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ABSTRACT

	Aims: This study aimed to understand the motivation and viewing experience of TikTok users who utilize the app to watch film clips. 
Study design: This research used the constructivism paradigm, applying the Uses and Gratifications theory, which observes how the TikTok Users use and becomes entertained and gratified when watching film clips by using the app. 
Place and Duration of Study: Greater Jakarta area, Indonesia, from January to April 2025.
Methodology: The qualitative research method and the phenomenology research strategy were used for this study. Four TikTok users, spending more than two hours a day on the app and residing in the Greater Jakarta area, were interviewed as informants. 
Results: The four informants have similarities and differences in their experiences watching film clips on TikTok. The similarities are that everyone is motivated to use TikTok as something that can fill their free time, gets pleasure when using it, agrees that the film clips shown on the app tend to be engaging, and is happy when they are able to find the continuation of the initial film clip they are watching. Everyone has some understanding about copyright issues but is also not too bothered by it. Meanwhile, the differences include their film preferences, how they use the engagement features of the app, and their preferences to stay on the app or to move to another device when watching the film.  
Conclusion: TikTok is able to offer engaging short videos that can make its users happy and feel gratified when using it. However, copyright issues are still yet to be resolved.
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1. INTRODUCTION 

1.1 Background 

It is undeniable that one of the purposes of technological advancements is to provide enjoyment to users, including enjoyment in watching content. Before the emergence of short-form entertainment platforms like Instagram, TikTok, and YouTube Shorts, viewers were entertained through television, which offered a wide variety of programs such as movies, soap operas, and reality shows. Media convergence, supported by the advent of the internet, has made it easier for people to enjoy entertainment via gadgets anytime and anywhere (Herlambang and Rewindinar 2023). This shift has fundamentally changed the audience’s viewing experience.

Today, the media has been physically downsized through increasingly sophisticated technological devices. Over time, these devices have become more portable, allowing individuals to carry what they need in their pockets, potentially ten or more devices integrated into one. This physical transformation has also influenced how we consume information, making it more compact (Çöl and Birol 2023). Additionally, the forms and styles of the information we encounter—be it video, text, images, or audio—have evolved alongside this transition.

TikTok, as a video-based application, has become a popular medium for audiences seeking entertainment or information amidst their daily activities. With its media characteristics designed to deliver quick information, TikTok has gained immense popularity. Statistics indicate that the app had been downloaded more than two billion times cumulatively by April 2022 (Chapple 2020). TikTok defines itself as a primary destination for short-form mobile videos, characterized by short video content with a fundamental vertical scrolling format (Çöl and Birol 2023).

Users can navigate videos effortlessly by simply swiping up. Interaction with these videos on the platform exposes users to a vast array of images and sounds in a short period, keeping their attention engaged and contributing to its addictive nature through dopamine stimulation (Lembke 2021). This addictive aspect is further supported by the platform’s use of algorithms to collect data and personalize the experience, tailoring content to suit each user’s preferences (Anderson 2020).

Platforms like TikTok introduce a viewing experience distinct from traditional media such as television or cinema. One significant difference lies in the vertical video format, specifically designed for handheld devices like smartphones. Unlike the viewing experience in theaters, which utilizes large horizontal screens, TikTok’s smaller vertical displays provide a unique visual experience. This format aligns with the preferences of modern audiences seeking instant and accessible entertainment.
TikTok’s defining features, such as short video duration and algorithm-driven content curation, shape a distinctive viewing experience. Due to time constraints, users often upload fragmented videos divided into multiple parts, a trend that extends even to films, where entire movies are broken into segments (Shihab, Rokhim, and Navisa 2023). Unlike traditional movie-watching experiences in cinemas or on television, TikTok users must actively search for the next part of the video, as the platform’s algorithm does not always display content sequentially. While this process can be challenging, it also enhances engagement by tailoring content to users’ preferences through selective curation (Wang 2020).
Beyond algorithms, previous research highlights the role of visual techniques, such as camera angles, in shaping audience interaction and engagement with media content. Camera techniques contribute to TikTok’s unique viewing experience by influencing psychological aspects such as immersion, presence, perceived realism, and entertainment. The way a video is framed or shot can heighten emotional engagement, making short-form content more impactful. By strategically using camera angles, TikTok videos create a heightened sense of realism and connection, reinforcing the platform’s immersive nature.
However, TikTok’s unique format and engagement-driven design also present challenges, particularly in copyright protection. Many individuals exploit the live streaming feature to broadcast films illegally, disregarding the moral and economic rights of copyright holders. This unauthorized distribution harms filmmakers, as their content can be freely edited, reuploaded, and monetized by unauthorized users. Instead of benefiting rightful owners, financial gains from these activities go to account holders with no legal claim to the content. Such copyright violations not only undermine intellectual property rights but also disrupt the sustainability of the film industry by depriving creators of their rightful earnings (Sulistiani and Sewu 2023). 
With these distinctive characteristics, TikTok not only alters how audiences consume content but also establishes an entirely new viewing experience. The short-form video format, vertical resolution, segmented content, and personalized algorithm create both challenges and opportunities for viewers. By using the Uses and Gratification Theory as its basis, this study aims to explore the audience’s film-viewing experiences on TikTok and examine its impact on how they consume segmented movie content on the platform.
1.2 Research Question

