis and Hussey, 2014). The qualitative
material produced from a relatively small sample is not providing a high level of reliability, as
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if the study will be repeated with other respondents or even another time, the answers might
differ, as can be seen in the difference of the answers even in this study. As an interpretivist
study reliability does not hold the same importance as in a positivist study, so the researchers
are more concerned with providing high validity for the empirical material of this research.
Validity refers to how well the gathered material reflects the phenomena and what is being
studied. This was ensured by first choosing the interview questions to be presented carefully
with the help of the framework, and sharing the questions into parts where the interviewee was
directed to focus on a specific aspect during each questioning of a section. Each part was also
briefly explained prior to commencing it. Before the interviews were conducted, two mock
interviews were done with two participants, whose answers were not included in the final
research, to gauge how the interviewees understand the questions and if the provided
information corresponds to what the researchers wanted to know. Another aspect of validity
that is necessary to mention is the construct validity of the research. This is not significant as
the analysis was mainly conducted based on the answers the respondents provided, but their
behavior was observed as well. In these cases, the behaviors were observed, and the reactions
were analyzed as an unobservable feeling - such as anxiety - based on the researcher's
interpretation.

Related to the analysis of the results, there are a few things that should be noted: five interviews
were conducted in Swedish, in order for the interviewees to be more comfortable and able to
use more familiar vocabulary to them. The responsibility of translating these interviews fell on
the researchers, so some discrepancies in accuracy should be accounted for. As the thematic
analysis is up for the interpretation of the researchers anyways, this does not make a significant
difference in the end product, and thus there is very little importance placed on this fact.

The material quality includes some other aspects, one of which is specifically notable for this
research, and it is generalizability. The research is conducted by researchers in Sweden for a
Swedish university, on a limited age range and sample size. The respondents have been spread
across different social groups in order to gain a more representative sample, however all
respondents have been in the EU for the last years, which might have been affecting their media
consumption. Furthermore, on different areas of the world, different medias are used, and as
TikTok in the same form as used in the west is banned in China (the same company has
developed a censored version of a similar concept and published an application called Douyin),
it can be said with a great certainty that the results do not represent a fully global reality, but is
completed as an analysis from a Western perspective. However, the goal of an exploratory
research is not to test a hypothesis to begin with but to gain insights and familiarity with the
subject, so this issue is not deemed as very significant for the purposes of this research (Collis
& Hussey, 2014), however it should be noted in future research.
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4. Empirical Findings

4.1 General media consumption:

The interviews started with a brief introduction on general media consumption. Five out of
eleven respondents watched TV channels regularly through streaming services while the rest
did not watch TV channels regularly. Regarding TikTok usage, five respondents more
specifically estimated it to be around one to two hours per day. However, one person estimated
two to three hours and another estimated three to four hours. The rest did not estimate a certain
number of hours. Eight of the respondents preferred watching UGC over TV content since it is
easier to access. However, three respondents prefer streaming services over UGC. It appeared
easier and more convenient to watch UGC during the day but enjoy using streaming services
as well. Three also added that they prefer to watch TikTok before they fall asleep. When
answering how their media consumption changed during the COVID-19 pandemic, nine of the
respondents started watching more of both types of content to different extents. Overall, seven
of the respondents downloaded TikTok during the pandemic. Three of the respondents
witnessed that TikTok became very popular during that time, however it is not possible to tell
if the pandemic itself led to more downloads of TikTok or that it became a popular trend
generally during that time.

“Once COVID happened that's when TikTok started also exploding and it really started
becoming a big thing, become a big thing during COVID. So also, that sort of like caught on
to me and | also started using TikTok like a crazy person during COVID like watching it so
much 1°d be scrolling non-stop.” - Respondent 6

4.2 TV content consumption:

When labeling their consumption behavior for TV shows, every respondent identified as a
binge-watcher, but to different degrees or limitations. Three stated that it depends on the type
of series, as series with cliffhangers that are also perceived as being of higher quality tended to
be preferred for binge-watching. Four respondents also mentioned the time aspect, as they
prefer to binge-watch only if they have time allocated for it. For series with release schedules
limited to one episode a week, one interesting alternative answer reoccurred during interviews.
Three respondents stated that they could not watch one episode a week, thus waiting until the
whole season is available before commencing it.

“I can watch like six episodes in a row, or one evening, but it could be possible for me only
during weekends when I'm free all day. But if it's a weekday | will watch | would watch only
like two episodes maximum or one because | need to go to sleep earlier etcetera” - Respondent
9

”Right now, | watch shows that only release one episode at a time, then | watch those episodes.
But if it’s a show where all the episodes are released at the same time you might watch as many
episodes as you feel you have time for depending on when they 're released. Ifit’s on a weekend
I would be able to see them all. If it’s a weekday, maybe three?” - Respondent 10

”Yeah, I'm probably more of a binge-watcher so to say. But it depends. Sometimes | drag it
out because if it’s a show that I really like then I don’t want to finish it instantly, you know.
Then I watch one episode now and then, but most often I watch several episodes in a row” -
Respondent 4
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Five of the respondents did actively follow some sort of movie franchise (e.g., superhero
franchises) or series, but are not members of a formal community (e.g., Facebook group) which
further means that they do not partake in any certain community activities. Two respondents
claimed they previously had some curiosity about such communities, however only for a short
period of time. One respondent did join a Facebook group concerning the Netflix documentary
Drive to Survive two years ago and has since then posted a few comments, but mostly read
others’ posts in the group, thus indicating a mostly passive membership in the community.
Other participants would enjoy certain movies or series and thus talk to others about it for some
time after watching it but did not consider themselves part of any communities. All of the
respondents had searched for additional information about movies and shows on numerous
occasions. These searches mainly regarded actor information, story behind certain parts,
reviews and ratings, as well as behind the scenes. This was mainly done to gain a deeper
understanding about the content watched, sometimes due to a certain show being complex in
nature/plot. Five of the respondents searched for easter eggs after watching a superhero-themed
movie.

“l do it for Marvel because they, it is the kind of movie that have a lot of easter eggs. So, | look
at like breakdowns after I watched a movie to see what I've missed.” - Respondent 2

Eight of the respondents had purchased or received merchandise connected to a show or movie,
with products ranging from figurines to T-shirts and comic books. Out of these eight
respondents, four hinted that they do not associate themselves with the type of fans that usually
buy merchandise. Two stated that it was just for the fun of it, and one because a friend showed
it to them. Regarding individual creators’ influence on purchase, only two respondents had
purchased such merchandise. However, five respondents claimed to have been influenced by
creators into buying products by other brands that were endorsed by the creator, or products
that have been used by creators, such as certain cooking utensils. The overall tone from
respondents for this question was similar to the previous one, as they tended to distance
themselves from fandom behaviors.

