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CHAPTER ONE
INTRODUCTION
1.1 	Background Of The Study
	The evolution of social media platforms has significantly transformed the way individuals interact, communicate, and access information. TikTok, a video-sharing social networking service launched in 2016, has rapidly grown into one of the most popular platforms worldwide. The app enables users to create, share, and discover short videos, often featuring music, dance, comedy, and educational content (Chen et al., 2022). As of 2023, TikTok boasts over 1 billion active users globally, with a considerable percentage being students who integrate the app into their daily routines.
	The evolution of social media platforms has significantly transformed the way individuals interact, communicate, and access information. TikTok, a video-sharing social networking service launched in 2016, has rapidly grown into one of the most popular platforms worldwide. The app enables users to create, share, and discover short videos, often featuring music, dance, comedy, and educational content (Chen et al., 2022). As of 2023, TikTok boasts over 1 billion active users globally, with a considerable percentage being students who integrate the app into their daily routines.
	TikTok's rapid growth has been driven by its unique algorithm that personalizes content based on user preferences, creating an engaging and immersive experience. For many young people, including students, TikTok has become more than just a platform for entertainment; it serves as a space for self-expression, creativity, and social interaction. The platform's ability to create viral trends has also made it a powerful tool for influencing behavior and shaping cultural norms. For instance, TikTok has been leveraged to promote educational campaigns, raise awareness on social issues, and even support academic initiatives, such as study tips and career guidance.
	Despite its potential benefits, TikTok has sparked debates regarding its impact on students' academic lives. On one hand, the platform's short-form content can serve as an effective medium for sharing concise educational materials, such as quick tutorials, mnemonic devices, and motivational study routines. Some educators and institutions have even embraced TikTok as a tool for disseminating knowledge and engaging students in innovative ways. On the other hand, concerns about the platform's addictive nature and its ability to distract students from their academic responsibilities cannot be overlooked. Prolonged usage of TikTok has been associated with reduced focus, time mismanagement, and a decline in academic performance (Smith & Anderson, 2021).
	The context of Kwara State Polytechnic highlights these dynamics. As a leading institution in Nigeria, Kwara State Polytechnic is home to a diverse student population that reflects the growing trends of social media adoption. Observations indicate that many students use TikTok for various purposes, ranging from entertainment to informal learning. However, the extent to which this usage influences their academic performance remains unclear. Understanding these nuances is essential for educators, parents, and policymakers to address the challenges and opportunities presented by TikTok in an academic environment.
	This study delves into the perceptions of students at Kwara State Polytechnic, examining how they navigate the dual-edged nature of TikTok. By exploring their attitudes and behaviors, the research aims to provide a comprehensive understanding of the platform's role in shaping academic outcomes. This investigation is timely and relevant, given the increasing reliance on digital tools and platforms in contemporary education.
	Students, particularly in higher institutions such as Kwara State Polytechnic, are among the most active users of TikTok. While the platform provides entertainment and an avenue for creative expression, concerns have arisen regarding its impact on academic performance. Social media usage, when not properly managed, has been linked to distractions, procrastination, and reduced academic engagement (Junco, 2012). However, TikTok also offers opportunities for educational engagement, such as sharing academic tips, tutorials, and career insights, which could positively influence students' learning experiences.
	The dichotomy of TikTok's impact as a potential tool for both academic enhancement and distraction makes it imperative to understand how students perceive its usage and the corresponding effect on their academic performance. This study focuses on the perception of students at Kwara State Polytechnic, exploring the extent to which TikTok usage influences their educational outcomes.
1.2	Statement Of The Problem
	The increasing popularity of TikTok among students raises critical questions about its role in academic environments. While some students utilize the platform for accessing educational content, others may find themselves distracted by non-academic videos, leading to a decline in focus and productivity. Research has shown that excessive social media usage can negatively affect students' academic performance due to reduced study time and increased distractions (Kirschner & Karpinski, 2010).
	At Kwara State Polytechnic, anecdotal evidence suggests that a significant number of students are active on TikTok. However, little is known about their perceptions of how the platform impacts their academic performance. Understanding these perceptions is crucial for educators and policymakers to develop strategies that maximize the educational benefits of TikTok while minimizing its potential drawbacks. This study addresses the gap by investigating students' perceptions and exploring whether TikTok usage hinders or enhances their academic pursuits.
1.3	Objectives of the Study
General Objective: To investigate the perceptions of students on TikTok usage on academic performance.
Specific Objectives:
i. To examine students’ perceptions of TikTok’s influence on their academic performance.
ii. To assess the relationship between time spent on TikTok and students’ academic focus and study habits.
iii. To identify the perceived educational benefits of TikTok among students.
1.4 	Research Questions
i. What are the perceptions of Nigerian students regarding TikTok’s impact on their academic performance?
ii. How does the time spent on TikTok influence students’ academic focus and study habits?
iii. What are the perceived educational benefits of TikTok among Nigerian students?
1.5 	Significance of the Study
	This study contributes to the growing body of literature on social media and academic performance, specifically focusing on TikTok, which remains underexplored in academic research. The findings will provide insights for educators, administrators, and policymakers at Kwara State Polytechnic and beyond. By understanding students' perceptions, stakeholders can design interventions that harness TikTok's potential as an educational tool while mitigating its negative effects.
	Furthermore, the study offers practical recommendations for students to balance their academic responsibilities with social media usage. It also opens avenues for future research on the integration of TikTok and similar platforms into formal and informal learning environments.
1.6 	Scope of the Study
	This research focuses on the perception of TikTok usage among students at Kwara State Polytechnic and its impact on their academic performance. The study will involve students across various departments, capturing diverse experiences and perspectives. While the primary focus is on TikTok, references to other social media platforms may be included where relevant.



CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Review
2.1.1	Concept of Social Media
	Information and communication technology has a great impact on globalization because it linked the world into a global village as internet and social media changes the way people communicate. Discovery of this new idea exponentially grows. Thus, the technology has rapidly developed in the 20th century and has even grown faster in the 21st century. Distance disappears with new technologies (Shola, 2020). Since the advent information technology, people are provided with more access to information which has directly or indirectly improve our means of communication among people. The internet has revolutionized the computer and communication world like nothing before. The invention of internet set the stage for unprecedented integration of capabilities. The internet is at once a world–wide broadcasting capacity, a mechanism for information dissemination and a medium for collaboration and interaction between individuals and their computers without regards for geographical location (Dominick, 2020).
	The internet provides a powerful and versatile environment for business, education, culture, entertainment, health care and public health etc. People that communicate with each other electronically may not have the same platform. Cross-platform means that people do not have to use the same kind of operating system to access files on a remote system. An important factor regarding internet access is bandwidth, which determines how much data a connection can accommodate and the speed at which data can be accessed.
	Internet was felt in Nigeria after the evolution of telecommunications especially after 2001 Digital Mobile Licensing (DMC) round by the Nigerian Communications Commission (NCC) opened up the sector. Access to telephone became more profound and soon internet flagged off purely on commercial levels when several ISPs had the political and financial wills to open up for businesses, after due licenses by the NCC. In Nigeria, the number of internet user has grown from over the years (Akpore, 2020). He further stated that access to internet has grown with the reality of modern devices deployed for internet connectivity. With the increasing rate of internet usage, it becomes necessary that there be education about the problems and risk associated with the internet (Abimbola, 2020).
	In modern society, it is hard to imagine the internet without social media. Social media is inevitable as it has become part and parcel of our lives that we cannot truly discuss any segment without referring to social media. It’s better to accept it because it has actually come to stay. It is a topic of discussion in today’s world being amongst traditional media and a large range of youths and teenagers. In a simple term, social media is a web 2.0 of media that allows one to be social online by sharing pictures, media contents with people all over the globe (Taprial and Kanwar, 2020).
	In August 1883, the internet Relay Chat was produced by Jarkko Oikarienen. It’s a forum of chatting, originally designed for group chatting which allows interpersonal communication through private messages as well as chat and data transfers. At this time, people started using the harsh tags (#) and the at signs (@) and began tweeting their real life updates. The uses of the IRC usually share links, keep in touch their global network the same way twitter is being used today. The IRC gave birth to the instant messaging system called ICQ which was founded by four Israelis in 1966. The IM technology helped develop the emotional icons of the social media with the Avatars which were used to express oneself. These social media is what gave birth to the social networking of today. Today, social media has substantially changed the way organizations, communities and individuals communicate with one another (Taprial and Kanwar, 2020).
	The Merriam Webster dictionary online defines social media as forms of electronic communication as web sites for social networking and micro-blogging which users create online community to share information, ideas, personal messages and other contents. In other words, all web based application which allows for creation or exchange of user-generated contents and enable interaction between the users can be classified as social media which could take different forms. Social Media is an extension and explosion of traditional word of mouth networks which has always been the most effective and trustworthy means of disseminating information (Power, 2020). Kaplan (2020) also defined social media as a group of internet based applications that build on the ideological and technological foundations of web which allows for the creation and exchange of user to generate content. Marr and Kassotakis reveals that over the years, the use of globe social media tools has increased fourfold and greater.
The most popular social media sites in the world includes: Facebook, Twitter, TikTok, YouTube, Instagram, Snapchat among others.
2.1.2	Emergence of TikTok as a Social Media Platform
	With the rise of digital media, people are investing more and more enthusiasm on the Internet. However, trends are always temporary. TikTok is undoubtedly one of the popular applications at present. Young adults, as the majority of TikTok, have a new chance to express themselves on social media. In TikTok, millions of youths share their short videos (Greenhow and Lewin, 2020). There is a high chance that people will go viral just because of one video, and that is exactly what this kind of system does. It stimulates more and more people into the composition of short videos, hence leading to the new trend of shooting TikTok. Although TikTok is a private company, due to its optimistic development, people see the commercial opportunity of it and begin to explore potential human resources on TikTok.
2.1.3	TikTok Usage and Addiction
	TikTok’s meteoric rise as a social media platform is largely attributed to its design, which fosters prolonged user engagement through short-form videos and a sophisticated algorithm. The platform’s algorithm analyzes user interactions, likes, shares, and watch time to curate a personalized “For You” page, creating a highly engaging and often addictive experience (Montag et al., 2021). This personalization leads to a phenomenon known as “infinite scrolling,” where users continuously consume content, losing track of time. For students, this can translate into hours spent on TikTok at the expense of academic responsibilities, raising concerns about addiction-like behaviors.
i. Defining TikTok Addiction: Problematic TikTok use, akin to social media addiction, is characterized by six criteria: salience (TikTok dominating thoughts), tolerance (needing more time to feel satisfied), mood modification (using TikTok to escape negative emotions), relapse (inability to reduce use), withdrawal (distress when unable to use TikTok), and conflict (negative impact on daily life, including academics) (Wang et al., 2024). A 2024 study by Wang et al. surveyed 590 Chinese university students and found that problematic TikTok use mediated the relationship between academic stress and procrastination, with students reporting compulsive use during high-pressure periods. This suggests that TikTok serves as an escapist tool, temporarily alleviating stress but exacerbating academic delays.
ii. Prevalence and Impact: Studies indicate that TikTok addiction is prevalent among young users, particularly students aged 13–24. A 2023 study by Busch reported that college students spent an average of 1.5–3 hours daily on TikTok, with many acknowledging its interference with study time. This excessive usage is linked to reduced sleep quality, as students often use TikTok late at night, further impairing cognitive performance (Regasa & Lemmi, 2023). Moreover, the platform’s fast-paced content delivery may overstimulate the brain’s reward system, reinforcing compulsive use and diminishing self-regulation (Montag et al., 2024).
iii. Students’ Perceptions of Addiction: Students’ perceptions of TikTok’s addictive nature vary. Some view it as a harmless source of entertainment, while others recognize its potential to disrupt their academic focus. A 2021 study by Fathy found that university students in Egypt perceived TikTok as a “time sink,” with many expressing guilt over their inability to limit usage. Similarly, a 2024 study in Indonesia revealed that elementary school students, despite enjoying TikTok’s creative features, were aware of its distracting effects on their study habits (Cahyani, 2022). These perceptions highlight a tension between TikTok’s appeal and its consequences, influencing how students manage their time.
iv. Gender and Contextual Differences: Research suggests that gender plays a role in TikTok addiction. Wang et al. (2024) found that male students were more likely to exhibit problematic TikTok use under academic stress, possibly due to differences in coping mechanisms. In contrast, female students reported using TikTok for social connection, which may mitigate compulsive tendencies (Statista, 2024). Contextual factors, such as access to smartphones and internet connectivity, also shape usage patterns. In Nigeria, where internet access is often limited, students may perceive TikTok as a valuable but costly resource, intensifying its allure (Regasa & Lemmi, 2023).
v. Mitigating Addiction: Addressing TikTok addiction requires a multifaceted approach. Regasa and Lemmi (2023) advocate for media literacy programs to teach students critical engagement with digital platforms. Time management strategies, such as setting usage limits or using app-blocking tools, have also proven effective (Busch, 2023). Additionally, integrating TikTok into educational settings under controlled conditions can redirect its appeal toward productive outcomes, as demonstrated in studies where TikTok was used for learning (López-Carril et al., 2023). These interventions align with students’ perceptions that TikTok can be both a challenge and an opportunity, depending on how it is managed.
2.2.4	Academic Performance and Distraction
	Academic performance, defined as a student’s achievement in educational tasks measured through grades, test scores, and learning outcomes, is influenced by numerous factors, including time management, attention span, and cognitive engagement. TikTok’s design, characterized by rapid content delivery and infinite scrolling, presents a significant source of distraction, potentially undermining students’ academic success. This concept explores how TikTok affects academic performance through distraction and how students perceive these effects.
i. Mechanisms of Distraction: TikTok’s short-form videos, typically 15–60 seconds, deliver instant gratification, conditioning users to expect quick, engaging content (Preprints.org, 2025). This format contrasts sharply with academic tasks, which often require sustained attention and deep processing. A 2022 study by Mekler surveyed 111 college students and found that those who used TikTok during classes or while studying reported higher levels of distraction, correlating with lower grades. The platform’s algorithm exacerbates this by prioritizing engaging content, making it difficult for students to disengage (Montag et al., 2021).
ii. Cognitive and Behavioral Impacts: TikTok’s rapid content delivery may impair students’ attention spans, a critical component of academic performance. According to Cognitive Load Theory, excessive stimuli can overwhelm working memory, reducing the capacity for complex tasks like problem-solving or reading (Preprints.org, 2025). A 2024 study found that students who spent over two hours daily on TikTok exhibited shorter attention spans and increased multitasking behaviors, both detrimental to learning (Wang et al., 2024). Behaviorally, TikTok encourages academic procrastination, where students delay tasks to engage with the platform’s escapist content (Busch, 2023).
iii. Students’ Perceptions of Distraction: Students’ perceptions of TikTok’s distracting effects are mixed. A 2021 study by Fathy revealed that university students recognized TikTok’s potential to disrupt focus but often underestimated its impact, viewing it as a temporary diversion. In contrast, a 2024 study in Indonesia found that younger students (aged 10–13) were more likely to acknowledge TikTok’s interference with homework completion, reflecting developmental differences in self-awareness (Cahyani, 2022). These perceptions influence how students prioritize their time, with some implementing strategies like disabling notifications to mitigate distractions (Regasa & Lemmi, 2023).
iv. Contextual Factors: The extent of TikTok’s distracting effects varies by context. In Nigeria, where students often juggle academic responsibilities with socioeconomic challenges, TikTok may serve as a stress-reliever, but its accessibility via affordable smartphones amplifies its potential to distract (Regasa & Lemmi, 2023). Gender differences also emerge, with female students reporting higher self-regulation in managing TikTok use compared to males, who are more prone to compulsive scrolling (Wang et al., 2024). These variations highlight the need for tailored interventions.
v. Mitigating Distraction: Strategies to reduce TikTok’s distracting effects include structured integration into education and promoting digital well-being. López-Carril et al. (2023) found that when TikTok was used as a pedagogical tool, students reported lower distraction levels and higher engagement. Additionally, teaching students to set boundaries, such as designated study hours free from social media, can enhance focus (Busch, 2023). Media literacy programs that emphasize critical consumption of TikTok content are also effective, as recommended by Regasa and Lemmi (2023).
2.1.5	Educational Potential of TikTok
	While TikTok is often criticized for its distracting effects, its potential as an educational tool is increasingly recognized. The platform’s short-form video format supports microlearning, where complex concepts are broken into concise, engaging segments. This concept examines TikTok’s educational potential and how students perceive its value for learning.
i. Microlearning and Engagement: TikTok’s 15–60-second videos align with microlearning principles, which emphasize brief, focused learning experiences. A 2020 study by Yang found that secondary school students in China used TikTok to learn English vocabulary, reporting higher engagement due to the platform’s visual and auditory stimuli. Similarly, a 2024 study by Fergem et al. demonstrated that Grade 10 students exposed to TikTok-based science lessons showed improved test scores compared to traditional methods. These findings suggest that TikTok’s format can enhance retention and motivation when used strategically.
