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ABSTRACT

Technology that develops from time to time makes a person more active
Avrticle history in using social media. Cellular phone companies also develop various
Received 14-07-2022 services (4G, 5G and others) to support these needs. Social media has
Revised 21-03-2023 become an integral part of everyday life among children, where they can
Accepted 25-03-2023 share information or do other things for fun. This is a necessity for

them. Reels TikTok is one type of social media that is currently widely
used by children. Researchers want to see the pattern of using Tiktok

Keywords among teenagers. This study uses a qualitative descriptive method, with
Social Media five active teenagers who use Tiktok as samples or informants. Data
Tiktok Reels collection techniques in this study were observation, interviews and
Childern collecting documents in the form of photos and other files. From the
Mass Communication results of the study, it can be concluded that Tiktok is a social media

that is able to meet one's needs, namely cognitive, affective, personal
integration, social integration and imagining needs.

This is an open access article under the CC-BY-SA license.

1. Introduction

Tiktok usage activities are required to use the internet (Evelina et al., 2021). CMC theory
(Computer Mediated Communication) is a new set of expectations about the developing community
around computer-mediated communication (Wendt & Langmeyer, 2021). The core idea is that a
"virtual community” can be formed by any number of individuals via the internet on the basis of
their own choice or in response to a stimulus (Burton & McQuail, 2021). This means that Tiktok is
included in the category of online communities formed through internet media, where the
community is selected based on social media (Shufford et al., 2021). The features of Tiktok social
media have changed shape by presenting TikTok reels that make it easier for someone to record
themselves singing and dancing accompanied by a choice of entertaining songs (Vaterlaus &
Winter, 2021).

This feature is so accepted by the general public in general. proven by the increasingly creative
content of colorful and creative reels (Rozalena, 2020). Country Director for Meta Indonesia, Pieter
Lydian, said that Indonesia is one of the most active Reels Tiktok content creators in the world.
Since its launch last June 2021, Reels is said to have grown and moved very rapidly in Indonesia
(Syahara et al., 2021). Reels, which is one of the short video features on TikTok, has become a place
for Tiktok users in Indonesia to express themselves, create trends, explore interests, and even turn
their passion into a source of income (Vizcaino - Verdd & Aguaded, 2022). In just five months,
Indonesia has become one of the countries with the most active Reels content creators in the world.
Tab Reels is also noted to contribute significantly to the proportion of time spent on Tiktok by users
from Indonesia as a whole (Ma & Hu, 2021)."Reels is a big part of the future of entertainment
content on TikTok. In less than 150 days, Indonesia has become one of the countries with the fastest

W: http://journal2.uad.ac.id/index.php/commicast/index | E: commicast@comm.uad.ac.id
DOI: https://doi.org/10.12928/commicast.v4i1.6291



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

ISSN: 2723-7672 119

Reels growth rate in Southeast Asia," said Pieter in an official release received by
CNNIndonesia.com (Indonesia, 2020).

Reels is now one of the features of choice for Tiktok users in Indonesia to create content (Moyer-
Gusé & Nabi, 2010). Five months after arriving in Indonesia, TikTok found five types of Reels
content that are popular in Indonesia (Nurdin, 2021). Director of Entertainment Programs for Meta
in Indonesia Revie Sylviana said Indonesia is currently one of the most active countries in creating
Reels content in the world (Wickramanayake & Jika, 2018), and one of the countries with the fastest
Reels growth rate in Southeast Asia. Revie said two out of five popular content in Indonesia did not
come from big names (Novita et al., 2022). This finding means there are plenty of opportunities for
new creators to find success with Reels (Lissitsa & Kushnirovich, 2020). So far, there are five types
of Reels content that are most popular in Indonesia, namely comedy, love and family, fashion, eye
meditation, and prayer and hope (Rosyadi, 2018).