“Not yet. But my friends are in Japan, and I asked them to buy me Ironman figurine. Oh, yeah.
But that was because they sent me a picture of it.” - Respondent 2

“Ehm, no. Although I do have a Rick & Morty t-shirt, but | just bought it because it was fun.
So it wasn’t really influenced by the show in itself” - Respondent 4

“I don't really buy their merchandise, but I would buy a product that they like recommended.
So a lot of like TikTok beauty creators I would find like stuff that they said is really good.” -
Respondent 3

4.3 UGC consumption:

All the respondents shared TikTok videos with friends, but through different methods. Eight
of the respondents shared through the direct message function within the TikTok app, while
the rest favored other social media to share TikTok videos. Every respondent’s first answer
when asked about the type of videos was that it was mostly funny or relatable videos. The
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respondents that previously said they had been involved in social and political causes were also
here mentioning that they prefer to share videos of such nature with friends. For the respondents
that preferred to share TikTok videos via other social media, the sharing more often resulted in
subsequent interactions about the video, either through discussions or general display of
feelings through emoticons. Respondents that preferred to share through the TikTok app direct
message function stated that it usually does not lead to any further interactions, which means
that their conversations there are made up of mostly videos that has been sent back and forth
between the users.

“It’s mostly videos that are funny, comedic, and has some sort of banter in it, where you maybe
send it to a buddy or a group of friends where you joke about what’s going on in the video is
one of the friends in the group, or that you simply find it funny.” - Respondent 10

Respondents usually shared TikTok videos with friends to stay connected or to share the
experience of watching the video, which as previously stated was mostly of comedic nature.
However, some factors play in here as the friend they share it with should have a similar sense
of humor or similar interests.

“Because it’s my friends and I want to show them something that’s funny and [ want to, I want
to spread this, this... I want to spread the happiness to my friends.” - Respondent 5

Regarding interactions with other users on the platform, answers varied. One common theme
is that respondents seem to give likes to videos, but rarely comment on them. The occasional
comments being made rarely resulted in any further interactions with other users. When
comparing TikTok usage with other social media usage, six respondents pointed to the fact that
you rarely engage in any further text conversations with others on TikTok like one would do
on another platform. This is similar to the previously mentioned interactions with known
friends on the platform. When assessing the relationships between users on the platform, all
users agreed that the nature of interactions on the platform most usually leads to very shallow
relationships, since the interactions never lead to any fruitful discussions. When interacting
with comment sections, respondents usually do so because comments can be amusing or
informative of e.g., a song used in the video.

”On TikTok, there’s not a lot of interaction in the DM:s (direct messages) except for sending
videos. That’s more present on for example Instagram. On TikTok you will sometimes receive
or send like 3-4 videos in a row so in that case you don 't really know which to answer on. Then

you’ll just throw in a like here and there on those that are funny or something.” - Respondent
5

Five respondents claimed to be somewhat involved in social activism on TikTok, but in
different areas or issues. Three respondents were more catered toward e.g., feminist and gender
equality issues, while four were more interested in political issues, both national and
international. One recurring motive for these activities was to share information with friends,
either to have a discussion or to enlighten less informed friends. It was also of interest to gain
opinions on the credibility of TikTok videos regarding social injustices, which appeared to be
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varied when compared to traditional news coverages on TV. Almost half of the respondents
perceived TikTok as a credible source if the information is coming directly from the source
being involved or affected, adding that less known issues are usually brought up on TikTok
first and then picked up by the mainstream media, i.e., TV news. Respondent 11 recalls
watching a niche video on digital nomads, and fell in love with it, further stating that these
types of topics would never be covered by news outlets unless they become popular. The other
half of respondents were wary about the nature of UGC and that it could come from “anyone”,
adding that many social media users upload certain content just to receive more likes and
followers, or are guided by a conspiracy orientation. One respondent added that a recent
increase in content with Al generated voices of e.g., presidents has led them to become more
skeptic of UGC in general.

“And now it’s a lot of stuff about Al and stuff, that they fake sounds. It sounds exactly like
you know, a certain president for example. It has also made you pretty skeptical about social
media generally. You shouldn 't believe it and stuff.” - Respondent 3

“Maybe not more or less credible, but it can give you a better insight into someone's
personal experience, kind of. It maybe, it could provide a strong, a stronger feeling kind of, |
think.” - Respondent 8

“No, I would consider it to be less credible than what it is to read something at a news site or
on a TV coverage or so. So, you should probably take it with a pinch of salt.” - Respondent 4

To further unearth attitudes on news stories originating from TikTok videos, questions were
asked about how respondents perceive when social or political issues, or news stories in
general, are being discovered on TikTok prior to watching TV news as well as how these
sources work together. One respondent highlighted the importance of being well-informed
before making any statements themselves online, thus also pointing out that it is the
individual’s responsibility to verify any news they might encounter online. Furthermore,
examples were highlighted from the Russian invasion of Ukraine, where much content surfaced
on TikTok before major news outlets started reporting on the matter. Also, the nature of videos
coming from Ukrainian citizens and soldiers were more explicit and uploaded directly from
the battlefield or from affected families which in a way created nuance to the issue. Thus, more
formal TV news can be complemented by UGC in providing a richer view of an issue,
combining more personal footage from UGC with a more overview perspective from the TV
coverage. This aspect also spurred an interest in seven respondents to further look at major
news outlets to gain more knowledge and educate themselves about topics they had previously
seen on TikTok, highlighting another relation between the two sources. Respondents that
discovered certain issues on both TikTok and TV news reported reflecting on the issues to a
higher degree than if they would encounter such issues on only one of the sources.

“... in the beginning of the Ukraine war when Russia invaded Ukraine, then it came a lot of
clips from for example Ukrainian soldiers and stuff that posted TikTok videos on, from the
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battlefield kind of. And that gave you a pretty early picture of how it was there and then there
was this very big news coverage on the war of course ... but you got an even clearer insight
on how it really looked like and that also made you more interested in looking it up on more
source critical news sites...” - Respondent 4

”In today’s society it’s not unusual that a TikTok or TikTok trend itself can become a news
story”. - Respondent 4

Regarding perceived addiction to TikTok, respondents provided different answers. Four
respondents explicitly admitted to an addiction, while six others stated that they were not
worried about their TikTok use, even though they confessed it was rather high. Three
respondents also claimed to have reflected on their TikTok use and how it impairs their sleeping
schedules. One also added that it has been a present discussion topic between friends. Eight of
the respondents seemed to be concerned about the extent of their TikTok consumption, with
two testifying that they sometimes reflect on what they had just consumed just after closing the
application, highlighting a lack of content recall as these reflections rarely resulted in
successful recollection. One compared it to being in a sort of trance, whilst another added that
they barely remember what videos they watched for the previous hour(s). When discussing
what factors that might lead to these issues regarding potential overuse, every respondent
pointed to the specific design of the app. With its ease of use through endless scrolling and
personalized content, multiple respondents claimed that the app was designed for users to stay
on it for as long as possible by feeding into the user’s interests. One respondent who works
with digital marketing had some knowledge of how algorithm-based platforms work. They
stated that the users are essentially the product and that algorithms are used to organize
consumers and manipulate them into certain digital behaviors.