ii. Subject-Specific Applications: TikTok has been applied across various disciplines. In business education, López-Carril et al. (2023) found that Peruvian and Colombian students who used TikTok to develop business intelligence skills exhibited improved critical thinking and creativity. In science, Escamilla-Fajardo et al. (2021) reported that TikTok videos explaining physics concepts increased students’ interest and comprehension. Language learning is another area of success, with TikTok’s duet and stitch features enabling interactive practice (Yang, 2020). These applications highlight TikTok’s versatility as a learning tool.
iii. Students’ Perceptions of Educational Value: Students’ perceptions of TikTok’s educational potential are generally positive but tempered by its primary role as an entertainment platform. A 2021 study by Fathy found that university students valued TikTok’s educational content but preferred it for informal learning rather than structured coursework. Younger students, particularly those aged 13–17, perceive TikTok as a fun way to learn, with Statista (2024) reporting that 60% of teenage users engaged with educational videos. However, students often lack guidance on identifying credible content, leading to mixed perceptions of its academic utility (Regasa & Lemmi, 2023).
iv. Challenges and Limitations: Despite its potential, TikTok’s educational use faces challenges. The platform’s algorithm prioritizes entertainment over educational content, making it difficult for students to access reliable material (Montag et al., 2021). Additionally, the brevity of videos may oversimplify complex topics, limiting deep learning (Preprints.org, 2025). In Nigeria, limited internet access and data costs restrict students’ ability to engage with educational content, reinforcing perceptions of TikTok as a luxury rather than a learning tool (Regasa & Lemmi, 2023).
v. Strategies for Educational Integration: To maximize TikTok’s educational potential, educators must integrate it strategically. López-Carril et al. (2023) recommend assigning TikTok-based projects, such as creating videos to explain concepts, to foster active learning. Media literacy training can help students discern credible content, as advocated by Regasa and Lemmi (2023). Collaborations with content creators to produce high-quality educational videos can also enhance TikTok’s academic value (Yang, 2020).
2.1.6	Student Perceptions and Demographic Influences
	Students’ perceptions of TikTok’s impact on academic performance are critical for understanding its effects and designing interventions. These perceptions are influenced by demographic factors such as gender, age, and socioeconomic background, which shape how students engage with the platform and prioritize their academic responsibilities.
i. Nature of Perceptions: Students perceive TikTok as a multifaceted platform, serving as a source of entertainment, social connection, and, to a lesser extent, education. A 2021 study by Fathy found that Egyptian university students viewed TikTok as a tool for stress relief but acknowledged its potential to disrupt study habits. Similarly, a 2024 study in Indonesia revealed that elementary school students perceived TikTok as fun but distracting, with some expressing concern about its impact on their grades (Cahyani, 2022). These perceptions influence behavior, with students who view TikTok negatively being more likely to implement usage limits (Busch, 2023).
ii. Gender Differences: Gender significantly influences perceptions of TikTok’s impact. Wang et al. (2024) found that male students reported higher problematic TikTok use under academic stress, perceiving it as an escape from pressure. Female students, conversely, were more likely to use TikTok for social interaction and creative expression, which may reduce compulsive tendencies (Statista, 2024). These differences reflect gendered coping mechanisms and highlight the need for gender-specific interventions.
iii. Age and Developmental Stage: Age shapes how students perceive TikTok’s role in their lives. Younger students (10–17) are more likely to view TikTok as an entertainment platform but recognize its educational potential when guided (Statista, 2024). Older students (18–24), particularly university students, are more aware of TikTok’s distracting effects, as they face greater academic demands (Fathy, 2021). A 2024 study by Fergem et al. found that Grade 10 students appreciated TikTok’s science content but struggled to balance it with entertainment videos, reflecting developmental challenges in self-regulation.
iv. Socioeconomic and Cultural Influences: In Nigeria, socioeconomic factors like limited internet access and data costs shape students’ perceptions. Regasa and Lemmi (2023) found that Nigerian students valued TikTok’s accessibility but perceived it as a luxury due to connectivity challenges. Cultural attitudes toward technology also play a role, with some students viewing TikTok as a Western influence that conflicts with traditional study habits (Cahyani, 2022). These factors create a complex perception of TikTok as both an opportunity and a barrier to academic success.
v. Implications for Intervention: Understanding demographic influences on perceptions can inform targeted interventions. For example, media literacy programs tailored to younger students can emphasize critical engagement with TikTok content (Regasa & Lemmi, 2023). Gender-specific strategies, such as stress management workshops for male students, can address problematic use (Wang et al., 2024). In resource-constrained settings like Nigeria, providing subsidized internet access for educational purposes can enhance TikTok’s academic utility (Regasa & Lemmi, 2023).
2.2	Theoretical Framework
2.2.1	Uses and Gratification Theory
	Before the Uses and Gratification Theory came about, early mass communication theories argued that media had a direct influence on individuals. They believed that these individuals were unable to create their own opinions because they were so easily influenced by the media. It was assumed that everyone who consumed media became a group of people who were unable to withstand the impression mass media had on them. When the focus on the direction of the goal was altered is when the Uses and Gratification Theory was sought after (Quan-Haase & Young, 2010).
	In the 1940s, the Uses and Gratification Theory was introduced and studied by scholars but the theory only focused on the reasoning behind people choosing certain pieces of media. As the years went on, the focus remained on the gratifications that media users desired. Thirty years later, the focus shifted to what outcomes came from media consumption along with the social and physiological gratification media gave people. In 1974, the Uses and Gratification Theory was finally credited to Jay Blumler and Elihu Katz (Ruggeiro, 2000). Due to the constant evolution and growth of media, this theory is constantly evolving and being used in research when studying the effects of media on humans.
	Jay Blumler and Elihu Katz’s Uses and Gratification Theory suggests that people who consume media are the ones who actively choose and use the media. The process of choosing a piece of media is goal oriented to fulfill their personal needs (Caldwell, 2001). This theory has social-physiological roots and is proven to be an axiomatic theory. An axiomatic theory is one that is self-evident. This is due to the fact that it is applicable to a very wide range of situations pertaining to media (Lin, 1996). This theory gets its strength from its ability to, “Allow researchers to study mediated communication situations via a single or multiple sets of psychological needs, psychological motives, communication channels, communication content, and psychological gratifications within a particular or cross-cultural context,” (Lin, 1996).
	The Uses and Gratification Theory relies on two principles: 1. Consumers of media are active in their choice of media being consumed and 2. They know why they choose the media they choose to consume (Potter, 2012). The first principle is where “uses” comes from and the second principle is where “gratification” comes from in the name “Uses and Gratification Theory.” Looking at this theory from this perspective of principles, it can be said that usage of media is not a passive action, but an action with purpose and motivation. When a person knows what exactly their purpose and motivation are when using media, they are able to choose what kind they use in order to satisfy their needs (Potter, 2012).
Applicability of Uses and Gratification Theory to Social Media (TikTok)
	Social gratification that was once satisfied through face-to face human interactions is now often fulfilled through social media. In today's society, youths can sit with their face on a screen for hours instead of socialising with people in person. Every aspect of social media gives gratification to the user. This can be split into three categories: Content gratification, process gratification and social gratification. The content of the media itself provides gratification with information and knowledge. The actual process of scrolling through and browsing TikTok offers another form of gratification.
	By studying Tiktok through the lens of Uses and Gratifications, Quan-Haase and Young (2010) discovered that youths use new social media platforms and learn how to use them to their advantage as part of their collection of communication tools. Digital technologies have been following social trends for years and users capitalize on these technologies, make it reach its highest popular demand and then make its daily usage become steady. As new forms of media sites are released, these sites become popular and eventually get steadily used as new platforms release and become popular. For example, the use of instant messaging began to decrease as social media became people’s main source of communication. However, even though social media became popular, people did not stop using instant messaging, it just became a secondary source of communication (Quan-Haase & Young, 2010).
	TikTok is a short video sharing app that was created by ByteDance. It started off as Musical.ly, but in 2018, ByteDance rebranded the app into TikTok. TikTok reaches the most gratifications out of all social media platforms (Ahlse et al., 2020). Because of TikTok’s algorithm, it is one of the simplest applications to become famous off of; therefore, one of its gratifications is status. Researchers have found that the content made on TikTok has made one of the most prominent gratifications be personal identity. Self-actualisation, self-enhancement and self-expression are extremely present on TikTok due to its user generated content where users are free to create whatever kind of content they want. Another gratification from TikTok is entertainment. Users go on the app to have fun, relax and take a break from their reality around them. Due to the current popularity of TikTok and its ability to create new trends, many people use it for information seeking purposes. Being on the app allows users to stay up to date on trends and know what is going around on social media. Another reason to be present on TikTok is for socialisation. Because of the many interactive features--commenting, liking, sharing, duetting, stitching and live videos--it makes socialising easy and apparent. Lastly, TikTok is convenient. The app is simple to use as all you have to do as viewer is open the app and begin scrolling. If you want to post a video, you press record and upload. Convenience is a huge motivating factor for this platform. (Ahlse et al., 2020).
2.2.2	Rational Choice Theory
	Rational theory is a sociological theory that focuses on the framework of understanding and modelling of social and economic behaviour. It focuses on individual action by trying to understand what motivates an individual to take a particular action instead of another. The theory assumes that an individual is rational, as such, he or she take decision based on the calculation of the cost and benefit expected from that behaviour. It is believed that individuals have ends or goals towards which their actions are directed. The theory further posited that individuals have preferences or (values or utilities). However, the theory is not concerned with what these preferences or what their source are, but of importance is the fact that actions are undertaken to achieve goals that are consistence with the actors preference. The theory also proposes that an individual behaviour is based on the available information and probability as well as potential cost and benefit. This theory takes account of two constraints on individual action such as scarcity of resources and institutional constraints, which determines the action of the actor. That the actor may choose not to pursue the most highly value goal if his or her resources are negligible. This theory was developed by American sociologist Edmond Hoyle (2015).
Basic Assumptions
1. An individual is a rational being as such their actions is based on evaluation of cost and benefits. 
2. Individuals take action based on the information that are available to him or her.
3. That individuals behave based on his or her preferences
4. Decision making about a particular action entails choosing among available alternative
5. The aggregate behaviour in the society reflects sum total choice made by individuals
Applicability of the Relational Choice Theory
	Since the theory is predicted on the assumption that individual actions are determine by the calculation of cost and benefits, it implies that the use of Tiktok by Youths depends on the calculation of what it will cost them to use it and what gratification they hope to derive from using it. Individuals act based on available information. It therefore means that the information the youths share about Tiktok influence their decision to either use it or not. It is also important to know that the constraints to individual action in terms of resources also determine the usage of Tiktok because some youths may be interested in using it but their financial capacity limits their ability to purchase an internet enable phones, while others do not have access to the internet. The institutional constraints on the other hand, checkmate the behaviour of an individual. For instance, family background of the youth determines whether the youth will use Tiktok since some parents do not allow their children to use internet enable phones. The rules and regulations of the schools, for youths who are studying, school also checkmate the behaviours of the youths because behaviour is based on calculation of cost and benefit. However, what the youth hopes to benefit from Tiktok determines, how they use it and the type of information they are looking for. As such, this determines how Tiktok influences them in return. Despite the contribution of the theory it can be criticized for assuming that an individual is always rational in making his/her decision, but there are cases where youths s are influenced by friends to use Tiktok which may in turn affect them negatively.