In general, Katz, Gurevitch, and Haas believe in the typology of human needs related to media
which is classified into five groups: Cognitive needs (related to information affirmation, knowledge
and understanding of the environment) (Bakpayev et al., 2022); Affective needs (which answer
about perceived experiences); Personal integrative needs (ie needs related to trust, loyalty, and
personal status); Social integrative needs (this need is based on the individual’s desire for
affiliation); The need for fantasizing (related to release of tension or entertainment) (Syahara et al.,
2021).

here is interesting data about Tiktok in Indonesia (Cope et al., 2022): (1)97 percent of users
always write comments and tag their friends in the comments; (2)97 percent use a search engine to
find more detailed information; (3)89 percent of Tiktok users in the country are in the age range of
7-34 years. 63 percent of them are women; (4)85 percent of Tiktok users in Indonesia also share
their posts to other social media; (5)45 percent of users in Indonesia admit that they often buy things
they find on Tiktok (Casald et al., 2020). From these data, it can be concluded that some Indonesians
are active internet users, especially social media and the majority of users are in their late children
(Ostapenko, 2020).

Social media is not a private space but a public space for children (Ramazanoglu & Hakan
Toytok, 2021). Based on their observations, they can spend hours using social media, whether it's to
upload or share pictures, photos, videos, just looking around, commenting on friends' accounts and
others. This study wants to describe the media needs that children get on TikTok social media in the
TikTok reels feature. The problem formulated in this study is "How are the motives for using social
media TikTok reels among children?”.

2. Theoretical Framework

2.1. Computer Mediated Communication

CMC is a new set of expectations about the evolving community around computer-mediated
communication. The core idea is that a "virtual community" can be formed by any number of
individuals via the internet on the basis of their own choice or in response to a stimulus (Burton &
McQuail, 2021). The point is an online community formed through the internet, where the
community is chosen based on awareness of themselves and is not limited by space and time
(Laksana & Fadhilah, 2021). Mass media refers to the results of modern technology as a channel in
mass communication in the form of computer mediated communication. In order to avoid confusion
and differences in perception of the masses, it is useful to distinguish the meaning of mass in mass
communication with mass in the general sense (Mammadov, 2020). Mass in the sense of mass
communication refers to receiving messages related to mass media (Deuze, 2021). Therefore, the
mass here refers to the audience, audience, audience, viewers, or readers (Akhyani, 2020). On the
other hand, seeing Social Media as an online content created using publishing technology that is
very accessible and scalable (Arasli et al., 2021). The most important thing about this technology is
that there is a shift in the way people know, read and share news, and search for information and
content. Based on this, the message delivery process becomes very biased. Lindlof and Schatzer in
Widiastuti (2021) define a virtual community as a community that is intentionally self-founded by
people who have the same interests. Such online communities have the added advantage of being

W: http://journal2.uad.ac.id/index.php/commicast/index | E: commicast@comm.uad.ac.id



120 ISSN: 2723-7672

open, and easily accessible, while real communities are difficult to enter (Downing et al., 2004). The
point is that if you want to join an online community it is very easy, in contrast to offline
communities where there are usually certain criteria or you have to fill out a form first (Azpeitia,
2021), etc. Tiktok is one of the social media where we can choose the people we invite to join as our
friends. We can also refuse friendship if we don't want to (Yasin, 2021). This is what is called that a
community stands or is formed by itself according to what we want (I Putu Hendika Permana & Ni
Putu Suci Meinarni, 2021).

2.2.Uses and Gratification Theory

According to Katz, Blumler and Gurevitch explain the Theory of Uses & Gratifications Rubin,
(2009), namely:

e The audience is considered active, meaning that the audience as an important part of the
use of mass media is assumed to have the following objectives:

¢ In the process of mass communication, the initiative to link the satisfaction of needs with
media selection lies with the audience members

e The mass media must compete with other sources to satisfy their needs

e The needs that the media fulfill are only part of a wide range of human needs. How this
need is met through media consumption is highly dependent on the behavior of the
audience in question. Many of the purposes for selecting mass media are inferred from
data provided by audience members. That is, people are considered to understand
enough to report interests and motives in certain situations (Rimadias et al., 2021).

e The assessment of the cultural meaning of the mass media must be deferred before
examining the orientation of the audience.