“If I'm worried? I'm not even worried, because I'm already addicted to TikTok. So, I'm more
worried about how I'm going to quit using TikTok that's a bigger concern for me” - Respondent
6

"Sometimes when you re in bed you think "I can watch a couple of more videos” and then you

realize that ”Oh shit, now I have scrolled for an hour when I should be asleep long time ago ™.
- Respondent 4

As previous literature highlighted, TikTok appeared to have an impact on feelings of loneliness
during the COVID-19 pandemic, thus creating an interest also in this study to explore any
experiences in connection to the pandemic. Eight respondents said that TikTok helped them
get through socially isolated periods during the COVID-19 pandemic. Main reasons circulated
around the surge of users during that time, which resulted in a large amount of content being
uploaded, especially by other users in similar situations. Others did not mention TikTok as a
particular aid during these times, but more as an alternative entertainment source to other
sources such as streaming or computer games.
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“We didn’t have lockdowns but when I had corona it was nice. Then you could watch TikTok
and scroll through videos. Then you could relate to videos from others in lockdowns and
stuff, then you could relate to it.” - Respondent 7

Questions were also asked regarding recognition of certain communities on TikTok, although
five respondents could not name any specific ones but rather pointed to the vast number of
communities present on the platform. This somehow complicated the potential discussion of
any specific communities, but instead highlighted the different natures of communities and
how widespread they appear to be. One respondent claimed that almost everything becomes a
community on TikTok, pointing to the often-polarized opinions in comment sections where
users usually argue with each other, creating two strongly opposing sides in an argument.
Certain movements for or against Internet personalities or celebrities were also identified as
communities. One respondent compared the vastness of communities to different islands that
act as a space for people with similar interests and opinions to meet and interact.

“When you see the popular phrase ‘Welcome to “something” part of TikTok’ you realize that
there are lots of different, almost like islands, where people are very engaged and interested in
that specific topic”. - Respondent 10

Nine of the respondents appreciated the accuracy of TikTok’s algorithms, as it provided
relevant content to them on a regular basis that resonates with their interests and humor.
However, three respondents pointed out the high “sensitivity” of the algorithm, as they
sometimes received content they labeled as “too focused”. For clarification, after watching the
full length of a certain video that otherwise would not interest them, the algorithms interpreted
the viewing action as the respondent showing interest, which subsequently resulted in many
more similar videos being recommended to them on the “For You” page.

[ think it’s impressive and cool how good the algorithms actually are, because when I went
on a skiing trip recently, I almost only got ski videos on my “For you” page even though I
hadn’t searched it up before or anything. I was like: "Where are all the usual videos?”” -
Respondent 8

“Yes, but also, | think that the algorithm is really sensitive. Because if, for example, if | can
stop on one video | am not really interested in by mistake, like just maybe | left my phone
somewhere or | just was doing something else, and my phone was on. The algorithm will bring
me again, the same content, but I'm not really interested in it.” - Respondent 9

More on the “algorithm sensitivity” aspect:

“Like this, you see a video of someone cleaning a toilet to which you're like “Oh damn that’s
a nice toilet cleaner”, you like it because it’s satisfying to watch kind of- And then after that
you will only see a lot of “cleaning tok”.”” - Respondent 5

All respondents seem to agree that trends originating from TikTok are generally shorter in
lifespan, with a very high frequency. Respondents believed that this was mainly due to the
large number of users contributing to the platform, since the “For You” page is not only
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restricted to videos from accounts that a consumer follows but also to random users’ videos.
This constantly exposes consumers to new types of content, as opposed to other platforms
where the consumer is almost only exposed to the content that it has actively chosen to follow.
One respondent also discussed how official company accounts on TikTok are usually
conducting rather bad attempts at following trends since they are usually quite late compared
to other users, which “makes it cringe”. Another respondent who specializes in digital
marketing had a similar opinion, pointing to TikTok as the primary and originating source for
trends, which then trickles down to other platforms such as Instagram. Another comparison
with Instagram was made, where one respondent claimed that the nature of trends is more
centered around fashion and lifestyle, while TikTok trends are more entertaining in nature.

“I think TikTok is the first now in terms of trends. Anything that's new going around the world,
you're going to see more relevant content there, more current content, and then it trickles down
to Instagram.” - Respondent 2

One respondent pointed to the fact that even phenomena of a more controversial nature can
become trendy in today’s society, meaning that with traditional media, certain individuals that
are now popular on TikTok would not be as relevant as they are today. Another respondent
added that the climate on TikTok is more toxic than what was present before TikTok arrived.

4.4 Media multitasking:

All respondents except one engaged in media multitasking on a regular basis. This mostly
occurs when content playing on the TV is uninteresting or unengaging, or when the plot is not
of a heavier nature. However, even if the content is engaging respondents did still occasionally
look at their smartphone, mostly if they receive a notification that momentarily takes their
attention from the TV screen. Regarding TikTok use during media multitasking, four
respondents admitted to using it when a show becomes “boring”, and one used it when they
have linear TV channels playing as a background sound. One respondent claimed to not use
the TikTok app specifically while watching TV since it diverts their attention too much,
however other social media were used.

“If something isn't engaging, and I still want to watch it, I'll just be on my phone while listening.
Or I'll just put on something in the background while I scroll my phone” - Respondent 2

Every respondent seemed to be aware of the distracting features of their smartphone, all
admitting that it diverts their attention regularly. One specific aspect that seemed to distract
was the reception of notifications, as the phone vibrates to alert the respondents. If the
notification is urgent, respondents claimed to have interacted with it instantly, which has then
caused them to miss elements of what is happening on the TV, leading them to rewind at times.
One respondent also claimed to consciously pick up their smartphone when the show is not
stimulating their mind enough, which can be linked to previous answers stating boredom as a
reason for engaging in media multitasking. One respondent also added that it is their own
choice to distract themselves when something is not engaging enough on the TV screen.
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“No, not distracted as I don't want to be distracted. | always decide to distract myself. If
something isn't engaging, and I still want to watch it, I'll just be on my phone while listening.
Or I'll just put on something in the background while I scroll my phone” - Respondent 2

Ten respondents witnessed that media multitasking impacts their information process in a
negative way. Two believed that the use of two screens resulted in them canceling each other
out, leading to very shallow information processing or no information processing at all,
somewhat reminiscent of the reported memory losses from excessive TikTok use mentioned
before. Two of the respondents made remarks about how their mind gets impacted by media
multitasking, stating for example that it “makes you feel crazy at times” and “my brain
becomes a mush”. Respondent 6 recalled watching a documentary where a scientist claimed
that media multitasking stimulates the brain to engage in more complex thinking. However,
another respondent believed that information processing becomes worse from media
multitasking, also pointing to the thought that two screens simultaneously cancel out each
other.