Based on the background and the prior research explained above, this research asks these questions: 
1. What motivates TikTok users to utilize the app to watch film clips? 
2. How are the experiences of the TikTok users who utilize the app to watch film clips?
 
1.3 Research Significance

This research is significant as there is not much research digging into the experience and motivation of TikTok users in utilizing the app to view film clips. This research is hoped to fill in the academic gap regarding media convergence and how social media platforms can also become not just an app for socializing and interacting, but also for watching film clips. It is also hoped that this research can ignite further discussions and research regarding content copyright on TikTok and film marketing and promotion on social media, especially on short-form content apps such as TikTok, DouYin, YouTube Shorts, and Instagram Reels. 

2. LITERATURE REVIEW 

2.1 Film

Film is constructed from individual shots “that allow visual elements to rearrange themselves and the viewer’s perspective itself to shift within any composition” (Barsam 2010). Although film is a young medium, as it was invented only over a century ago (Bordwell, Thompson, and Smith 2017), it must be highlighted that film has been the most influential media and has also evolved in its timespan of existence (Bordwell, Thompson, and Smith 2017; Barsam 2010). It is stated that “this art form has permeated our lives in ways that extend far beyond the multiplex” (Barsam 2010), as nowadays we watch films on various different platforms, even including our cell phones. As a form of art, cinema can become a medium of entertainment, knowledge, and message (Toni and Fajariko 2018).

A film combines “many separate, interrelated elements that form a coherent whole” (Barsam 2010). Typically, it goes through three phases: production, distribution, and exhibition (Bordwell, Thompson, and Smith 2017). First, the film is produced by an individual, a group, or a company. After that, the film is distributed by a distributor company to theatre chains, where the theatre chains would exhibit the film to the audience. Later, the film is then distributed in the DVD and Blu-ray formats to be exhibited on portable displays, TV monitors, or computers, while the Internet will be utilized to distribute and exhibit the films on the on-demand and streaming services (Bordwell, Thompson, and Smith 2017). 

2.2 TikTok

Since its launch in 2016, TikTok has emerged as one of the most popular application-based sharing platforms worldwide. Operated under the Chinese tech company ByteDance, TikTok has been downloaded over 2.6 billion times and currently boasts more than 1 billion active users each month. The platform allows users to produce and share a variety of audiovisual content, initially offering short video formats such as music clips and lip-syncs with durations of up to 15 seconds. Over time, TikTok expanded this limit, now allowing users to upload videos of up to 3 minutes, enhancing user creativity and flexibility.

TikTok also offers a range of interactive features that enrich the user experience. The Live feature enables real-time engagement with audiences, while Stitch and Duet functions allow users to clip, integrate, and directly respond to others' videos in a side-by-side format (Bhandari and Bimo 2022). This creative freedom makes TikTok a dynamic platform not only for entertainment but also for content distribution including short film clips.

In today’s rapidly evolving digital era, patterns of media consumption are changing significantly. People increasingly prefer short-form content over full-length films, a trend reinforced by the rising popularity of platforms like TikTok and YouTube. As Bryan Cook explained in The Art of Short Form Content, individuals consume a vast amount of video content under five minutes in daily life, ranging from television commercials, viral social media clips, and movie trailers, to digital billboard content (Lu 2023). The abundance and variety of such content make short videos appealing and capable of quickly capturing audience attention.

As a result, many TikTok users now upload film clips in pursuit of greater engagement. On TikTok, an account's popularity is largely determined by engagement metrics such as likes, shares, comments, and saves, which directly influence the number of followers. The higher the engagement rate, the more visibility an account is likely to gain.

However, this phenomenon also raises concerns regarding copyright violations. Many users upload film clips that are downloaded freely and distributed without the permission of the copyright holders. Given TikTok's duration limitations, users often divide films into multiple parts. Consequently, film consumption behavior has shifted where audiences once preferred cinemas, they now turn to platforms like TikTok, which are perceived as more practical and cost-effective (Yuliantari, Kurniawan, and Dewi 2023). 