CHAPTER THREE
METHODOLOGY
3.1	Introduction
	This chapter contains the research method, population of the study, and sample size as well as the instrument of data collection. 
3.2	Research Method 
	The study is descriptive because it seeks to describe the use of TikTok among youths which is an evolving phenomenon. . Descriptive research design involves a study of a population through the use of sample. The findings obtained from studying the sample can be applied to the entire population (Nwana, 1981). Descriptive research aims at collecting data and describing in a systematic manner, the characteristics, features or facts about a given population. 
	Survey will be adopted as a method to collect primary data for this study. This method is concerned with asking questions to get information on personal data, perception, experiences, culture, or opinion of the respondents.  Survey research is deﬁned as “the collection of information from a sample of individuals through their responses to questions” (Check & Schutt, 2012,). This type of research allows for a variety of methods to recruit participants, collect data, and utilize various methods of instrumentation. Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behavior, surveys are therefore frequently used in social and psychological research (Singleton & Straits, 2009). The primary purpose of using this method is to obtain information describing characteristics of a large sample of individuals of interest relatively quickly.



3.3	Population of the Study
	The population of this study comprises all youths aged 13–39 years residing in Ilorin metropolis, Kwara State, Nigeria, who actively use TikTok. According to Bello and Ajayi (2005:5), a population is defined as the entire group of individuals sharing specific characteristics about which a researcher intends to make inferences. In this context, the population includes young individuals in Ilorin metropolis who engage with TikTok, either as content creators or consumers, across various socio-economic and educational backgrounds. Ilorin metropolis was selected due to its urban setting, which ensures high internet penetration and smartphone usage, key factors facilitating TikTok engagement. The population is estimated to include thousands of youths, given Ilorin’s status as a major urban center in Kwara State with a vibrant youth culture and increasing digital connectivity (Srinivasan & Diepeveen, 2019). This study focuses on this demographic to explore their uses, gratifications, and the influence of TikTok on their personal and professional lives.
3.4	Sample Size and Sampling Techniques
	The sample size for this study is 100 respondents, selected from the population of TikTok-using youths in Ilorin metropolis. Due to the large and diverse nature of the population, a purposive sampling technique was employed to ensure that participants were active TikTok users, as this characteristic is critical to addressing the research objectives. Purposive sampling, as noted by Bello and Ajayi (2005:16), allows researchers to target respondents who meet specific criteria relevant to the study. In this case, the criteria included being aged 13–39 years, residing in Ilorin metropolis, and having an active TikTok account. The sample was drawn from various locations within Ilorin, including educational institutions, public spaces, and online communities, to capture a diverse representation of youths from different occupational and educational backgrounds. A total of 100 questionnaires were administered to respondents who confirmed their active use of TikTok, ensuring a 100% response rate through direct distribution and collection by the researcher. This sample size is considered adequate for a survey-based study, providing sufficient data to analyze patterns of TikTok use, gratifications, and influences while remaining manageable within the study’s time and resource constraints.
3.5	Instruments of Data Collection
	The study uses questionnaire as instrument for data collection. Some advantages of self-administered questionnaires are commonly reported and include: the costs are relatively low; information about a large number of people can be gathered in a short time; the data is easy to obtain, quantify, analyze and interpret; individual rates of response are respected; limited human resources are required; anonymity can be maintained and certain interviewer biases are eliminated (Díaz, 2012). Appropriate usage in a particular research situation provides meaningful answer to research problem.
	Questionnaire is a research instrument consisting of series of questions and other prompt for the purposive of gathering information from respondents and also answering all the research question and objectives of the study. This choice is because of the various advantages and disadvantages located in the type of research by some scholars. Among the advantages is that it cheaper and among the disadvantages is poor and delayed responses.
	The questionnaire will be divided into five (5) sections. Section A contained demographic information of the respondent while the remaining sections will be based on the specific objectives of the study. Section B, C, D and E will use a four-point Likert-type scale to obtain the respondents’ position as regards each item. The four-point Likert scale is preferred for this study over the Yes/No and five-point Likert scale because the respondents are expected to respond to a set of close-ended questions/statements that required a precise answer. While a precise answer is needed, the respondent has the leverage to choose between two extremes while avoiding being ‘Undecided’. In this case, a respondent chooses from options such as ‘Strongly Agree’, ‘Agree’, ‘Disagree’, and ‘Strongly Disagree’. Scores on this scale ranged from 1 (‘Strongly Disagree’) to 4 (‘Strongly Agree’) and the respondents checked the box that best reflected their view on the items stated. The respondents will be assisted by two research assistants. The questionnaire will be in printed, administered and retrieved on the spot. 
3.6	Method of Data Analysis
	The study uses descriptive statistics to analyse and present the data. In this study, the information gathered from the respondents’ will be presented in a tabula form interpreted and analysed using simple frequency percentage distributing. The study uses questionnaire as instrument for data collection. Descriptive statistics involves the use of simple percentage and tables that will be used to analyse the responses of respondents to questionnaires administered.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
	This chapter presents the analysis and interpretation of data collected through the questionnaire administered to 100 youths in Kwara State. The demographic and research-related questions are analyzed, with data represented in tables and percentage distributions. The researcher used frequency counts and percentage analysis to interpret the data.
4.1	Data Presentation
The following tables summarize the responses to the questionnaire:
SECTION A
Demographic Characteristics of Respondents
Table 4.1: Gender of Respondents
	Responses
	Frequency
	Percentage (%)