“It’s evidence on how bad our attention spans are these days, because we actively make a
choice on what to watch on the TV but then check TikTok every other minute.” - Respondent 8

Every respondent had similar answers regarding procrastination of daily tasks due to media
multitasking, with one adding that it really only takes one screen for them to procrastinate. One
respondent shared a specific tactic they use, which is creating mental deadlines at a certain time
of when to close TikTok, however adding that these are rarely met which leads to excessive
TikTok use and a new mental deadline. Two respondents mentioned that screen time impaired
their sleeping hours and one mentioned planned gym visits.

“If I'm going to go to the gym, and then I end up looking at five different screens and doing
five different things at the same time. Then | get super overwhelmed and I'm just like f*** the
gym. Like I'm not gonna go to the gym anymore” - Respondent 6

Almost every respondent claimed to have rewatched movies and shows. A common theme
emerged here which is that respondents seemed to prefer shows with thinner plots to rewatch,
thus restricting the cognitive load on their brain to something more easily digestible. When
engaging in this behavior, it also appeared that it was common to use the show as a background
sound when performing other tasks such as cooking or using their smartphone simultaneously.
The thinner plot results in less need to be constantly attentive. Similar reasoning was also
applied to shows which respondents had seen before since they know what is happening, which
lets them control the distribution of their attention better. Thus, rewatching movies or shows
was a common practice for all when they want to unwind and restrict the cognitive effort
needed, or to use as background sound in the home. Among the activities performed while
keeping the TV as a background sound, respondents reported cooking, eating, or cleaning.
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“That’s why I rewatch them. It’s because i kind of know what it, what the show is about and
then I know that I don’t need to be that focused and then I can do something else in the
meantime. Like cooking or looking at my phone or like study. So, I don’t need to watch along
during the whole episode if you say so.” - Respondent 7

4.5 Social TV:

All respondents have engaged in the practice of social TV, mostly during live events such as
sporting events or during reality shows. The conversations usually revolve around events
happening in a sport event or commenting on individuals in a reality show. Ten respondents
that engage in social TV also mentioned that it has an impact on their emotions while watching
the TV. Those that engaged in it in connection with sport events claimed that it enhances
whatever feeling they might have, being either positive or negative depending on the current
score in a match for example. Depending on if they interact with supporters of the same team
or not, respondents claimed to also engage in teasing behaviors toward supporters of the other
team, which further added excitement to the experience. For likeminded supporters, social TV
was used as a way of ventilating emotions and complaining about decisions or actions taking
place on the field. Those who do not prefer watching sports but do engage in social TV through
shows or movies also reported enhanced emotions depending on what is happening on it.
Respondents further claimed that social TV added a sense of unity, somewhat acting as a
slightly worse substitute to watching TV together in person.

“Especially when it’s like, for example when you write with a friend that maybe supports
Djurgarden and Kalmar FF face Djurgarden, and | support KFF, then | will want to win

even more so that the other person can’t write to me like “Ha ha ha now we scored”.
Respondent 5

“Only if there's like a special event, | don't know like the European Song contest or Eurovision
something like that maybe that I'm like, texting with other people where | know that they're like
watching it. But, or if there's like a really popular show, and you know my friend is watching
it right now as well then yes, but otherwise no. ” - Respondent 11

The majority of social TV activities took place through private conversations or group chats
with friends and family. However, three reported that if it concerns a big match or if their team
has had an unusually poor performance, they will ventilate their feelings on more public
platforms such as Twitter. However, this did not apply for TV shows. All of the respondents
reported increased feelings of socialization in connection with social TV activities, since you
are usually experiencing similar emotions as the others. Reports also claimed that it enriches
the overall experience by increasing levels of fun and intensity.

“It’s easier to talk to people when you 're talking about something specific rather than coming
up with random small talk.” - Respondent 6
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Table 2: Identified themes

Repetitive External
behavior stimuli

Group dynamics

Information Search

distribution behavior
Interaction behavior Relatability Unity Socialization
Effect on memory & Algorithm- Trend Information
attention driven use attitudes  processing
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5. Analysis

This section analyses and discusses the empirical findings from the primary empirical material.
The consumption behaviors, attitudes, and other aspects of media consumption will be
discussed and analyzed in concert with the five concepts identified from the literature review
in order to unearth how consumer culture and behaviors interrelate with the media landscapes
they are present on, and subsequently create meaning for media consumers. Based on the
empirical findings, five themes were identified that reflect and summarize the reported
consumption behaviors and attitudes from interviews (summarized in Table 2). These themes
provide clarity on contemporary media consumption behaviors and further also provide an
inspiring foundation for future studies within the concerned research area. Any potential new
consumer behaviors identified here may thus unearth new behaviors and trends resulting from
these new ways of consuming media.

5.1 Addictive behavior

One of the identified themes is labeled addictive behavior. This theme concerns components
such as binge-watching, TikTok addiction, effects of algorithms, and smartphone feature
distractions. As technology is constantly evolving, consumers are offered increasingly
convenient ways to consume media, which has now also incorporated factors of participation
through the emergence of social media, offering consumers social aspects of media
consumption. The evolving ways of consuming media will potentially result in more user
friendliness due to heavy competition in that specific element, thus also increasing risks of
addiction. Interviews provided evidence that some addictive behaviors are present in traditional
media consumption in the form of binge-watching TV shows. However, when compared
against potential addictive behaviors connected to TikTok usage, the latter appeared to generate
more such behaviors. Respondents reported issues related to essential parts of their everyday
lives, such as sleeping and completing chores and tasks, which is reminiscent of Wang and
Scherr’s (2021) findings regarding effects on sleeping patterns. They further seemed to be
knowledgeable about certain features of the TikTok application that was incorporated to
encourage such behaviors, indicating awareness of how market structures attempt to shape
consumption behavior. This is in line with what Zhang et al.’s (2019) and Wang’s (2020)
reports on how certain features of video applications such as design and algorithms promote
video application addiction. Furthermore, respondents could actively point out features of their
smartphones that have an impact on usage, such as the reported sense of urgency as a result of
vibrations and notifications from their smartphones. The numerous testimonies on how
smartphones tend to be prioritized when TV shows become uninteresting, as well as statements
on the difficulties of closing the TikTok application, also highlights a difference between the
two media in their ability to sustainably capture consumers’ attention. It shows how easy it is
for consumers to shift from a TV show to TikTok, and in turn how difficult it is to shift from
TikTok to another activity. These findings further strengthen Koessmeier and Biittner’s (2021)
findings on how social media and feelings of boredom distract TV consumers. Finally, these
consumption behaviors show tendencies of media overconsumption in how the features on
smartphones and TikTok disturb other aspects of media consumption, such as the aim of
watching a whole movie or an episode of a show.
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5.2 Content consumption preferences