2.3 New Media and Viewing Experience

Traditional media, such as newspapers, printed books, TV and radio, are typically media with one-way communication channels, in which the audience passively receives the information and has limited opportunity to interact or give feedback. On the other hand, new media mixes older and newer cultural conventions of data representation, access, and manipulation (Jeremiah 2024). It is largely predicated upon content and channels on the internet, which include blogs, websites, social media, mobile apps, streaming services, virtual reality, and many others, that are accessed by using gadgets such as tablets, smartphones, and computers (Jeremiah 2024).  

It is undeniable that new media technology has changed how audiences consume audiovisual content, as well as their experience when watching them. Research on moviegoers on over-the-top (OTT) platforms indicated that movie attributes, which are “traits that portray a movie” that include acting, cast, and direction, highly influenced the viewing experience (Nata, Antonio and Monika 2022). Research on Virtual Reality (VR) and horror films indicated that VR has elicited a more immersive experience in watching horror films and has also become an emotional amplifier for the audience (Kim et al. 2018). Another research on 3D film viewing experience indicated that although the 3D technology still offers a different viewing experience as it could make the audience amazed and immersed, it is not really considered as something extraordinary that adds significant value to the viewing experience (Pradsmadji and Irwansyah 2019). This means that the experience of the audience when watching a film is highly determined by the platform in which they watch the film, as well as the technology related to the platform. Different factors can contribute to audiences’ viewing experiences. 

The same principle also applies to TikTok as well as other platforms that also showcase short-form content such as DouYin, YouTube Shorts, and Instagram Reels, especially now that long-form content can be uploaded on these platforms in parts. Recently, people have started watching films and TV shows uploaded on TikTok. Some film and media companies have also decided to share their content on TikTok, such as Paramount and Peacock, which uploaded the full film of Mean Girls divided into 23 parts, and there are even scripted shows exclusively produced for TikTok (Firth and Marinelli 2025). In addition to that, as mentioned in the previous section, TikTok has also become a platform where users can upload content illegally, including parts of films without consent or permission from the owners (Yuliantari, Kurniawan, and Dewi 2023). People can freely watch film clips on TikTok from legal and illegal sources.

It is important to note that the viewing experience is also highly related to content flow. Flow has been considered as a televisual essence and is “one of the defining characteristics of the medium” (Firth and Marinelli 2025). In the broadcast TV era, TV was seen as a cultural institution and a collective experience. There was a linear flow of content, and the audience had the power to choose which flow they wished to enter. However, the video-on-demand (VOD) era has turned the flow as an on-demand flow. The collective experience has turned into a highly individualized experience, a linear flow no longer exists, and VODs become data-driven platforms that provide specific categorization of content to make easier and more enjoyable consumption and viewing experience for the audience, although decision fatigue can happen as well (Firth and Marinelli 2025). In the end, it is concluded that TikTok is “a platform that generates televisual experiences” (Firth and Marinelli 2025).

With all of these, TikTok has been able to transform new viewing experiences. One article stated that someone who struggles to watch new films now has the option to watch snippets of a film on TikTok (Smith 2023). The same article shared a testimony from an informant who hates the original content of a TV series when being aired on TV, believing that watching it in full is “a waste of time”, now being able to keep up with the series just by watching the clips online while also sharing the same opinions with those who watch the series in full (Smith 2023). This can be seen as a way to save time, skipping the parts people find boring. The comment section on TikTok can also be a discussion space that may even be “a bit more fun than just watching on your own” (Smith 2023). Another research indicated that while some informants got enticed by the film or series clips uploaded on TikTok and decided to watch the film or series elsewhere to fully enjoy it, another informant would look for the other parts of the film but still stayed on TikTok (Firth and Marinelli 2025). This means that TikTok offers different viewing experiences for different people, in which people can utilize the app as a fully functioning viewing platform or as an app that triggers them to seek better viewing experiences for the same content elsewhere.

2.3 Uses and Gratification Theory

First articulated by Eliahu Katz in 1959 and since then has become one of the most popular mass communication theories, the approach of the Uses and Gratification theory “imagines audience members to be discriminating users of media” (Littlejohn, Foss, and Oetzel 2017). This theory has five assumptions, namely: (1) audience members actively select from various media, (2) audiences are active and goal directed, (3) the various media available compete for the attention of audiences, (4) social and contextual elements shape audience activity, and (5) the effects of media and audience use of media are interrelated (Littlejohn, Foss, and Oetzel 2017). 

