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ABSTRACT

Due to rapid technological advancement, communication has become
faster and more convenient. Increasing internet and smartphone use has led to
changes in international consumer behavior, including on social network platforms.
During the Novel Coronavirus 2019 (COVID-19) pandemic, among other digital platforms,
TikTok had an atypical marketing strategy.

This research applies the post-acceptance model of information system
(IS) continuance with flow experience, subjective norm, critical mass, and self-image to
investigate determinants of user satisfaction and continued intention to create and
upload videos on TikTok. Quantitative research was done with data collected from 332
samples by questionnaire and analyzed by partial least squares structural equation
modeling (PLS-SEM).

Results were that satisfaction, self-image and flow experience were key
determinants directly affecting continued intention to create and upload videos on
TikTok. Satisfaction had a partial mediation effect on flow experience and self-image,

indirectly influencing continued intention to use TikTok.
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