Continuing on the notion of media overconsumption, another theme discovered is labeled
content consumption preferences and involves what effects certain content may have on
memory and attention, as well as attitudes toward algorithms and the nature of trends today.
Somewhat connected to the addictive behaviors explained in the previous paragraph,
respondents revealed how their potential overconsumption of TikTok content has impacted
their everyday lives. These impacts have manifested themselves in issues related to memory
functioning and sleeping patterns for some of the respondents, further highlighting the
capturing effect that algorithm-based content may have on consumers. Further questions arise
here as respondents seem to continue their rather excessive use of TikTok regardless of the
reported issues. Respondents seem to have a shared perception of contemporary consumer
attention spans as being shorter than previously, probably resulting from their own-experienced
issues relating to attention, concentration, and memory. Certain media consumption behaviors
connected to concentration and attention also became clear when discussing media
multitasking behaviors with respondents. Apart from being a popular mode of consuming
media, media multitasking discussions also revealed how their attention usually drifted towards
their smartphones when the TV content became uninteresting. As Tana et al. (2020) wrote,
people are consuming more media than ever, which may have consequences on learning and
memory abilities. This suggests that for content to sustain attention from a modern media
consumer, it has to constantly deliver entertaining value, somewhat connecting to what Wagner
(2023) wrote about how decreased attention spans make consumers more inclined to consume
online content. Another insight gained from interviews was respondents’ general perception of
trends on TikTok as being more frequent, as well as having shorter lifespans, with a probable
reason being a large number of users and thus also different video contributions.

The very notion of entertainment and its meaning might have been altered in the eyes of
consumers today, as respondents highlighted how they turned to TikTok for entertainment
when the TV did not deliver. Fast-paced, personalized content can almost definitely deliver
assured entertainment in a convenient way. From the presented knowledge, we propose the
term “fast media” to define TikTok and similar UGC platforms, inspired by the term “fast
fashion”. Fast media is thus characterized by algorithm-supported endless scrolling and
continuous shifts in trends. This is a result of the wide and continuously updated range of videos
existing on fast media platforms due to their global popularity. As one respondent witnessed,
companies’ official accounts on TikTok are usually characterized as being “late” in adopting
trends, which backfires as they can be perceived as “cringe”, a term that can be explained as
being somewhat embarrassing or awkward. As companies have to consider many factors when
posting content online in regard to e.g., their brand, this might slow down and restrict their
creative freedom. This can create future discussion points on how companies should use
TikTok more efficiently to not be perceived as awkward.

5.3 Communal behavior

Another common theme observed was communal behavior, which concerns factors such as
fandom and group dynamics (including relatability, group climate, and influential factors). For
TV consumption, some aspects of fandom presented in the literature review were not as evident
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in the interviews conducted for this study. Respondents showed tendencies of fandom, but also
tended to distance themselves from those behaviors, both regarding TV content and for
independent content creators. Kottasz and Bennett (2020) mentioned how fandom leads to
abnormal consumption of merchandise that further highlights the fandom. For this study, the
respondents that had acquired such merchandise did not seem to be proud of it. Adding to this,
there were less respondents that had acquired merchandise from independent content creators
than from movie or show franchises. The sample size does not allow any generalizable
conclusions from this, but it seems to be a notable difference in how fandom takes place for
TV content compared to UGC. Superhero fiction fans also seemed to be more interested in
looking up easter eggs than other respondents. This was done to ensure that no such information
was missed while watching the movie or show, since most of the content in that specific genre
seemed to be interconnected through several different movies, popularly referred to as
“universes”. Furthermore, the fact that respondents with merchandise linked to TV content
fandom distanced themselves from it may also highlight a change in consumer attitudes where
fandom is now more agile and not as constituted as previously, when most media consumption
were made out of TV content and traditional media. Could this be a consequence of the reported
new nature of trends as being short-lived and constantly shifting? The fandom behaviors
identified in this study thus seemed to be of a milder nature than previously identified in
literature. Can these findings hint of a possible death of the traditional image of fandom?

Communal behaviors were also identified in respondents as well as discussed by them, both
for TikTok usage and in social TV attitudes. Respondents using TikTok to relate to others in
similar situations during the COVID-19 pandemic highlights the global reach of the platform
and the ease of use, previously mentioned by Wagner (2023). The wide range of users results
in a wide range of videos, which were also mentioned by our respondents as a means of
connecting with others through relatability. The substantially wide array of communities made
it difficult to pinpoint any specific ones, but respondents still mentioned how people with
similar interests and humor tend to find each other, similar to what Wagner (2023) and
Comunello & Mulargia (2015) found. The difference in nature of communities present for TV
content (i.e., fandom) compared to on social networks lead to some interesting discussion
topics. As short-form video platforms have emerged, we have seen a surge in popularity for
fast-paced personalized content where the user scrolls through an infinite feed of videos. One
video could contain instructions on how to cook the perfect pancake, while the next video could
be about ancient Egypt. Can this variance in content exposure have a negative impact on
content stickiness on consumers, leading to less “loyal” fandom behaviors?

Santosh’s (2019) and Petrovic’s (2022) contribution to how social connection is created
through mutual participation between both creators and others, as well as how consumer can
contribute to media they consume somewhat resembles how respondents in this study discuss
comment sections and how those may contribute to the TikTok experience. Comment sections
appeared to offer both interactions that can be labeled as toxic as well as entertainment that add
to the watching experience. Respondents further point to the shallow nature of relationships on
the platform, and that users rarely interact with each other any more than an occasional
comment. This strengthens Wagner’s (2023) perception on how interactions are brief and
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shallow on the platform. Respondents further pointed to how TikTok allows anyone,
particularly mentioning individuals with controversial opinions, to gather a following and
practice influence on users which would not be possible in traditional media.