Although for several decades some mass communication scholars did not favor the U&G theory, this theory was then revived from its dormancy due to the advent of communication technology (Ruggiero 2000). The internet and new media have paved the way for audiences to tailor messages to their needs, which leads to demassification, where audiences are now able to choose from a selection of a wide menu of media previously shared only with other individuals as mass media (Ruggiero 2000).

With the advent of new media and technology, the Uses and Gratification theory becomes very closely related to interactivity, as the audience interacts with the new media and does not just become passive consumers. This is also relevant and applies to TikTok, as the app offers interactivity and dynamic content (Daffah, Kusumawati, and Wiyata 2024). It is stated that interactivity has five dimensions, which are: playfulness, choice, connectedness, information collection, and reciprocal communication (Ha et al. 1998). These five dimensions fulfill different needs for different users. The dimensions of playfulness and choice fulfill the needs of self-communication and entertainment for the “self-indulgers” and “web surfers”, the dimension of connectedness fulfills the information needs of task-oriented users, and the dimensions of information collection and reciprocal communication allow the expressive users to initiate communication with those who share common online interests with them (Ruggiero 2000; Ha et al. 1998).

3. MATERIAL AND METHODS 

By applying the constructivism paradigm, this research will look at the motivation of TikTok users in watching films on the app as well as their experience. The constructivism paradigm is used for this research as this paradigm views social science as a systematic analysis towards socially meaningful action through direct observation of the social actors within their daily natural setting to understand and interpret how the related social actors create and maintain their social world (Hidayat 2002). To further strengthen the research, the researchers used the qualitative research method and the descriptive phenomenology research strategy. 

Qualitative research is a research method that can be used to explore and understand the meaning that comes from social or humanitarian problems (Nugrahani 2014). In qualitative research, the process involves important efforts such as: asking questions, compiling procedures, collecting specific data from informants or participants, analysing data inductively, reducing, verifying, and interpreting or capturing meaning from the context of the problem being studied (Nugrahani 2014). Meanwhile, phenomenology is chosen as this research strategy is an analysis that seeks to find understanding by conducting participatory observations, open interviews, and personal documents (Nugrahani 2014). In descriptive phenomenology, the research tries to explore a phenomenon based on individual experience, contextual basis, emotions, and actions generated in consciousness (Christensen, Welch, and Barr 2017). 

The researchers conducted a purposive sampling method in selecting the informants for this research. By conducting the semi-structured interview approach, four informants were interviewed by the researchers. These four informants are Indonesian citizens residing in the Greater Jakarta area. In addition to that, the selection of these informants was also based on the criteria that have been determined by the researchers, which are regular TikTok users who spend at least two hours a day on the app and have experienced watching film clips there. No compensation was granted to the informants for their interviews. The information regarding the informants, sorted by interview order, is as follows:

Table 1. Information of Informants

	No.
	Informant’s Initial
	Age
	Sex
	Occupation

	1.
	L
	32
	F
	Private Company Employee

	2.
	C
	61
	F
	Homemaker

	3.
	R
	20
	M
	College Student

	4.
	H
	39
	M
	Civil Servant



This research primarily focuses on the motive and experience of the TikTok users in utilizing the app to watch film clips, be it full-length films divided into clips or just clips of several parts of a film on the app. The films vary by genre and style, which may be live action or animation, and also include series whenever mentioned by the informants. It also includes discussions regarding the engagement features (such as like, share, repost, and comment) provided by TikTok. To some extent, this research also discusses the copyright issues of the content uploaded on TikTok, but the overall research will not look further into specific and more detailed discussions regarding content copyright and its legal aspects.