In other words, media users try to find the best media sources in an effort to meet their needs
(Tanta et al., 2014). This means that the Uses and Gratifications Theory assumes that users have
alternative choices to meet their needs (Hsu & Lin, 2021). Social media is very necessary for
someone who is faced with various media to accommodate information, so there are many needs
that can be stated, among others, as proposed by Katz, Gurevitch, and Haas are as follows:

e Cognitive needs: needs that are closely related to the need to strengthen or add
information, knowledge and understanding of one's environment. This need is based on
a person's desire to understand and control his environment. It is true that people
according to cognitive psychology have a tendency to understand and control their
environment. In addition, this need can also give satisfaction to one's curiosity and
inquiry.

o  Affective needs: needs related to pleasurable and emotional experiences.

e Personal integrative needs: these needs are associated with strengthening the
credibility, trust, stability, and status of the individual.

e Social integrative needs: these needs are associated with strengthening relationships
with family, friends, and other people in the world. This need is based on a person's
desire to join or group with other people.

e The need for fantasy (escapist needs): this need is associated with the need to escape,
release tension, and the desire to seek entertainment or diversion (Valshtein et al.,
2020).

Mayfield (2008) defines social media as the best understanding of a new group of online media
types that include the following characteristics:

e Participation: Social media encourages contributions and feedback from everyone who
is interested. This blurs the line between media and audiences.
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o Openness: Social media services are open to feedback and participation, and encourage
voting, commenting and communicating.

e Conversation: While traditional media still distribute content to audiences, social media
is known to be better at two-way communication.

o Community: Social media can form a community quickly

e Connectivity: Most social media thrives on being connected to other sites, sources and
people (Schober et al., 2016).

Information tools that are increasingly developing make it very easy for the public to get the
information they want. Tiktok is a social media that is included in the category of social networks
that can be accessed easily and can provide information.

3. Method

This qualitative method seeks to understand and interpret an interaction event of adolescent
behavior in using the internet, especially the needs that teenagers actually get when using Tiktok.
The reason the researcher uses the qualitative method is because they want to understand in depth
the needs for using Tiktok social media in depth, from cognitive, affective, personal integration,
social integration, and imagining needs. The author reports the reality on the ground honestly and
relies on the voices and meanings of the informants. The author deals directly with the researched by
observing the informant in a certain period of time (Kriyantono & Rakhmat, 2006). The data
collection techniques used are: Observation, interview, literature study and documentation. In the
observation method, directly observing the subject and object. With this method it is possible to see
the actual behavior and events. Interview is a data collection method used to obtain information
directly from the source (Kriyantono, 2017). The documentation method is done by collecting
related data. with research either from books, journals, newspapers, magazines, photos, recordings,
videos, or the internet. The data obtained from the documentation method is expected to support the
data analysis process. The literature study used is a study related to mass communication and
electronic media. The researcher uses the interactive model analysis proposed by Miles & Huberman
(1994).

4. Results and Discussion

After Collect from the results of observations and interviews with five children who use Tiktok
social media and post Tiktok reels. The results show that the informants have a need to use TikTok,
both from cognitive needs, affective needs, personal integration needs, social integration needs and
fantasizing or entertainment needs.

4.1. Cognitive needs

Tiktok can actually add to the knowledge of children about the world. By using Tiktok, the user's
cognitive needs are more or less fulfilled. User curiosity on various things can be fulfilled by
looking at the content in it. If the user needs the most up-to-date information regarding the current
situation at home and abroad, of course he will follow the mass media accounts that have recently
started to appear on Tiktok. If you want to know more about a specific person, such as an official or
celebrity, of course he will follow certain accounts. The desire to know these various things can be
satisfied by accessing TikTok and seeing the content that users want.