5.4 Information exchange behavior

Information exchange behavior is another theme derived from this study, containing elements
such as how users distribute information to others, search for information, as well as curiosity
elements. Apart from the frequently mentioned entertaining elements of TikTok, respondents
used the platform to inform themselves in more serious matters as well. During election
periods, either domestic or international, users seem to favor TikTok content to update their
knowledge as well as sharing it with friends to inform or create political discussions. Because
of the UGC nature of TikTok, there was a need to understand respondents’ perceptions on its
credibility regarding its news source abilities. The conflicting opinions on this question should
be highlighted as a topic of discussion since news of more serious matters can be spread easily
without context in today’s society. However, most respondents acknowledged this and thus
used TikTok and more traditional news outlets to complement each other in providing a
nuanced view on serious social matters. Furthermore, as Cohen and Lancaster (2014)
mentioned, social TV has potential to offer a wider range of information to users, somewhat
resembling the mentioned behaviors by using several sources to acquire a richer portion of
information. Thus, the combined use of UGC and TV content appear to possess potential in
providing media consumers with more viewpoints in social issues, providing partly information
directly from affected sources (such as Ukrainian soldiers), and partly information from
professional news outlets. Furthermore, as shown by respondents, the smartphone can
efficiently provide additional information regarding content viewed on a TV, such as actor
information and reviews on certain movies.

5.5 Relationship maintenance

The last theme identified is labeled relationship maintenance. It involves interaction behaviors,
relatability, unity, and socialization. As witnessed from responses, interactions on TikTok
differ from interactions on other social media in nature. Apart from the more communal level
of interactions previously mentioned, findings showed that also interactions with already-
known friends are also of a shallower nature. This is manifested through descriptions of
individual message conversations with close friends only consisting of videos sent back and
forth between the users, with no additional conversations present. Instead, they preferred other
media for such interactions. It seemed to be an inherent consensus of how you communicate in
TikTok messages, almost taking for granted that the recipient enjoys the videos that have been
sent to them due to the lack of actual responses. However, these interactions can still create a
sense of unity as respondents explained their motives for sharing videos as sharing the
experience or laugh resulting from watching the video. This also entails that respondents use
their own judgement in determining the relatability of such content as well, as the recipient
should optimally feel relatability or amusement. The need for sharing experiences is also
present in TV consumption through the engagement in social TV, which appeared to be useful
both for sharing experiences and also creating a sense of unity and socialization when in-person
co-watching was not possible. In comparison to TikTok interactions, social TV seemed to
generate more actual conversation topics, indicating a deeper interaction relationship than those
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present in the message function of TikTok, but maybe not as frequent. However, a similarity
to TikTok may be how comments by others may enhance the experience of consuming the
media. For social TV, multiple respondents mentioned how the social factor enriches the
experience through interactions, much like how the previously mentioned amusing comments
on TikTok can enrich the viewing experience of a video.
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6. Conclusion

The five themes emerging from this study are identified as core aspects of contemporary UGC
consumption behavior. Latent in the themes are features of short-form UGC that impacts
consumption of entertainment and also new aspects of consumer behavior that have been
identified. The emergence of TikTok has brought changes to the current entertainment media
landscape in numerous ways, most notably through the distinguishing elements of
personalization and design of the platform, as it regularly provides superior user-friendliness
and content that caters to the interests of the user. Thus, an evident impact that TikTok has
introduced to the entertainment media landscape is its ability to steal attention away from the
TV and then succeed in sustaining that attention through capturing and engaging algorithm-
based content. This further shows how TikTok has caused a major disturbance to existing
entertainment consumption, even leading to potential media overconsumption. This is
especially concerning for providers of TV and streaming content as their previously stable
entertainment platforms are now facing serious challenges presented by the emergence of
TikTok and other UGC. They now have to deliver constant entertainment while also
considering consumers’ increased demands on fast-paced entertainment. These demands are
fueled by the massive traffic of users on the platform, leading to shorter and more frequent
trends. Instant messaging features present on TikTok now allow users to share experiences
instantaneously with each other remotely. This approach has since been adapted by large
streaming services through watch parties, which highlights its favorability and demand. TikTok
is also used for more purposes than entertainment, also acting as an information outlet. Due to
the wide range of the platform, users can access information about events occurring all around
the world, such as social or political issues. This notion adds nuance to the experience of
consuming news as TikTok allows users to take part in individuals’ experiences as a
complement to the professional news outlet reports. These findings provide an answer to the
first research question: “How has the emergence of short-form UGC affected the entertainment
media consumption landscape? ”.

Furthermore, the presented features have led to several new media consumption behaviors. The
mentioned nature of content (i.e., personalized and user friendly) on TikTok has shown to
create aspects of addictive behavior, manifesting itself through impaired sleep and
procrastination, as well as reports of difficulties in turning attention away from the platform.
The fact that respondents identified these behaviors as rather new, shows how TikTok has an
influence in creating them since they were not as present before the emergence of TikTok.
Fandom behaviors were shown to not be as present on TikTok as on conventional TV
entertainment, which may be due to the fast-paced nature of the platform not allowing time for
certain content to manifest in consumers’ minds since their new consumption behaviors are
more prone to always searching for new trends and content. Communities as well as individual
interactions on the platform are also shorter in nature, somewhat reminiscent of other elements
present on the platform all emphasizing fast-paced and continuously renewed and evolving
entertainment consumption. These findings provide answers to the second research question:
“What new aspects of consumer behavior can be identified in contemporary TikTok use?”.
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7/ Discussion

The contributions presented and discussed in the previous segment can potentially lead to
further discussions and make way for new research venues within contemporary consumer
behavior. They can also prove valuable for marketers that want better insight into how popular
UGC platforms are evolving and are being used today. The contributions also add inspiration
to researchers interested in studying the entertainment sphere and consumption behaviors
surrounding it.

By compiling the different aspects of modern entertainment media consumption, we propose
the term “fast media” as a collective term to explain a growing pattern of consumer
behaviors. Fast media is reminiscent of the well-known concept of fast fashion in several
ways. Fast fashion is usually characterized by consumers purchasing clothes that have been
manufactured with rather low quality but that satisfies the need to stay up to date with current
trends. However, as trends shift consumers will dispose of the clothes and search for other
clothes that correspond to new trends. These aspects are also now present in media
consumption and thus lead us to suggest the term fast media. Media content is delivered
cheaply due to the user-generated aspect, which has taken emphasis away from professionally
high-quality generated content such as movies or TV shows. The media is then rather quickly
disposed since trends shift more quickly, which constantly leads attention towards new
trends. As these behaviors become more constituted among consumers today, they also have
potential to further nurture similar behaviors in other aspects of consumption. Fast fashion
and fast media may encourage continuous use of each other as they both provide consumers
with rather fast gratification and ways of translating one’s identity. These tendencies can
further encourage general consumption behavior in increasing overall consumption, which
can be a threatening trend in terms of sustainability practices.