4. RESULTS AND DISCUSSION
4.1 TikTok as an App for Leisure
TikTok, as an entertainment-based application, has proven to be effective at meeting users’ leisure needs by delivering content tailored to their preferences. Its powerful algorithm intelligently curates engaging videos, creating a “rabbit-hole” effect that keeps users watching and consuming what the platform serves. This mechanism makes informants in our study feel that TikTok successfully fills their breaks and free moments with enjoyable and satisfying content, especially on the film clips.
Meanwhile, for Informant H, TikTok is the app to fill his free time and be entertained. As he stated, “The main point is for leisure. The second is to look for instant fun, to fill my free time with something fun without having to be physically exhausted, but still burning time. To get some comfort, that’s what I think.” This echoes prior research about TikTok being able to be a platform that people utilize during their free time. 
Similar to Informant H, Informant R also expresses that TikTok is the app to pass the time. As he stated, “Because I often use TikTok for leisure, those clips coincidentally pass by chance too. Since I like the clips, I hit the like button. Therefore, those clips often show up. So, it’s for filling my free time as well.”
4.2 Gratification and Enjoyment
TikTok, fulfilling its function as an audiovisual entertainment platform, has proven to be effective in eliciting feelings of joy and satisfaction among its users. As articulated by Informant L during her interview, “I feel happy because I can watch that movie.” Informant L explains that the film clips presented on TikTok significantly enhanced their mood. Similarly, Informant C expresses appreciation for TikTok’s convenience, noting that it allowed her to enjoy excerpts of her favorite films quickly and practically, without the need for extended viewing time, as would be required for watching a full-length film on television or at the cinema.
Moreover, Informant C highlights that TikTok offers a wide range of additional entertainment that can be enjoyed casually. As a housewife, she finds TikTok particularly accessible during spare moments, allowing her to consume favored content without demanding full attention, unlike traditional long-form media. Informant C elaborates, “Yes, because on TikTok, besides watching clips from movies we love, there are also many other entertaining options. That’s what makes me enjoy TikTok. In addition to film snippets, we can find lots of fun content. Watching a movie on television usually requires a significant time commitment. But with TikTok, I can relax or fill a short break with enjoyable clips, without having to watch the entire movie.”
For Informant H, who can spend up to five hours a day on TikTok, he mainly watches clips of older films. TikTok then becomes the medium that could drive him to recollect the memories and feelings when he first watched the films, therefore giving him the pleasure and entertaining him. Informant H explains, “For sure, there is a feeling of rewatching the films that I like, even though those are only the parts. On TikTok, I usually only view the parts that I wish to view. It gives me pleasure; it makes me forget the real world. Let’s say I’m commuting, killing time, then suddenly I reach the place. Or let’s say I’m at home or enjoying my free time at work, I can relive the feeling and the sense when I first watched the film. So, it’s like instant gratification for me, that I want to watch this and get pleasure out of it.” 
This phenomenon illustrates how TikTok has effectively influenced contemporary media consumption habits. With its features enabling users to flexibly determine both content and viewing time, TikTok offers a sense of convenience that often leads users to spend more time on the platform compared to traditional media, such as television. Consequently, viewers become highly immersed in the self-selected audiovisual content, devoting focused attention to the experience. TikTok can even become a platform to revive nostalgic moments, as reflected by Informant H.
Furthermore, for Informants C and L, TikTok has successfully become a medium that fulfills the desires and needs of its users. As reflected by Informants C and L, they expressed that the short clips of films uploaded on TikTok consistently sparked their curiosity. Generally, when watching these fragmented episodes on TikTok, the stories are presented only in short, disconnected segments. As a result, viewers are compelled to seek out the continuation of the story, hoping that additional clips will appear to help them understand the complete narrative. When viewers manage to find the next part of the film, they experience feelings of happiness and satisfaction. 
This is supported by the statement from Informant L: “It feels good to be able to watch the film. It turns out the film is really good, so it feels satisfying. That’s why I keep looking for the next clips. If I don’t find the continuation, it feels incomplete.”
4.3 Engaging Clips
​​TikTok’s algorithm acts like a magnet, drawing users in with remarkable strength. A key feature, the For You Page (FYP), automatically curates content that aligns with everyone’s interests and viewing habits. As a result, Informant L finds nearly every clip the app projects to be both relevant and captivating, so much so that opening the app leads almost instinctively to continuous scrolling. 
Informant L describes this pattern vividly, “Even while I’m working, whenever I’m bored, I turn to TikTok: as soon as I arrive at the office, I sit down and open TikTok before even turning on my laptop. During lunch, I scroll on TikTok again, and do the same right before leaving.”
This is like Informant H. As someone who commutes to work using public transportation, TikTok becomes the go-to platform for him to fill time during the journey, scrolling and viewing content, including the film clips that he has watched before in doing so. 
Informant R also shares the same motivation and admits that the more he scrolls, the more he gets engaged with the clips. In Informant R’s words: “The process begins from scrolling through these videos, from which I found several accounts that uploaded clips of film scenes. From there, I keep following, because the film clips are indeed interesting.” 
These habits show that TikTok has become more than just a way to pass idle moments; it has woven itself into daily routines from the very first minutes at the office, through lunch breaks, to the moments just before heading home. TikTok serves as an “instant companion,” offering on-demand entertainment that dispels boredom. This pattern illustrates contemporary users’ need for quick stimulation and easy access to content and highlights the rise of multitasking in the social-media era.
4.4 TikTok as a Source of Information 
Interestingly, Informant C notes that TikTok is not just for entertainment as it also provides new information, from political news to celebrity updates. In this way, the media consumption on TikTok is not confined to a single content type but broadens users’ horizons across diverse topics. As a homemaker, Informant C finds TikTok more practical, lightweight, and accessible than other platforms like YouTube. She views TikTok as her go-to choice for both entertainment and quick knowledge gains in a very short time.