	Male
	48
	48%

	Female
	52
	52%

	Total
	100
	100%


Source: Field Survey, 2025
The gender distribution shows a slight female majority, with 52% female and 48% male respondents. This near-balanced representation suggests that TikTok appeals broadly across genders among Kwara State youths, reflecting its universal accessibility and appeal. The slight female skew may indicate higher engagement among young women, possibly due to TikTok’s emphasis on creative content like dance, fashion, and lifestyle, which often attract female users globally. This balance ensures that the study captures diverse perspectives, enhancing the reliability of findings on TikTok usage patterns.
Table 4.2: Age Range of Respondents
	Responses
	Frequency
	Percentage (%)

	Below 18 years
	15
	15%

	19–25 years
	70
	70%

	26–39 years
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025
The majority (70%) of respondents fall within the 19–25 age range, with 15% below 18 and 15% aged 26–39. This distribution highlights TikTok’s dominance among young adults, particularly university-aged youths, who are likely to be digitally savvy and active on social media. The significant representation of the 19–25 age group aligns with global trends where this demographic is the primary user base for TikTok due to its appeal to youth culture through short-form, engaging content. The smaller proportions of younger and older respondents suggest that TikTok’s penetration is strongest among those in their late teens to early twenties, possibly due to their greater access to smartphones and leisure time for social media engagement.


Table 4.3: Highest Level of Education
	Responses
	Frequency
	Percentage (%)

	No formal education
	0
	0%

	Secondary school
	20
	20%

	Tertiary education
	75
	75%

	Postgraduate
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
The majority (75%) of respondents have tertiary education, followed by 20% with secondary education and 5% with postgraduate qualifications. The absence of respondents with no formal education underscores the educated nature of the sample, likely due to the study’s focus on urban areas like Ilorin metropolis, where access to education is higher. The high proportion of tertiary-educated respondents suggests that TikTok users in Kwara State are likely to be digitally literate, capable of leveraging the platform’s features for creative and professional purposes. 
SECTION B
Table 4.4: How do you access TikTok?
	Responses
	Frequency
	Percentage (%)

	Smartphone
	92
	92%

	iPad
	5
	5%

	Laptop
	2
	2%

	Desktop
	1
	1%

	Total
	100
	100%


Source: Field Survey, 2025
An overwhelming 92% of respondents access TikTok via smartphones, reflecting the affordability and portability of these devices in Nigeria. Smartphones’ dominance as the primary access point aligns with global trends, where mobile technology drives social media engagement, particularly in developing countries with growing internet penetration. The minimal use of iPads (5%), laptops (2%), and desktops (1%) suggests that these devices are less practical for TikTok’s mobile-optimized interface, which prioritizes quick, on-the-go content creation and consumption. This finding highlights the importance of mobile accessibility in shaping digital participation among Kwara State youths.
Table 4.5: Which facility do you use to access TikTok?
	Responses
	Frequency
	Percentage (%)

	My internet facility
	65
	65%

	Other people’s internet
	25
	25%

	Workplace internet facility
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
The majority (65%) use their own internet facilities to access TikTok, indicating a level of financial independence or access to personal data plans among respondents. The 25% relying on others’ internet facilities suggest some dependence on shared resources, possibly due to data costs, a common barrier in Nigeria. The 10% using workplace facilities may include civil servants or students accessing institutional Wi-Fi, reflecting opportunistic use of available infrastructure. 