The constantly re-emerging nature of communities and individual interactions presented also
adds to the notion of fast media. The previously mentioned ephemeral content communities
also highlights this notion, as communities are presented as short-lived and constantly re-
emerging around different topics. It differs from the more traditional look on communities as
being tightly knit groups of people with shared passions. These fandom communities most
probably grew up watching the same movies or TV shows and thus had time to develop a deep
and embedded compassion for it, while the same cannot be said for a large proportion of
contemporary online media content consumption. Similar thinking could be applied to different
types of consumption, as it may hint at a new wave of consumer behavior emerging with the
upcoming generations which is more fast-paced and constantly changing. Will younger
generations growing up with fast media perceive and show fandom differently than previous
generations that were not constantly exposed to new content?

Furthermore, relatability appears to be an important element of UGC consumption, as it leads
consumers to share videos with others and thus contributes to spreading content. It also acts as
a form of glue in online relationships as users can find e.g., solidarity through it. Users must
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however possess some knowledge about the recipient’s humor and interests in order to
determine relatability prior to potentially sending a video.

7.1 Practical implications

The findings of this study contribute some valuable insights for marketers. Modern
entertainment media consumers tend to drift toward their smartphones when the content on
their TV becomes uninteresting or disengaging, a consumer behavior which advertisers need
to consider. TV consumers may have an inherent perception of TV commercials as interrupting
in nature, and having a smartphone in close proximity will thus offer tempting means of
providing distraction. Furthermore, as the consumer initiates engagement with the smartphone
and UGC, findings show that they may face difficulties in redirecting their attention back to
the TV. This notion can also be considered by TV channels and other media outlets offering
commercial breaks. Today’s (and most probably future) media consumers possess short and
stringent attention spans that demand instant gratifications, which should be considered when
developing advertisements and other marketing strategies. Also, the ways in which consumers
interchange between the TV and TikTok, as well as their preferences in using TikTok as a
complementary news outlet introduce some suggested implications for news outlets. They can
adopt the TikTok culture and be present there as well by offering users complementary and
shorter news reports in order to expand their consumer base as an addition to news being
presented on the TV. Adopting the TikTok culture can in this aspect mean incorporating
individuals’ experiences regarding certain social issues and presenting them in a shorter format
that caters to the attention spans of TikTok consumers.

Social TV appears from our findings to generate more and deeper conversations than TikTok
instant messaging. For advertisers that wish to generate conversations, either between
consumers or between brand and consumer, these findings provide clarity in which channels
to prioritize for such activities. Generally, TikTok consumers use the platform to scroll among
an abundance of video content and occasionally send a relatable or amusing video to a friend.
They do not access the platform to conversate with others, which other social media may be
more suited for. Thus, advertisers should focus on creating amusing and relatable content on
TikTok and thus direct any conversation initiatives to other platforms. However, they must
consider how they are perceived by consumers in order to present amusing content in a less
corporate fashion. This will lead them to be more relatable in consumers’ eyes, further fulfilling
the relatability aspect previously discussed. Furthermore, our findings may help advertisers in
assessing which “side” of the two media to consider for their marketing efforts. A choice
emerges of either creating engaging TV commercials or encouraging social TV interactions or
focusing on UGC by encouraging consumers or independent creators to create content
connected to your brand.

7.2 Suggestions for further research

Since this study is of an exploratory nature, the questions provided throughout the analysis and
discussion provide inspiration and foundation for future studies on contemporary media
consumption, with an emphasis on how coming generations will interpret and provide meaning
to their media consumption. Thus, the questions raised in the introductory chapter as well as
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throughout the analysis segment act as suggestions for further research rather than questions
that can be answered from this study alone. The importance of generating knowledge on future
generations’ media consumption preferences and attitudes is of importance, both for marketing
scholars as well as medical scholars, which our findings suggest. For medical scholars, the
previously explained notion of potential media overconsumption and its consequences on brain
functioning (more specifically memory performance and attention handling) may be of interest,
especially for younger generations whose brains are not fully developed. What makes a TikTok
consumer continue consuming TikTok content even though they are aware that they might not
recall much of the content that has been viewed? Another potential research area to consider is
the educational properties of TikTok. TikTok and TV content appeared to complement each
other in information seeking for more serious matters and news stories. Together they can
provide nuanced views, intermixing journalistic work and direct-from-source content.

For marketing scholars, the nature of trends and communities may be of interest. As mentioned
by a respondent, companies tend to be perceived as late in adopting trends. How can companies
utilize TikTok so that they avoid these perceptions and thus also avoid becoming perceived as
awkward in general? This notion is reinforced by findings on the nature of trends, which
companies may find difficulties in adopting in time due to their need to consider multiple
factors regarding brand image etcetera before. Further on the notion of trends and how they
function in today’s media landscape, some additional potential issues arise. Traditional
marketing research usually emphasizes how brands control consumer trends which allows them
to tailor their offerings accordingly. This study shows how consumers now perceive the
frequent trend shifts occurring on TikTok as being governed by the users due to the large-scale
activity on the platform. Is a shift underway where consumers are now taking control over
trends, while brands adapt accordingly in order to remain relevant? This shift should definitely
be considered more in depth, as it may have serious implications on perceptions of future
consumer behavior. As TikTok continues to conquer more ground in the media landscape, it
also increases its influence in shaping future consumer behaviors and attitudes globally. There
are reasons to further examine any consequences that consumer behaviors might have on
consumption of TV content, and also consumption in large. Will heavy TikTok consumers
encounter more difficulties when consuming content that is longer in nature, such as movies,
if their attention and memory has been affected by continuous TikTok use? Consumers seem
open to receiving innovative means of consuming media, but a need also arises to assess how
the large increase in media consumption happening recently may impact consumers’ well-
being as well as consumption patterns.