Informant C’s experience echoes this “magical” quality: once she watches a single video of her favorite actor, her FYP becomes instantly filled with everything related to that actor, from relevant film clips, behind-the-scenes footage, to even the latest rumors. In this way, TikTok not only satisfies entertainment needs but also enriches users’ knowledge instantly and personally.
Continuing what Informant C has echoed, one of the benefits that is also experienced by Informant L with the emergence of TikTok and the availability of short film clips on the platform is the broadening of knowledge about films previously unknown to her. TikTok, with its characteristic feature of allowing users to freely share audiovisual content, creates opportunities for the dissemination of diverse and new information, including information about films that are rarely known or difficult to access through formal channels.
Informant L states that not all films are available on major OTT platforms such as Netflix or Disney+. These films are often older works, lesser-known titles, or films with limited distribution, making them difficult to access. In this context, TikTok serves as an effective alternative by providing summaries or short clips of films uploaded by users.
Through these film excerpts, Informant L feels she is still able to grasp the main storyline without having to watch the entire film. She considers this method to be significantly more practical than searching for and viewing the full-length movie. Thus, TikTok functions as an alternative medium for expanding access to film-related information and enriching users’ cinematic experiences.
As Informant L expresses, “Because a film may not necessarily be available on Netflix or Disney+, and usually these films are ones we are unfamiliar with and different from the mainstream, making them hard to find. Therefore, it is more convenient to watch summaries or short clips of the films on TikTok. Even though they do not show the entire story, the videos still convey the main storyline.”
The statement from Informant L is further supported by the testimony of Informant C. In the interview, Informant C explains that through short film clips uploaded on TikTok, she can discover many older films she had never known before. These short snippets successfully pique her curiosity and motivate her to seek out and watch the full versions of the films.
As Informant C stated, “Watching those film clips is fun because there are a lot of old movies that I had never heard of before, but after seeing the snippets, I became curious and wanted to watch the full films.”
In contrast, Informant H, who primarily views and searches for older film clips, feels that TikTok provides information about new films and series. As quoted, “Yes, sometimes on the FYP, there are cool scenes featured, especially from recent films or series. For me, that’s interesting because from there I would click the comment bar to see the blue text telling me what film that is, which makes me interested.”
This finding highlights how TikTok functions not only as an entertainment platform but also as a medium that expands users' exposure to cultural content, including films from earlier eras. The mechanism demonstrates how social media platforms can revive interest in older works by presenting them in an accessible, engaging short format that captures users’ attention effectively. 
Furthermore, TikTok can also become a platform for learning. This is expressed by Informant R, who spends around five to six hours a day on TikTok and admits that besides filling his free time, he also uses TikTok to find information for learning purposes, particularly on cinematography, video editing, and acting. This is aligned with his status as a college student studying film and visual communication design. He explains how TikTok becomes his medium to learn, “It’s been quite helpful. For example, on how a film is colored, on how it has good colors. Or from the acting of the actors. I can find clips of actors who I consider good actors without having to search for the films again.”
4.5 Staying on TikTok vs. Moving to Another Platform
The differing user experience on TikTok makes Informant C feel more comfortable. The ease of accessing preferred content is one of the main reasons why Informant C continues to use the platform for entertainment, including watching short videos or films. TikTok is perceived as more practical and enjoyable due to its fast-paced, instant nature, which requires minimal effort to discover engaging content.
On TikTok, users simply scroll through content without needing to know exactly what they are looking for. The platform's algorithm automatically presents a variety of videos that are informative, relatable, and delivered in short durations. This feature allows Informant C to feel entertained without being burdened, even in just a few minutes.
In contrast, on platforms like YouTube, users are typically required to be more proactive: typing in keywords, selecting videos, and watching longer-form content. This process can feel time-consuming or “heavier”, particularly for those who seek brief moments of light entertainment.
As stated by Informant C, “What I enjoy most is that TikTok provides simple entertainment. On YouTube, we usually have to search, type in titles, pick a video, and most of them are quite long. Sometimes I lose interest before starting. But with TikTok, I just scroll for a short time, I can go through various content, and it hits just right with what I need.”
However, a different viewpoint is expressed by Informant R. When he is unable to find the rest of the parts from the clip that he initially stumbled upon on TikTok, he would move to another platform that showcases the film or anime he wishes to finish watching in its content collection. In doing so, he also switches to a device with a bigger screen, usually a laptop or a desktop computer. He describes why, “So I can focus more when watching the film. It’s also more comfortable to watch the film on a bigger screen.”
Regarding the viewing experience, Informant R notes that there is a difference between watching the film clips on TikTok using his phone and watching the film on a different platform, using another device. He explains, “Of course, there is a difference, because (on TikTok) the film clips have been chosen by the creator. The film scenes are not shown in full, so we cannot really understand the whole story as well.”
4.6 Maximizing TikTok’s Engagement Features
TikTok features such as likes, shares, comments, and save functions provide diverse benefits for users. For instance, when a user enjoys a particular video, the save feature allows them to easily revisit the content later. Similarly, when users wish to participate actively, the comment section enables them to express their opinions or responses directly.
This pattern is reflected in the behavior of Informant C. In her statement, she shares: “Usually, I just watch the content, but I never share it with friends. Maybe, if I find something interesting while watching, I’ll leave a comment about what has happened before. But sharing it with friends? Not really. I prefer to enjoy it privately. Since I like the content, I just watch it alone and, at most, leave a comment. Sometimes, as netizens, we also participate by commenting if we like the film. But sharing the content? I never do that.”