4.2. Affective needs

Tiktok has many functions, we can do whatever we want to do, basically free expression. Tiktok
is not a rigid social media, one of these five children has three Tiktok accounts that have different
functions that have been prepared by the closest people or the child's parents (Nouwen & Duflos,
2021). One account is an account about himself, the second account is for selling or business (such
as endorsements, photos of Christmas and activities, etc.), the third account is for uploading his
hobbies as a result of daily activities (Kriegel et al., 2021). Experiences that show happy, angry or
even sad emotions can be experienced by Tiktok users (Pastor et al., 2022). A person's affective
needs can be obtained from TikTok, with the aim of satisfying his own mind. One of the children
using Tiktok is someone who likes the beauty of nature, he will look for related content according to
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his inner needs. He will feel very happy to be able to see various toys, such as from well-known
accounts of Kids statiton, tayo bus or hootwheels. By following this account, his inner needs are
more or less fulfilled, because they are appropriate (Bucknell Bossen & Kottasz, 2020).

4.3. The need for personal integration

These children says that TikTok can make other people more aware of what a person's personal
identity really looks like. Through their Tiktok accounts, these children can show their figure and the
personality they have (Ramazanoglu & Hakan Toytok, 2021). They don't need to bother for
introductions, etc., other people who see our TikTok account will be able to conclude for themselves
our personality through the photos we upload. Starting from hobbies, the clothes we wear, the places
we often visit, the foods we like, the routine activities we live in. In fact, sometimes some people
deliberately show what they are like. Like he was sad, was happy. It can all be seen from the results
of his TikTok reel posts (Fadillah et al., 2022). Five children both stated that their first goal of
creating this Tiktok account was because they wanted to communicate and share stories with adults
with their own behavior and words.

These five children stated that TikTok reels were very entertaining (Weimann & Mastri, 2020).
They can share their experiences by sharing photos and videos accompanied by captions that
describe what happened in the photos and videos (Riggio, 2021). Not only that, they can also
comment on each other and even share stories and jokes (Pastor et al., 2022). Children need lots of
entertainment in the midst of their daily life. In the morning, elementary/kindergarten age children
have to go to school, after school, some of them have to take additional lessons or courses and do
homework. Without entertainment, routine can become a heavy burden for the children who are still
in media sosial (Islamiyah, 2020). TikTok reels social media can be used as a place to find
entertainment for them. In Tiktok reels, kids can unwind and look for interesting content that can
make them laugh, or at least smile (Sood, 2021). They can also fantasize and develop the power of
imagination. Like one of these five informants, he can fantasize about becoming a famous pilot
when he sees the unique construction lined with photos of planes on the Tiktok reels. They can also
imagine and be inspired to become great businessmen when they see the success of a number of
entrepreneurs on Tiktok. When the need for entertainment is met, teens can return to their routines
with renewed vigor and more positive energy (Christopher & Swathi, 2020). Tiktok can play an
important role in maintaining the emotional condition of children who are still in their golden age so
that they are not too stressed and remain in prime condition to carry out their daily routines.

5. Conclusion

The motive for using TikTok is seen from the five media use needs, that a person needs media
for cognitive needs, affective needs, personal integration needs, social integration needs and
entertainment needs. It can be seen that through Tiktok they do not miss the latest information in the
world, they can still follow the news and information that is currently available. They can also
satisfy their inner self by searching for related content according to their inner needs. Through
Tiktok accounts, these teenagers can freely reveal their personal identity, something they want to
show to the world. They can also socialize with family, friends and other people they just met
without having to leave the house. And they are very entertained by the existence of Tiktok, because
there are many funny photos or videos that they can see on TikTok. TikTok can be recommended as
an effective social media in communication. Because through these Tiktok reels someone can
communicate directly with their relatives or friends either from photos, videos or live.
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