Table 4.6: When do you access TikTok?
	Responses
	Frequency
	Percentage (%)

	In the morning
	20
	20%

	In the afternoon
	25
	25%

	In the night
	45
	45%

	During midnight
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
The preference for accessing TikTok at night (45%) suggests that it serves as a leisure activity after daily responsibilities, such as school or work. The afternoon (25%) and morning (20%) usage indicate engagement during breaks or less structured times, while the 10% accessing at midnight may reflect late-night scrolling habits among youths. This temporal pattern aligns with studies showing that social media use peaks during non-working hours, particularly for entertainment-focused platforms like TikTok. The nighttime dominance underscores TikTok’s role as a relaxation tool in Kwara State.
Table 4.7: How often do you access TikTok?
	Responses
	Frequency
	Percentage (%)

	Daily
	60
	60%

	Several times a week
	25
	25%

	Once a week
	10
	10%

	Rarely
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
The high daily usage rate (60%) reflects TikTok’s integration into the daily lives of Kwara State youths, likely driven by its addictive, algorithm-driven content. The 25% accessing it several times a week and 10% once a week suggest varying levels of engagement, possibly influenced by time constraints or access to internet resources. The 5% who rarely use TikTok may face barriers like data costs or limited interest, highlighting potential disparities in engagement. 
Table 4.8: Primary Use of TikTok
	Responses
	Frequency
	Percentage (%)

	For learning
	20
	20%

	For entertainment
	60
	60%

	For communication
	10
	10%

	For advertising
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Entertainment dominates as the primary use (60%), reflecting TikTok’s global reputation as a platform for engaging, humorous, and creative content. The 20% using it for learning highlight its educational potential, such as accessing tutorials or informational videos, which is significant in a context where formal education may be supplemented by digital resources. The equal 10% for communication and advertising suggest that TikTok is less commonly used for direct social interaction or commercial purposes compared to platforms like WhatsApp or Instagram. 



Table 4.9: How do you use TikTok?
	Responses
	Frequency
	Percentage (%)

	To edit my photos
	15
	15%

	To edit my videos
	25
	25%

	To increase social media presence
	35
	35%

	To stay updated on current happenings
	25
	25%

	Total
	100
	100%


Source: Field Survey, 2025
The leading use of TikTok to increase social media presence (35%) indicates that Kwara State youths view the platform as a tool for personal branding and visibility, aligning with global trends of social media as a space for identity construction. The 25% using it for video editing and staying updated reflect creative and informational uses, respectively, showcasing TikTok’s role in fostering digital skills and awareness. The lower percentage for photo editing (15%) suggests that video content is more central to TikTok’s appeal, consistent with its short-form video format. These findings highlight TikTok’s multifaceted utility in enhancing both personal and social capital.







Table 4.10: When is TikTok most useful to you?
	Responses
	Frequency
	Percentage (%)

	During school hours
	10
	10%

	During break time
	20
	20%

	During weekends
	40
	40%

	At home
	25
	25%

	At work
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
The finding that 40% find TikTok most useful during weekends suggests that it is primarily a leisure activity, used when youths have more free time. The 25% using it at home and 20% during break time further indicate its role as a relaxation tool during non-structured periods. Ascending, 10% during school hours and 5% at work suggest limited use in formal settings, likely due to time constraints or workplace restrictions.
Table 4.11: Why do you use TikTok?
	Responses
	Frequency
	Percentage (%)

	To share videos
	30
	30%

	To market my product/service
	15
	15%

	To learn new things
	25
	25%

	To promote my talent/skill
	30
	30%

	Total
	100
	100%


Source: Field Survey, 2025
The equal emphasis on sharing videos and promoting talent/skill (30% each) underscores TikTok’s role as a platform for creative expression and personal branding. The 25% using it to learn new things highlight its educational potential, while the 15% for marketing products/services suggest emerging entrepreneurial uses, particularly among traders and unemployed youths.
Table 4.12: Which type of content do you primarily engage with on TikTok?
	Responses
	Frequency
	Percentage (%)

	Comedy and entertainment
	50
	50%

	Educational and tutorials
	20
	20%

	Lifestyle and fashion
	15
	15%

	Music and dance
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025
The dominance of comedy and entertainment content (50%) reflects TikTok’s global appeal as a source of humor and instant gratification, resonating with youths’ preference for light-hearted, engaging material. The 20% engaging with educational content and 15% each for lifestyle/fashion and music/dance indicate a diversity of interests, suggesting that TikTok serves as both an entertainment hub and a platform for cultural and skill-based content. 





Table 4.13: Time Spent on TikTok per Session
	Responses
	Frequency
	Percentage (%)

	Less than 30 minutes
	20
	20%

	30 minutes to 1 hour
	40
	40%

	1 to 2 hours
	30
	30%

	More than 2 hours
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
The majority (40%) spend 30 minutes to 1 hour per session, with 30% spending 1–2 hours, indicating significant time investment in TikTok. The 10% spending over 2 hours suggest potential overuse among a minority, which could raise concerns about productivity or screen time. The 20% spending less than 30 minutes may reflect casual users or those with limited internet access. 
Table 4.14: Which gratification do you get from TikTok?
	Responses
	Frequency
	Percentage (%)

	Popularity
	30
	30%

	Financial gratification
	15
	15%

	Reputation
	20
	20%

	Skill development
	35
	35%

	Total
	100
	100%


Source: Field Survey, 2025
Skill development (35%) as the top gratification highlights TikTok’s role in fostering creativity and technical abilities, such as video editing, which are valuable in digital economies. Popularity (30%) and reputation (20%) reflect social validation needs, while the 15% citing financial gratification indicate entrepreneurial uses, particularly among traders.
Table 4.15: How do you use TikTok for gratification?
	Responses
	Frequency
	Percent35age (%)

	By posting my photos
	20
	20%

	By creating video content
	40
	40%

	By sharing educational materials
	25
	25%

	Total
	100
	100%


Source: Field Survey, 2025
Creating video content (40%) as the primary gratification method underscores TikTok’s appeal as a creative outlet, enabling youths to produce engaging material that garners attention. Sharing educational materials (25%) and posting photos (20%) reflect diverse uses, from knowledge dissemination to personal branding.
Table 4.16: When do you feel gratified using TikTok?
	Responses
	Frequency
	Percentage (%)

	When I gain followers
	25
	25%

	When I get comments
	20
	20%

	When I get likes
	30
	30%

	When I get paid
	10
	10%

	When my video is recreated
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025
Receiving likes (30%) is the most common source of gratification, reflecting the importance of social validation in digital spaces. Gaining followers (25%) and comments (20%) further emphasize social engagement, while the 15% gratified by video recreations highlight TikTok’s viral culture. The 10% citing payment indicate limited but growing financial opportunities, particularly for those marketing products. 
Table 4.17: Why do you use TikTok for gratification?
	Responses
	Frequency
	Percentage (%)

	To relax
	35
	35%

	To reduce peer pressure
	15
	15%

	To enhance my mentality
	20
	20%

	To promote my talent/skill
	30
	30%

	Total
	100
	100%


Source: Field Survey, 2025
Relaxation (35%) and promoting talent/skill (30%) as key reasons for gratification highlight TikTok’s dual role as a stress-reliever and a platform for self-expression. Enhancing mentality (20%) suggests cognitive benefits, such as learning or inspiration, while reducing peer pressure (15%) indicates its use as a social coping mechanism. 