Informant C’s media consumption is individual and private in nature. Although actively watching and occasionally commenting as a form of engagement or appreciation, they do not feel the need to share content with others. This behavior highlights that their viewing activity is primarily for personal satisfaction and entertainment. Comments are situational and spontaneous, triggered when the content feels relevant or emotionally resonant. The share feature is not utilized, as it is deemed unnecessary.
This contrasts with Informant L, who often uses the share feature to distribute entertaining content to friends. Informant L states, “I usually give a like, save it to favorites, or sometimes share it with friends if the content is fun. But I rarely leave a comment.” Informant L shows a different mode of engagement by expressing interest through likes, saves, and shares, but not through commenting.
On the other hand, Informant R utilizes the engagement features whenever he finds interesting content. This is related to his previous answer regarding liking posts that he is interested in. Information R states, “Usually, if I like the film, I save, bookmark, or repost it. So that I don’t forget if I want to search for the film again.” This means that Informant R, who, as explained above, uses TikTok for learning purposes, engages with the content for future reference.
4.7 Aspect Ratio and Interface
It is also important to note that TikTok is an app that primarily utilizes vertical viewing. There are different ways in which content could be shown visually. Most TikTok videos are recorded and shown in the 9:16 aspect ratio, which is a vertical view. Other common aspect ratios for videos on TikTok include the 16:9 aspect ratio, which is a horizontal view, the 4:5 aspect ratio, which looks almost like a square, as well as the 1:1 aspect ratio, which is a square. The non-vertical content will have visible black bars on the top and bottom sides of the video so that the video can fit perfectly on screen without having to be stretched and compressed. Picture 1 shows how aspect ratios affect the exhibition of video content on TikTok.
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Picture 1. TikTok screenshots of clips from the Mean Girls film in 9:16 aspect ratio, The Clique film in 4:5 aspect ratio, and the Doraemon animated series in 16:9 aspect ratio.
In addition to that, as mentioned in the previous section, TikTok has a lot of engagement buttons that can influence the layer of the content. Some contents also feature embedded subtitles. The subtitles may be regular or stylized, the latter having dynamic colors and fonts combined with transitions or movements of words.  
The discussion regarding aspect ratios on TikTok becomes important as this can affect the viewing experience of the audience. To fit the vertical screen view, film clips in the 9:16, 5:4, and 1:1 aspect ratios are cropped, meaning that the film could not be fully shown on screen. Meanwhile, film clips in the 16:9 aspect ratio are not cropped but look smaller. The audience needs to rotate their phones 90 degrees if they want to watch the content in full screen. 
Informant R states that he mostly finds the clips in the vertical view. Several of the clips could become horizontal when rotated, while some others are vertical from the beginning. As for the viewing experience, Informant R admits that he is not too bothered by the view. He explains, “Since I use TikTok to fill my free time, I am not too focused on the aspect ratio. I focus more on the scene featured in the video.”
Similarly, Informant H states that although he is aware of the situation, he is also not too bothered by the overall visual look of the clips on TikTok. He describes that he is content with the different format as he already has prior knowledge of the film that he is revisiting on TikTok. Per his explanation, “For me it’s not so much of a problem, even though TikTok’s interface features a comment bar, save or post buttons. For me, it’s not a problem, because, again, I don’t watch new films on TikTok, but films that I’ve seen before. So, I can dampen the format obstruction or the fact that it is not widescreen ideal. It’s okay. For me, what’s important is that I can recollect the feeling or the joy towards the scene, not for gaining a new watching experience or revealing something new. So, actually, I already know how it looks in the big format.” Informant H also admits that he no longer cares about TikTok’s visual projection, as what matters for him is the content. He elaborates, “Screens have become more advanced. Back then, we could tolerate a smaller-sized screen. Nowadays, for us, it’s just something usual. I’m not saying that it’s bad, but since I’m not so young anymore, I don’t really care about the visual sensations. If I receive the content’s message, that’s all that matters.”  
The statements from Informants R and H show that while the overall view and aspect ratio of a content can be altered on TikTok due to the different interface and aspect ratio from its original source, this is not really a hindrance. This is because what matters for viewers is the fact that they can receive the content, as they are aware from the beginning that film clips uploaded on TikTok are going to look different from the original sources.
4.8 Copyright
Copyright issues remain one of the main weaknesses of the TikTok platform. As an open-content platform, TikTok allows anyone with an account to upload various types of content, including works owned by others, without strict curation processes. This opens the door for copyright infringement, as users can easily re-upload content without proper permission or attribution. Unfortunately, users’ awareness of this issue remains relatively low.
This is reflected in the statement made by Informant L, who explicitly states that she is not aware of copyright problems. If the content she wants to watch is available and appealing, she will continue to watch it without considering whether the content violates copyright laws or not. She states, “No, not really. As long as it’s good, I’ll watch it.” This statement reflects that media consumption behavior nowadays prioritizes the entertainment experience over legal or ethical considerations.
A similar consumption pattern was revealed by Informant C. She emphasized that TikTok is used purely for entertainment purposes and does not consider legal aspects such as content ownership. Informant C states, “We don’t really think about that (copyright), because the main thing is, I watch TikTok for entertainment only.”
Another similar sentiment is shared by Informant H. Even though he understands that watching films on TikTok involves copyright infringement of the content, he does not pay too much attention to it. He believes the responsibility regarding copyright matters should fall on TikTok as the platform. Informant H states, “People can view it as piracy or a breach of copyright or something. That’s TikTok’s business. If the content is then reported (for copyright infringement), that’s fine. But I think it’s okay, as long as people can share everything. And it's the platform's job to regulate things like that, from a legal aspect. For me, it doesn’t really matter if the content is uploaded by an official account or not, as long as I get the message and the stimuli that I want from watching it, that’s it.”
All statements suggest that the primary motivation for users accessing TikTok is quick and easy entertainment. In this context, legal aspects like copyright tend to be overlooked. This reflects the dynamics of digital media today, where convenience and accessibility often outweigh ethical and legal considerations.
5. CONCLUSION

