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ABSTRACT

The objectives of this research were to 1) study TikTok application exposure of
Generation Z, 2) study the uses and gratifications of TikTok application exposure of
Generation Z, 3) study the relationship between TikTok application exposure and the
uses and gratifications of Generation Z in Bangkok. The sample in this study consisted
of 120 Generation Z people aged between 15-30 years in Bangkok. Questionnaire was
employed as the instrument for data collection. The data were analyzed with the
statistics of Pearson Product Moment Correlation.

The findings revealed that 1) selective perception or interpretation was
significant to TikTok application exposure because Generation Z were able to
understand various trends from TikTok application, 2) social integrative needs were
crucial to the uses and gratifications from TikTok application exposure because they
believed that TikTok application should classify the accessed content by age, and 3)
TikTok application exposure was related to the uses and gratifications of Generation Z
in Bangkok with statistical significance at the 0.01 level.

Keywords
Generation Z Media Exposure, TikTok Application, The Uses and
Gratifications
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