Another aspect that raises questions for further research is the label of contemporary UGC
media as “fast media”, previously explained. This approach leads to multiple potential
implications on consumer culture. If any researcher wishes to reflect on the term fast media in
developing new research one should try and make connections to aspects of fast fashion and
consumer culture revolving around it since it can possess some similarities to fast media
consumption.
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7.3 Limitations

The nature of this study, as well as the sample size used, does not allow for generalizing
conclusions on any population. It must also be added that most respondents were located in
Sweden during the pandemic, a country which did not impose any lockdowns. This somewhat
restricted answers regarding questions on how respondents experienced lockdown periods.
Interviewers thus included that socially isolated periods could also include personal
quarantines, if respondents had experienced any. Furthermore, five of the interviews were
conducted in Swedish, which means that the parts of the Swedish transcripts that were used in
coding work thus had to be translated. Same goes for direct quotes used in the empirical
findings segment. Thus, some discrepancies in accuracy should be accounted for as mentioned
in the methodology segment. All of the interviews were conducted through Zoom, which might
result in certain social cues being missed by interviewers.
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Tables
Table 1: Interviews

Student

Digital marketing
35 zoom specialist 32
23 zoom Student 20
34 zoom Student 21
35 zoom Customer service 23
47 zoom Account strategist 26
30 zoom Student 20

Partnership and licensing
32 zoom manager 26
32 zoom Sales 25
34 zoom Bank employee 27
28 zoom Procurement consultancy |28

Table 2: Identified themes

Repetitive External
Excessive use behavior stimuli

Group dynamics

Information Search

distribution behavior
Interaction behavior Relatability Unity Socialization
Effect on memory & Algorithm- Trend Information
attention driven use attitudes  processing
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Appendix

Interview guide:
Hello, first of all thank you for participating in today’s interview. Let me start off by

introducing myself and the purpose of this research and how the interview would be held.
I/we will be asking you a series of questions in order to get an insight on how your media
consumption looks like. We want to explore how user-generated content can affect the media
consumption landscape. It would be highly appreciated if you can give us as elaborative

answers as you can.

Let me/us introduce myself/ourselves. My/Our name(s) is/are , and l/we am/are
student(s) at Handelshdgskolan at Gothenburg University.

We are currently in the process of writing our master’s thesis in Marketing and Consumption,
which is the last part of our degree. This is an explorative research where we are interested in
exploring consumption patterns for video media, with a focus on short-video formats and TV

formats.
Privacy:

Your anonymity is of the utmost importance for us. Therefore, we want to ensure you that
your personal information will be protected in this study. Your responses will also be
removed once the thesis is completed and handed in. Also, you might be contacted at a later
date if there is any clarification required with regards to your responses to this interview to

clarify the findings. If you are okay with it we can move ahead. Is it okay with you?

You have the right to end the interview session or stop your participation at any time, since
the nature of your engagement is voluntary for this interview. Please do not hesitate to ask
questions during the interview, if you have any questions or if something is unclear and needs

a bit more explanation.

We would also like to take your permission to record this interview so we can review the
information later for the analysis.

Lastly, we would also appreciate if you can sign the consent form, before we proceed with

this interview.
Firstly, can you tell us a bit about yourself?

- Age
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Sex

Occupation

Change in media landscape:

Do you have cable TV? If yes, how do you distribute your media consumption
between cable and streaming services?

How much time do you spend on TikTok if you were to estimate?

What type of media content do you generally prefer? User-generated content or non-
user generated content?

Did your media consumption habits change during COVID-19? Did you start
preferring one mode of media (video related) over the others? Any certain platforms?
(Tv consumption)

. TV consumption:
How do you consume TV shows? Do you prefer to watch one episode at a time or are

you more of a binge-watcher?

Has any TV show or movie made you join a fan community? Or at least piqued your
interest in doing so? If yes, did you partake in any activities within the community?
Did you feel culturally connected? (Santosh, 2019)

If you have been in a fan community, are you still? How long did it last?

Aside from fan communities, have you engaged deeper in a certain TV show or movie
by searching it up on e.g., YouTube or other social media? (e.g easter eggs) (Santosh,
2019)

Has a certain TV show or movie had an influence on you buying merchandise
connected to it? (Kottasz and Bennet, 2017)

Has a certain independent TikTok creator had an influence in making you buy their
merchandise? (contrast to Kottasz and Bennet, 2017)

. TikTok Consumption:

Have you engaged in any activism on TikTok, by e.g. commenting, liking, or sharing
videos linked to it? For example, climate activism, social injustice, feminism, other
political issues?

Do you usually share TikTok videos with friends on the platform? By for example
sending a certain video by private messaging it to a friend? If yes, what type of
videos? And do you discuss those videos or react to them in any way? (UGC version
of social TV)

Why do you share TikTok videos with friends?

If you see any social injustice issues being brought up on TikTok, do you see it as
more or less credible than news reports on TV? (Kaur-Gill, 2023; Hautea et al., 2021,
and “new insights” sentence by Wagner, 2023) (directly from the source like eric
talked about)
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Has a certain social injustice topic made you search further information on it through
watching TV news?

Have you been worried about developing an addiction to TikTok? If yes, can you
identify any reason for it? E.g. how the app is designed, or if you have felt a need for
social connections (Wang, 2020; Zhang et al., 2019)

Did TikTok or similar platforms help you get through the socially isolated periods?
For example, during the Covid-19 lockdowns. (Wagner, 2023)

Have you found any specific communities on TikTok? If yes, did you resonate with
it? If yes, do you still relate to them? (Wagner, 2023; Petrovic, 2022 and contrast to
Santosh, 2019) (can show if TikTok communities are long-lasting or not and compare
them to TV)

What do you think of the TikTok algorithms? Have they brought relevant content to
you? Have you come across people with similar interests through them? (Zhang et al.,
2019; Wagner, 2023)

How do you interact with others on TikTok? Through commenting on others’ videos
and answering others’ comments on those videos? Or only with your friends through
private messaging? How would you characterize these relationships? Deep/shallow?
(Wagner, 2023; Petrovic, 2022)

How do you perceive trends on TikTok? Do they differ in any way from how social
media trends were before TikTok arrived? In terms of lengths etc.

Media multitasking:

Do you interact with your smartphone while watching TV shows or movies? If yes, in
which ways? Do you tend to prioritize any of the screens? (Baumgartner et al, 2014;
Have you felt distracted by your smartphone while watching a TV show or movie?
How? (Koessmeier, and Buttner, 2021)

If you media multitask you will receive information from two different screens at the
same time, how do you think that impacts on your information processing?

Have you ever felt that devoting attention to multiple screens has made you
procrastinate tasks in your daily life, e.g., exercising, studying etc.? (Koessmeier and
Buttner, 2021)

Do you rewatch TV shows that you have previously seen? If you have, did you focus
on it similarly as you did the first time? (If no, we ask if/what they did something
simultaneously?)? (Steiner and Xu, 2020)

Do you perform other activities while having the TV on in the “background”?
(Cuesta-Cambra et al., 2021; Steiner and Xu, 2020)

Social TV:

Have you ever engaged in the practice social TV? This is basically when you
communicate with others online while watching a TV show or movie?

Has that had an impact on your emotions while watching the TV? Do your
communication revolve around the emotions arousing from what’s happening on the
TV? (Cohen and Lancaster, 2014)
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Who do you communicate with when engaging in social TV? Friends or strangers?
On instant messaging apps or on social media?
Do you feel an increased sense of socialization while engaging in social TV? Does it

have an impact on the enjoyment of the experience? (Han and Lee, 2014; Kramer et
al., 2015)
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