TikTok, as a video-sharing platform, offers significant freedom for users to upload and consume various types of content, including film clips. Its ease of access, combined with an advanced algorithm that curates content based on user preferences, creates an engaging and satisfying viewing experience. This is a key factor that drives many users to remain loyal to TikTok as their primary source of entertainment.

One of TikTok’s strengths lies in its ability to present short, attention-grabbing clips that align with users’ interests. During their leisure time, users often return to the platform to satisfy their curiosity, particularly in searching for film fragments. Despite its duration limitations, TikTok encourages users to explore further, fueling continued engagement and delivering a sense of satisfaction when they successfully find the next part of a film. This positions TikTok not only as a medium for entertainment but also as a practical space for film consumption and exploration in the digital age.

This phenomenon aligns with the Uses and Gratification theory, which posits that media users are active participants who seek out media to fulfill specific needs whether for entertainment, information, relaxation, or social interaction. In this context, TikTok users especially those interested in film clips feel that the platform conveniently satisfies their desire for quick and accessible entertainment, allowing them to revisit older films or discover new information about movies previously unknown to them. Although TikTok may not be suitable for users wishing to watch a film in its full length, the ease that it offers to the users makes this app the go-to choice for many.

Ironically, although these users are generally aware of copyright issues, they often disregard them, perceiving such concerns as not their personal responsibility. For most, enjoying film clips on TikTok is purely for entertainment. Therefore, future research is encouraged to explore copyright issues more deeply from the perspective of filmmakers, in order to better understand the broader implications of this trend on the film industry.
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