Table 4.18: Influence of TikTok on Personal or Professional Growth
	Responses
	Frequency
	Percentage (%)

	Improved my creativity
	40
	40%

	Enhanced my networking opportunities
	25
	25%

	Increased my income
	15
	15%

	No significant influence
	20
	20%

	Total
	100
	100%


Source: Field Survey, 2025
Improved creativity (40%) as the top influence underscores TikTok’s role in fostering artistic and technical skills, such as video production, which are valuable in digital economies. Enhanced networking (25%) reflects its ability to connect users with broader audiences, while increased income (15%) indicates economic potential for a minority, likely those using TikTok for advertising. 
Table 4.19: Which type of content do you primarily engage with on TikTok?
	Responses
	Frequency
	Percentage (%)

	Comedy and entertainment
	50
	50%

	Educational and tutorials
	20
	20%

	Lifestyle and fashion
	15
	15%

	Music and dance
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025
The dominance of comedy and entertainment content (50%) reflects TikTok’s global appeal as a source of humor and instant gratification, resonating with youths’ preference for light-hearted, engaging material. The 20% engaging with educational content and 15% each for lifestyle/fashion and music/dance indicate a diversity of interests, suggesting that TikTok serves as both an entertainment hub and a platform for cultural and skill-based content. 
4.2	Analysis of Research Questions
Research Question 1: How do Youths in Kwara State access TikTok?
From Table 4.4, 92 (92%) access TikTok via smartphones, 5 (5%) use iPads, 2 (2%) use laptops, and 1 (1%) uses a desktop. Table 4.5 shows that 65 (65%) use their own internet facility, 25 (25%) use others’ internet, and 10 (10%) use workplace facilities. Table 4.6 indicates that 45 (45%) access TikTok at night, and Table 4.7 shows that 60 (60%) access it daily.
Research Question 2: What do Youths in Kwara State use TikTok for?
From Table 4.8, 60 (60%) use TikTok primarily for entertainment, 20 (20%) for learning, 10 (10%) for communication, and 10 (10%) for advertising. Table 4.9 shows that 35 (35%) use it to increase social media presence, 25 (25%) to edit videos, 25 (25%) to stay updated, and 15 (15%) to edit photos. Table 4.10 indicates that 30 (30%) use TikTok to share videos and 30 (30%) to promote talent/skill.
Research Question 3: What satisfactions do young people in Kwara State derive from engaging with TikTok?
Table 4.14 shows that 35 (35%) derive skill development, 30 (30%) gain popularity, 20 (20%) gain reputation, and 15 (15%) achieve financial gratification. Table 4.15 indicates that 40 (40%) find gratification by creating video content, and Table 4.16 shows that 30 (30%) feel gratified when receiving likes.
Research Question 4: What are the influences of TikTok on Youths in Kwara State?
Table 4.18 shows that 40 (40%) reported improved creativity, 25 (25%) enhanced networking opportunities, 15 (15%) increased income, and 20 (20%) reported no significant influence. Table 4.12 indicates that 50 (50%) primarily engage with comedy and entertainment content, suggesting TikTok’s influence on creative expression.
4.3	Discussion of Findings
	The findings of this study provide a comprehensive understanding of how TikTok is used, the gratifications it offers, and its influence on youths in Kwara State, Nigeria. The data reveal that TikTok is highly accessible, with 92% of respondents accessing the platform via smartphones (Table 4.4) and 60% using it daily (Table 4.7), predominantly at night (45%, Table 4.6). This high accessibility aligns with global trends in mobile technology adoption, particularly in Africa, where affordable smartphones and increasing internet penetration have made social media platforms like TikTok integral to youth culture (Srinivasan & Diepeveen, 2019). The reliance on smartphones reflects the affordability and portability of these devices, which enable youths to engage with TikTok in diverse settings, from homes to public spaces. The preference for nighttime use (45%) suggests that TikTok serves as a leisure activity, likely after academic or work-related commitments, highlighting its role as a source of relaxation and entertainment during downtime.
	Entertainment dominates TikTok usage, with 60% of respondents identifying it as their primary purpose (Table 4.8), and 50% engaging primarily with comedy and entertainment content (Table 4.12). This finding is consistent with global studies that position TikTok as a leading platform for short-form, engaging content that caters to youths’ desire for instant gratification and humor (Cheeseman et al., 2020). However, the significant use of TikTok for learning (20%) and promoting talent or skills (30%, Table 4.11) underscores its multifaceted role. The platform’s algorithm, which promotes diverse content, enables users to access educational tutorials and showcase creative talents, such as music, dance, or digital content creation. This dual role as both an entertainment and educational tool reflects TikTok’s unique position in the social media landscape, offering opportunities for informal learning and self-expression that resonate with Kwara State youths.
	The gratifications derived from TikTok further illuminate its appeal. Skill development is the most cited gratification (35%, Table 4.14), followed by popularity (30%) and reputation (20%). The emphasis on skill development aligns with studies suggesting that social media platforms can foster creativity and technical abilities, such as video editing and content creation (Duyi & Molony, 2019). For instance, 40% of respondents use TikTok to create video content (Table 4.15), which likely contributes to skill acquisition in areas like digital storytelling and media production. The pursuit of popularity and reputation, driven by receiving likes (30%, Table 4.16) and gaining followers (25%), reflects the social validation that TikTok offers, a key motivator for youth engagement in digital spaces. These gratifications align with the Uses and Gratifications Theory, which posits that individuals use media to fulfill specific needs, such as social integration, personal identity, and cognitive development (Katz et al., 1974). The finding that 35% use TikTok to relax (Table 4.17) further supports this, indicating that the platform serves as a stress-reliever for youths navigating academic, social, or economic pressures.
	TikTok’s influence on personal and professional growth is significant, with 40% of respondents reporting improved creativity and 25% citing enhanced networking opportunities (Table 4.18). These outcomes highlight TikTok’s potential as a platform for self-expression and professional development, enabling youths to build personal brands and connect with broader audiences. For example, the 15% who reported increased income (Table 4.18) likely leverage TikTok for advertising or promoting products/services (10%, Table 4.8), reflecting the platform’s growing role in digital entrepreneurship. This is particularly relevant in Nigeria, where economic challenges push youths toward alternative income sources, and TikTok’s accessibility makes it a viable tool for micro-entrepreneurship. However, the 20% who reported no significant influence suggest that TikTok’s impact is not universal. This could be due to limited engagement, lack of access to monetization opportunities, or differing personal goals, highlighting the need for targeted interventions to maximize the platform’s benefits.
	The demographic profile of respondents—predominantly students (80%, Table 4.3) with tertiary education (75%, Table 4.3) and aged 19–25 (70%, Table 4.2)—indicates that the sample represents a digitally savvy, educated youth population. This group is likely to be more adept at navigating TikTok’s features, contributing to the high engagement levels observed. The balanced gender distribution (48% male, 52% female, Table 4.1) suggests that TikTok appeals broadly across genders, unlike some platforms that skew toward specific demographics. The findings also align with the broader African context, where social media platforms are increasingly used for political engagement, cultural expression, and economic opportunities (Cheeseman et al., 2020). However, the limited use of TikTok for communication (10%, Table 4.8) compared to entertainment or learning suggests that it is not yet a primary tool for social interaction in Kwara State, possibly due to the availability of other platforms like WhatsApp for direct communication.
	The study’s findings have implications for understanding digital transformation in Nigeria. TikTok’s role in fostering creativity and networking aligns with the broader narrative of social media’s impact on African youth, who use these platforms to navigate socio-economic challenges and express cultural identities (Srinivasan & Diepeveen, 2019). However, the 20% reporting no significant influence raises questions about accessibility barriers, such as data costs or lack of awareness about TikTok’s professional potential. Additionally, the predominance of entertainment content (50%) could overshadow educational or skill-building opportunities if not balanced, suggesting a need for content moderation or promotion of diverse material.


CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
  5.1	Summary
	The study is divided into five chapters. Chapter one covers the background of the study, objectives of the study, research questions which guided the study. The chapter also contained the scope of the study, significance and operational definition of terms.
	Chapter two reviewed literature related to the research topic and adopted Uses and Gratification Theory as its theoretical framework which helped in understanding and explaining the phenomena of the study.
	Chapter three comprises the methodology of the research. It showed that the research adopted survey as the method of data collection, and questionnaire as the instrument of data collection. The population of the study was identified and samples were drawn from them using the purposive sampling technique.
	Chapter four interpreted the data using tables and percentages. The questionnaires were administered to the sample ad the data generated was analysed. Each table had interpretations and explanations under it using questions contained in the questionnaire as a guide. The questions contained in the questionnaire addressed the objectives of the research.
	Chapter five comprises of the summary of the study, conclusion drawn from the findings of the study and recommendations made based on the findings.
	The findings reveal that TikTok is highly accessible, with 92% of respondents accessing the platform via smartphones and 60% using it daily, primarily at night (45%). The majority (65%) use their own internet facilities, indicating widespread personal access to digital resources. Entertainment is the primary use for 60% of respondents, followed by learning (20%), communication (10%), and advertising (10%). Youths engage with TikTok to increase their social media presence (35%), share videos (30%), and promote their talents or skills (30%), with comedy and entertainment content being the most popular (50%).
	In terms of gratifications, 35% of respondents derive skill development from TikTok, 30% gain popularity, and 20% enhance their reputation. Creating video content (40%) and receiving likes (30%) are key sources of satisfaction, with 35% using TikTok to relax and 30% to promote their talents. TikTok significantly influences personal and professional growth, with 40% reporting improved creativity, 25% enhanced networking opportunities, and 15% increased income. However, 20% noted no significant influence, suggesting varied impacts among users.
	The study highlights TikTok’s role as a multifaceted platform for entertainment, self-expression, skill development, and professional growth among Kwara State youths, aligning with global trends in social media engagement.
5.2	Conclusion
	The findings indicate that TikTok is a vital tool for youths in Kwara State, serving as a platform for entertainment, learning, and personal branding. Its accessibility via smartphones and frequent use underscore its integration into daily life. While entertainment dominates usage, the platform’s educational and promotional potential is notable, particularly for skill development and talent showcasing. The gratifications derived, such as popularity, skill enhancement, and relaxation, reflect TikTok’s ability to meet diverse psychological and social needs. The platform’s influence on creativity and networking opportunities highlights its positive impact on personal and professional growth, though its financial benefits are less widespread.
	However, the 20% of respondents reporting no significant influence suggests that TikTok’s impact is not universal, potentially due to differences in engagement levels or access to opportunities. Overall, TikTok shapes youth culture and behavior in Kwara State, contributing to digital literacy, creative expression, and social connectivity, but its influence is moderated by individual goals and circumstances. These findings contribute to the emerging field of digital transformation in Africa, emphasizing the role of social media in shaping youth aspirations and societal dynamics.
5.3	Recommendations
Based on the study’s findings, the following recommendations are proposed:
1. Educational Integration: Educational institutions in Kwara State should leverage TikTok’s popularity to promote learning by encouraging the creation and sharing of educational content, such as tutorials, to enhance digital literacy and skill development among youths.
2. Content Regulation: The Nigerian Communications Commission (NCC), in collaboration with content creators, should establish guidelines for TikTok content to ensure that entertainment-focused material does not overshadow educational or skill-building content, maintaining a balance that benefits users.
3. Support for Content Creators: Government and private organizations should provide training and funding opportunities for young TikTok creators to harness the platform for professional growth, particularly in areas like marketing, talent promotion, and income generation.
4. Awareness Campaigns: Non-governmental organizations should conduct campaigns to educate youths on maximizing TikTok’s potential for positive outcomes, such as skill development and networking, while minimizing risks like excessive time consumption or exposure to inappropriate content.
5. Further Research: Researchers should explore the long-term impacts of TikTok on youth behavior and economic outcomes in Nigeria, focusing on how sustained engagement influences career development and societal contributions.
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APPENDIX
Department of Mass Communication
Kwara State Polytechnic,
Ilorin, Kwara State
Dear Respondents,
	We are students of Mass Communication Department, Kwara State Polytechnic, Ilorin conducting a research on the topic “Perception Of Students On Tiktok Usage On Academic Performance”.
	Kindly complete the attached questionnaire as objectively as possible. Be rest assured that information provided will be treated with utmost confidentiality. 
Thanks for your co-operation.
Yours faithfully,



QUESTIONNAIRE
Instruction: please tick (   ) the answer you consider appropriate. The questionnaire will be in two parts, section A and B.
SECTION A: ACCESS TO TIKTOK
1. What is your sex? Male [    ] Female [    ]
2. What is your age range? Below 18 years [    ] 19–25 years [    ] 
26–39 years [    ]
3. What is your highest level of education? No formal education [    ] 
Secondary school [    ] Tertiary education [    ] Postgraduate [    ]
SECTION B: DEMOGRAPHIC INFORMATION
4. How do you access TikTok? Smartphone [    ] iPad [    ] Laptop [    ] 
Desktop [    ]
5. Which facility do you use to access TikTok? My internet facility [    ] 
Other people’s internet facility [    ] Workplace internet facility [    ]
6. When do you access TikTok? In the morning [    ] In the afternoon [    ]
In the night [    ] During midnight [    ]
7. How often do you access TikTok?  Daily [    ] Several times a week [    ] 
Once a week [    ] Rarely [    ]
8. What is the primary use of TikTok for you? For learning [    ] 
For entertainment [    ] For communication [    ] For advertising [    ]
9. How do you use TikTok? To edit my photos [    ] To edit my videos [    ] 
To increase my social media presence [    ] To stay updated on current happenings 
[    ]
10. When is TikTok most useful to you?  During school hours [    ] 
	During break time [    ] During weekends [    ] At home [    ] At work [    ]
11. Why do you use TikTok? To share videos [    ] To market my product/service [    ] To learn new things [    ] To promote my talent/skill [    ]
12. Which type of content do you primarily engage with on TikTok? Comedy and entertainment [    ] Educational and tutorials [    ] Lifestyle and fashion [    ] Music and dance [    ]
13. How much time do you spend on TikTok per session? Less than 30 minutes [    ] 30 minutes to 1 hour [    ] 1 to 2 hours [    ] More than 2 hours [    ]
14. Which gratification do you get from TikTok? Popularity [    ] 
Financial gratification [    ] Reputation [    ] Skill development [    ]
15. How do you use TikTok for gratification? By posting my photos [    ] 
By creating video content [    ] By sharing educational materials [    ] 
16. When do you feel gratified using TikTok? When I gain followers [    ] When I get comments [    ] When I get likes [    ] When I get paid [    ] 
When my video is recreated [    ]
17. Why do you use TikTok for gratification? To relax [    ] To reduce peer pressure [    ] To enhance my mentality [    ] To promote my talent/skill [    ]
18. How has TikTok influenced your personal or professional growth? Improved my creativity [    ] Enhanced my networking opportunities [    ] Increased my income [    ] No significant influence [    ]
19. Which type of content do you primarily engage with on TikTok? Comedy and entertainment [    ] Educational and tutorials [    ] Lifestyle and fashion [    ] Music and dance [    ]

